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CBS Hopes New 
Plan Will Reduce 
Product Conflicts 


15-Minute Separation 
for Ads, Not Shows, Is 
One Phase of Proposal 


New York, Sept. 6—CBS Tele- 
vision this week took two giant 
steps in its continuing campaign 
to free itself from the product 
protection straitjacket. 

Two major revisions announced 
by William H. Hyland, vp in 
charge of sales administration, will 
enable CBS to schedule shows 
sponsored by competing products 
back-to-back as long as there is a 
gap of at least 15 minutes between 
the commercials for those compet- 
ing products. 

These changes, if accepted in 
practice by sponsors, will make 
life a great deal simpler for CBS’ 
salesmen as vacancies come up 
throughout the year. 

Since CBS already is pretty 
well set for fall sponsorship, these 
revisions were made primarily for 
the future, on the basis of past 
headaches arising from product 
snarls growing out of the trend 
toward co-sponsorship in tv and 
toward product diversification in 
industry. 


® The groundwork for the chang- 
es was laid last spring, when the 
network succeeded in selling P&G 
and Lever on occupying adjoining 
time periods on alternate Tuesday 
nights (AA, March 11). 

In this case, P&G is on the 
week Lever is off and vice versa, 
but their commercials are aired 
in adjacent periods, 
soap companies get one commer- 

(Continued on Page 8) 


When Is 15% Not 15%?... 


since both | 


R&R Still ‘Interested’ 
in Chambers Merger 


Despite Airline Loss 


New York, Sept. 4—Despite | 
Chambers & Wiswell’s loss of the | 
Northeast Airlines account, Er-| 
win, Wasey, Ruthrauff & Ryan 
says it is still interested in the 
prospect of merger with the Bos- 
ton agency (AA, Aug. 5). The $1,- 
200,000 account moves to J. Wal- 
ter Thompson Co. on Oct. 10. 

James Branch Briggs, exec vp 
of EWR&R, who conducted the 
merger talks with Chambers & 
Wiswell prior to the merger of his 
former agency, Ruthrauff & Ryan, 
with Erwin, Wasey & Co., said 
today that he was still interested 
in the merger going through. 
Ruthrauff & Ryan was among the 
agencies which pitched for the 
Northeast business. 

(The optimism of Mr. Briggs was 
not echoed by other members of 
EWR&R’s top management, whose 
words on the merger ranged from 
“no comment” to “it looks slim.” 
George Wiswell Sr., contacted in 
Boston today, said he had “no com- 
ment” to make on merger pros- 


pects.) 


® Though he wouldn’t completely 
spell out his reasoning for the in- 
terest in the merger, Mr. Briggs 
said it might be difficult to un- 
derstand our continued interest in 
an agency “without much busi- 
ness, but if we can get our ducks 
in a row, it still would make a 
good deal.” With the loss of the 
Northeast account, Chambers & 
Wiswell has dropped about 35% 
| of its billing. 

One of the factors making for 
continued interest in the Cham- 
bers agency was the fact that 
EWR&R has no Boston office, Mr. 
Briggs said. 

“It’s a market we ought to be 
|in,” Mr. Briggs commented. 


| (Continued on Page 123) 


Client Practices Vary on Payment 
of Commissions on TV Packages 


ANA Study Reveals 
Some Advertisers Are 
Tough in Agency Dealings 


New York, Sept. 6—The Assn. 
of National Advertisers, which re- 
cently informed its members that 
there is a marked variance in the 
length of mandatory network tv 
contracts, is now circulating the 
results of another study. 

It shows that there is just as 
much variance in the advertiser- 
agency relationship in television. 

This survey, like the earlicr one, 
was a project of ANA’s radio-tv 
group, headed by George Abrams, 
Revlon vp. It was intended to 
throw some light on the subject 
of how agency commissions are 
apportioned on multiple-agency 
tv shows. The questionnaires went 
out to 473 companies. 

The group’s findings, which 
summarize the replies of about 94 
advertisers, are particularly note- 
worthy because of prevalence of 


multiple-product-sponsored pro- 
grams in network tv. Even the 
giant companies, with rare ex- 
‘ceptions like the auto makers, sel- 
|dom consider it wise to let a single 
product carry the whole load of 
|an expensive tv package. 


= In the course of determining 
how the commissions are divided 
|—if two or more agencies are in- 
|volved—the ANA group found 
that a sizable number of the spon- 
sors do not pay any commission 
on talent-production costs for net- 
|work or independently produced 
packages. This answer came from 
13 of the reporting companies. 

More of a shocker was the fact 
that nine companies reported they 
do not pay agency commission on 
commercial production. 

As to that initial question—how 
agencies share ty commissions on 
multiple-agency shows—the most 
popular method, according to the 
ANA study, is “the one that 


ee 


What the idle rich don't know about tea bags 


fy Wh, Tew Phe Testes Tow Teme 


MEET ALBERT—This ad, second in a 
new series featuring Albert Dimes, 
for 35 years Tetley’s tea taster, 
will appear in The New Yorker for 
Sept. 14 (see story on Page 3). 
Ogilvy, Benson & Mather is the 
agency, of course. 


ns 


Merger Forms 
Gore, Smith & 
Greenland Shop 


Serwer Lawsuit Pends 


as New Agency Opens, 
in $4,000,000 Bracket 


New York, Sept. 5—Gore-Ser- 
wer Inc., currently the target of a 
breach of contract action, this 
week merged with Martin L. 
Smith & Co. (AA, Sept. 2). 

The two agencies, both of which 


Enlarged Russel Seeds 
Setup Expected to Create 
$20,000,000 Agency 


New York, Sept. 6—Keyes, 
Madden & Jones—a team that 
Freeman Keyes, board chairman 
of Russel M. Seeds Co., has been 
trying to put together for five 
years—becomes a reality on Oct. 1. 

On that date the new agency 
expects to be starting with $20,- 
000,000 in billings already in or 
about to enter the shop—$15,000,- 
000 from the current Seeds ac- 
counts, plus $5,000,000 from addi- 
tional accounts (one already signed 
but not ready for announcement) 
that are scheduled to be in between 
now and shortly after the time the 
new agency actually is in operation. 

Mr. Keyes’ long-sought team- 
mates in this venture are no 
strangers to the agency and ad- 
vertising profession: 


Edward D. Madden, vp and di- 


‘Keyes,M adden& Jones 
Agency Debuts Oct. 1 


rector of International Latex 
Corp., will be president of the 
agency (Mr. Keyes will be chair- 
man of the board). Mr. Madden 
has been with International La- 
tex since 1954 and is in charge of 
new product development and ad- 
vertising-sales coordination. From 
1950 to 1954 he served as vp and 
assistant to the president of Na- 
tional Broadcasting Co.; for three 
years prior to that he was exec 
vp and general manager of the 
American Newspaper Advertising 
Network. For 12 years before 
that he was a vp nd director of 
McCann-Erickson. 


Howard A. Jones, exec vp and 
head of the central creative staff 
of Grant Advertising for the past 
15 years, will be exec vp of Keyes, 
Madden & Jones and also head of 
all creative work in all offices. 
Before joining Grant, Mr. Jones’ 
career spanned several agencies, 
including Lord & Thomas, Black- 

(Continued on Page 119) 


‘Their Real Aim’... 


Group Issues Statement 
It Was to Make Before 
Congress Committee 


New York, Sept. 5—Associated 
Business Publications will mail a 


occupy quarters at 420 Madison 
Ave., combined to form Gore, 
Smith & Greenland. Chester A. 
Gore will be president and Mar- 
tin L. Smith exec vp. The third 
principal is Leo Greenland, a vp, 
who joined Gore-Serwer earlier 
this year. 

Gore, Smith & Greenland ex- 
pects to be billing more than $4,- 
000,000 a year. The Gore-Serwer 
agency had been billing at the rate 


long report to its members tomor- 
‘row on its position concerning 
postal legislation pending in the 
first session of the 85th Congress. 

As reported a week ago (AA, 
Sept. 2), William K. Beard Jr., 
ABP president, declared the as- 
sociation had been forced into the 
position of having to issue a special 
statement expressing its views on 
postal legislation because of the 
calling off of hearings by the Sen- 


(Continued on Page 8) 


ate post office committee Aug. 27 


Last Minute News Flashes 


Masson Wines, Gossage Shift to Weiner 


San Francisco, Sept. 6—Paul Massen Inc. has awarded its national 


advertising account to Weiner & Gossage, which this week changed its 
name from J. J. Weiner & Associates. Howard Gossage has resigned 
from the creative staff of Guild, Bascom & Bonfigli to Join Weiner 
as a partner (see story on Page 109). Masson and Geyer Advertising 
parted company last week (AA, Sept. 2). Apvertistnc Ace indicated 
that Weiner, which had been handling Masson advertising in Califor- 
nia, probably would get the account. 


Revlon Moves British Ads to Erwin, Wasey 


Lonvon, Sept. 6—McCann-Erickson Advertising announced here 
that it is parting company “by mutual consent” with Revlon Interna- 
tional Corp., one of its largest British accounts. Revion lipstick and 
Silicaire hand lotion have been assigned to Erwin, Wasey & Co. Revlon 
also markets its Love Pat makeup and Satin Set hair preparation in 
Britain. 


Booraem Joins Ogilvy, Benson as Radio, TV Head 


New York, Sept. 6—Hendrick Booraem Jr., formerly vp in charge 
of tv and radio for C. J. LaRoche & Co., has joined Ogilvy, Benson 
& Mather as vp and director of tv and radio, a post unfilled for about 
a year at OBM. 


(Continued on Page 122) 


Controlled Circulation Papers Seek 
2nd Class Rate Advantage, Says ABP 


—before ABP executives had had 
a chance to testify. Since then, 
Congress has adjourned. 

In the statement to be issued 
tomorrow, ABP presents “a factu- 
al and interpretative report” of its 
work on behalf of postal legisla- 
tion during the recent session of 
Congress. 

With respect to H.R. 5836—the 
postal rate bill, still pending— 
ABP says: 

“If this bill is again introduced 
when the 85th Congress recon- 
venes, it is expected that the as- 
sociation and many of its members 
will be afforded the time to am- 
plify in personal testimony the 
basic reasons for opposing the bill. 


= “However, since there has been 
considerable press coverage of the 
(Continued on Page 122) 


Jerrold Starts 
First Pay-TV 
System Via Cable 


Company Looks 
for Similar Deal 
in San Francisco 


BARTLESVILLE, OKLA., Sept. 3— 
The country’s first pay-tv system 
went into operation here tonight 
with the showing of a first run 
movie, “Pajama Game.” 

The Jerrold Electronics Corp., 
Philadelphia, manufactured and 
installed the system, which has 38 
miles of coaxial cable and highly 


(Additional News Flashes on Page 123) 


(Continued on Page 122) 
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Dry Those Ears, Pop... 
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Whole Human Race’ 


Uses Q-Tips, Say Ads 
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HANDY—This color page in Life, 
Oct. 14, offers a free Purse Pac 


“because you'll want Q-Tips wher- 
ever you go.” 


Legal Knots Cut, 
They re Happy 
Fellas at C&C 


Fired as Ad Director, 
Rill Is ‘Reassociated’ 
Now as Ad Consultant 


New York, Sept. 4—The legal 
ball bounces and bounces, and 
where it finally comes to rest, no- 
body can ever really predict. 

Take Irving and Bernice Rill and 
C&C Super Corp., for example. 
Couple of weeks ago (AA, July 22) 
the two parties were jawing away 
chin-to-chin—C&C accusing the 
Rills of being involved in agency 
kickbacks and suing for more than 
$50,000, while the Rills flung back 
conspiracy, defamation and slan- 
der charges and a counter suit for 
a cool $1,500,000. 

Today, C&C Television Corp. 
(the new name of C&C Super) an- 
nounced “it has withdrawn its 
suits against Irving R. Rill, its for- 
mer vp in charge of sales, mer- 
chandising and advertising, and 
against Bernice N. Rill . . . and 
has reassociated Mr. Rill with C&C 
Television Corp. in the capacity 
of its advertising consultant.” 

C&C Television’s president, Mat- 
thew M. Fox, who made the an- 
nouncement, said further that suits 
against Joseph Newmark, who is 
Mrs. Rill’s father, and the suits by 
the Rills also had been withdrawn. 


@ “We are happy to announce that 
the misunderstanding between the 


old company and Mr. Rill has been | 


cleared up,” Mr. Fox stated. “The 
company has withdrawn its law- 
suit against him and Mrs. Rill, 
which was based on a misunder- 
standing of the actual facts, and 
Mr. Rill has accepted our offer to 
become our advertising consultant. 


“A closer examination of all the | 


circumstances involved has now 
clarified the actual facts,” Mr. 
Fox's statement went on. “We are 
all friends again, with mutual re- 
grets that the entire unhappy epi- 
sode ever took place at all. We are 
glad to make this statement to 
clear up the matter.” 

Asked what the “misunderstand- 
ing of the actual facts” was and 
how it was “clarified,” Mr. Fox de- 
clined to elaborate. “We think 

(Continued on Page 44) 


Company Has 80% of 
Baby Market, Stresses 
New Functions for Swabs 


Lone Istanp City, Sept. 5— 
Q-Tips Sales Corp., which has 
been going all-out on a multiple- 
use campaign for its Q-Tips cot- 
ton swabs, will offer them in a 
Purse Pac this fall—“because 
you'll want Q-Tips wherever you 
go.” 

The Purse Pac—a plastic refill- 
able plastic case—will be adver- 
tised in a color page in the Oct. 14 
Life as a free premium in ex- 
change for a coupon enclosed in 
Q-Tips packages. 

“Everybody’s using Q-Tips so 
many places—so many ways,” the 
copy maintains. The ad then illus- 
trates how the Purse Pac can be 
used on business trips, on the job, 
in the baby carriage and in the 
car glove compartment. 

Q-Tips has been advocating 
multiple uses for its product for 
only the past few years. For the 
quarter century before that, the 
company considered its sterilized 
cotton swabs primarily a baby 
product. 


® To enlarge its own business, 

Q-Tips decided it would have to 

enlarge the entire swab market 
(Continued on Page 92) 


Produce for U.S. 
Blueberry Eaters, 


Canada Growers Told 


Ortawa, Sept. 3—Successful 
promotion of blueberry frozen pies 
and blueberry muffin mix in the 
U.S. is forcing American companies 
to look to Canada to supply mil- 
lions of pounds of berries. 

Trade Commissioner D. L. Kirk- 
land, writing in the Trade & Com- 
merce Department’s current issue 
of “Foreign Trade,” says Canada 
sent $2,000,000 worth of fresh and 
frozen berries to the U. S. last year. 
Government officials are urging 
Canadian growers to go all-out in 
blueberry production to take ad- 
vantage of the growing market. 

The frozen blueberry pie is now 
competing with peach pie for third 
place in American pie preference, 
Mr. Kirkland said. Apple and 
cherry still hold the first two 
spots. # 


ABC-TV Appoints Two 

Harry C. Folts, formerly an ac- 
count executive with ABC Radio, 
and Aaron Beckwith, formerly vp 
|in charge of the New York office 
of MCA-TV, have been named ac- 
count executives with ABC Tele- 
vision, New York. 


WILLIAM G. ROWE, exec vp of Carter 
Advertising Agency, Kansas City, 
| will join Rogers & Smith, Kansas 
| City, as a vp Oct. 1. Mr. Rowe has 
| been with Carter, which is discon- 
tinuing agency service, for 20 years. 


New York, Sept. 3—Show- 
House, advertising service organ- 
ization, which runs spreads in Liv- 
ing for Young Homemakers and 
The Saturday Evening Post for 
non-competitive national advertis- 
ers of home products, starting this 
month will “guarantee” the sale of 
its clients’ products. 

The plan is simple. As explained 
to ADVERTISING AGE by Charles H. 
Albin, managing director, it makes 
use of the coordinating experience 
of the Show-House organization, 
and is based upon the proposition 
that building product manufactur- 
ers and home builders can realize 
more sales by “playing ball” to- 
gether, especially in view of to- 
day’s far-from-peak housing mar- 
ket. 

Mr. Albin approached leading 
home builders in key markets and 
made it worth their while to “play 
ball” by offering to them, free, a 
promotional package. 

This package consists of (1) an 
exclusive Show-House franchise in 
the builder’s selling area (which 
means only the appointed builder 
can offer the home-buying public 
in his area a nationally promoted 
Show-House model home); (2) the 


Station Clearances 
Stymie Barter Deal 
by Exquisite Form 


New York, Sept. 4—Exquisite 
Form Brassiere won’t be able to get 
going on its planned 100-150 mar- 
ket ty film barter deal this fall. 

Earliest possible starting date on 
the barter drive, arranged through 
Grey Advertising Agency and Na- 
tional Telefilm Associates, now 
seems to be next spring. There is a 
possibility Exquisite Form may 
work out additional barter ar- 
rangements this year with one or 
more other film distributors. 

According to the original plan, 
Exquisite Form would have sched- 
juled $4,000,000 worth of tv spots 
at an actual cost of $2,000,000. 
| Working with the client and the 
|stations was NTA’s new Famous 
Films subsidiary, whose salesmen 
were to come up with tv spots in 


: | exchange for tv film properties. 


| The hitch in the plan came in 
| station clearances. The time allot- 
ted for NTA salesmen to trade tv 
films for spots apparently was just 
|too tight. 

| Meanwhile, Grey is looking into 
barter prospects for several other 
accounts. 


# A new name in barter, Bon Ami 
Co., came up this week. The Ruth- 
rauff & Ryan client confirmed it is 
looking into the field but won’t 
reveal specifics on its plans for 
swap tv. # 


‘GUARANTEES’ SALES—This first of a new series of Show-House spreads 
in The Saturday Evening Post (Sept. 21) and Living for Young 
Homemakers (October) guarantees the sale of clients’ products 
through special agreements with home builders. Advertiser’s cost of 
participation is expected to approach self-liquidation. 


‘Operation Play Ball’ Gives Sales 
‘Guarantee’ for Show-House Products 


builder’s house is featured in 
Show-House color spreads in Liv- 
ing for Young Homemakers and 
The Saturday Evening Post; (3) 
the builder gets free full-page lo- 
eal advertising in the newspaper 
of his own selection; and (4) he 
also gets 10,000 color folder re- 
prints to be used as model house 
brochures. 


s In return for this promotional 
package, the selected builder signs 
an agreement to use the brand 
name products specified by Show- 
House (i.e., the products of those 
advertisers who participate in 
Show-House) in all of his houses 
that will comprise his “Famous 
Brand Names Village.” 

The first “Famous Brand Names 


(Continued on Page 48) 


Advertising Age, September 9, 1957 


Program Sales Up, 
WQXR Abolishes 
Triple Spotting 


New York, Sept. 4—The long- 
hair music audience of the New 
York Times radio station, WQXR, 
won't find quite so many commer- 
cials crowded between Mendels- 
sohn and Brahms this fall. 

Norman S. McGee, yp in charge 
of sales, has informed agency 
time buyers that there will be no 
more triple spotting between spon- 
sored programs or program seg- 
ments. The aew between-show 
limit is a double spot. 

This change means the elimina- 
tion of one-minute announcements 
between sponsored shows. 20-sec- 
ond station breaks and 10-second 
time signals will continue to be of- 
fered. 

Mr. McGee said that from 75 
to 100 one-minute announcements 
will be dropped from the weekly 
schedule, depending on the num- 
ber of sponsored programs. He 
noted that the move, which is in 
keeping with WQXR’s “long 
standing policy of making each 
announcement stand out with 
maximum effectiveness,” was pro- 
moted by “an increase in program 
sales.” + 


2% for Cash? 

New York, Sept. 4—The 
Advertising Women of New 
York is a true-blue advertis- 
ing group. 

It will be holding its 27th 
annual advertising course 
this fall—a series of 10 eve- 
ning lectures beginning Oct. 
2—and it is offering the 
standard 15% discount for 
advance registration. 

Fee for the course is $20. 
Payment before Sept. 27 
qualifies the prospective stu- 
dent for the $17 rate. + 


Ads for ‘Fancy Extras,’ ‘Ridiculous’ Credit 
Rules Hamper Home Building, Lange Says 


New York, Sept. 5—Attacking 
abuses that are “adding unneces- 
sary cost to homes .. . making 
home ownership difficult . . . and 
giving the home builder the unfair 
label of ‘profiteer,’” James M. 
Lange, executive editor of Practi- 
cal Builder, today told an invited 
audience of advertisers, agency ex- 
ecutives and building industry rep- 
resentatives that “seven elements 
are largely responsible for current 
troubles.” 

These elements, Mr. Lange said, 
must be corrected to insure good 
business for manufacturers, good 
pay envelopes for labor and 
good housing at lower cost for the 
public. 

Mr. Lange enumerated the seven 
elements as follows: 


e “Upgrading of housing, and un- 
controlled appetite of the public 
for fancy extras.” 


e “Absence of coordinated leader- 
ship toward lower cost housing.” 


e “Lack of construction efficiency 
and labor resistance to time-saving 
methods.” 


e “Unrealistic attitudes of gov- 
ernment agencies.” 


e “Antiquated local building 
codes.” 


e “Unfair zoning by communities 
and spiraling land development 
costs.” 


e “Unrealistic financing.” 


® Too many glamor details—be- 
yond the consumer’s pocketbook— 
are played up by builders and 
manufacturers in their advertising 
and by consumer publications in 
articles, Mr. Lange said. “Consum- 


er magazines,” he said, “almost )| 


show houses through their pages, 
without reference to cost differ- 
entials.” 

He charged the building industry 
with neglecting research and urged 
“coordinated research in which the 
work of producers of different and 
related products can be correlated, 
so that improvement in one prod- 
uct may complement that of anoth- 
er component used in the same part 
of a structure.” 

With the current trend away 
from government-insured mort- 
gages, Mr. Lange said, builders 
must “think about new sources of 
mortgage money, such as stock 
deals, commercial banks, pension 
funds and trusts.” 


= He contrasted the loose credit 
permitted for short-term instal- 
ment buying with the “ridiculous- 
ly stringent regulations imposed on 
home buying. 

“These regulations,” he _ said, 
discourage the one investment that 
points to the basic well-being of 
the American people. 


O’MAHONEY URGES 
INSTALMENT CONTROL 


WASHINGTON, Sept. 4—Sen. 
O’Mahoney (D., Wyo.) today prox 
posed that buying controls be re- 
vived as an antidote to inflation. 

Sen. O’Mahoney, who is a mem- 
ber of the Senate-House economic 
committee, agreed with President 
Eisenhower that inflation is the 
nation’s major internal problem. 

However, he said he doubted it 
could be fought entirely on a vol- 
untary basis. 

The wartime regulation set min- 
imum down payment and maxi- 
mum payment periods for most 
major purchase items, such as 


continuously conduct a parade of | autos and appliances. # 
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Tea Taster Is 
Keynoter in New 
Tetley Campaign 


Albert Dimes Joins 
Whitehead, Wrangell in 
Personification Lineup 


(Picture on Page 1) 


New York, Sept. 5—Tetley Tea 
Co. today broke a new campaign 
for its tea bags through Ogilvy, | 
Benson & Mather. The campaign | 
will pivot on Albert Dimes, tea 
taster for the company, whom Da- 
vid Ogilvy hopes to make as fa- 
mous as Comdr. Whitehead and 
Baron Wrangell, the man in the 
Hathaway shirt. 

First ad in the campaign—intro- 
ducing Mr. Dimes as “Mr. Tea” in 
the pages of The New Yorker—is 
in the Schweppes-Hathaway tradi- 
tion, a dominant photograph in 
four colors, with a horizontal copy 
block about a quarter page deep. 

Copy for the print campaign— 
three ads scheduled for The New 
Yorker today, Sept. 14 and Sept. 
28, with repeat performances in 
October—was written by George 
DeCoo and David McCall. Sample 
copy: 

“The tiny tea leaves that make 
the best tea can be used only in 


Weston, Ont., Sept. 4—The 
bright red Betty Crocker spoon | 
will appear as a unifying symbol} 
on the new family look cereal| 
packages introduced by General | 
bags. These exquisite little leaves| Mills (Canada) Ltd. for the Can-| 
grow only at the top of the plant|adian market. | 
and are very rare. Finding the fin-| The face-lifted packages are for| 
est of these has become an obses- | General Mills’ five ready-to-eat 
sion at Tetley. We search the world | cereals—Cheerios, Wheaties, Trix, 
for them. ‘Sugar Jets and Corn Kix—all of 

“As a matter of fact, a single) which are relatively new names) 
bag of Tetley tea contains teas|in the Canadian market. They| 
from 22 different plantations. Usu-| have been introduced at intervals! 
ally more. And every leaf is one! over the past three years. 
of those little beauties from the, 
top of the plant. If you have been|# Each of the cereal packages for- 
guilty of the Tea Bag Prejudice, merly in use in Canada by General 
we invite you to brew one com-| Mills had been an adaptation from 
forting cup of tea with a Tetley |the American package. The origi- 
bag. All we ask is an open mind.” nal packages had been considered 
quite satisfactory individually. 


® Tetley also will use one-minute 
radio spots in about 100 markets 
starting Sept. 15. The spots feature 
Mr. Dimes and a globe-trotting as- 
sistant, whose ineffable task it is 
to search out the tiny leaves that 


grow atop tea plants. Each spot | 
is adorned with a jingle set to|manager, and E. W. Reynolds 
oriental rhythms. # | Ltd., Toronto, General Mills’ Can- 


However, in Canada, where there 
was no long established familiar- 
ity with the products, General 
Mills found that there was no 
\ready identification of the indi- 
|vidual cereals. 

T. B. Humphrey, Canadian ad 


Feder Rebukes Shell for Ad Showing 
Motorist Scalped by Wind at Takeoff 


Says Company Promotes 
Insecurity Feelings 
of Hairpiece Wearers 


New York, Sept. 5—The Battle 
of Bald Knob was in full swing to- 
day. 

It started when Shell Oil Co. 
placed large-space newspaper ads 
for “the most powerful gasoline 
any car can use.” That was okay, 
but a three-part cartoon of the mo- 
torist getting up enough speed to 
blow off his toupee blew some lids 
at the House of Louis Feder, whose 
recent advertising for its toupees 
declared, “A hurricane can’t blow 
it off.” 

Ben Kaplan, exec vp at Feder, 
has filed a protest with Shell, as- 
serting, “We are shocked and dis- 
turbed” by the campaign showing 
a motorist “having his hairpiece 
blown off.” 

“There are approximately 250,- 
000 men in the U. S. who wear 
hairpieces,” continued Mr. Kap- 
lan,” and [they] possibly feel hu- 
miliated at the thought that a hair- 
piece would blow off, which in 
turn might cause ridicule or ad- 
verse comment. This possible em- 
barrassment is our greatest ob- 


stacle to sales. 

“... This continued stereotyped 
emphasis on insecurity is a source 
of great concern to us,” said Mr. 
Kaplan, “and we hope this letter 
will at least serve the purpose of 
preventing its undue continuation 
in the future.” 

So far, Shell has been silent, as 
has its agency, J. Walter Thompson 
Co. 

Mr. Kaplan has hopes that Shell 
will follow the lead of the three tv 
networks here. “We appealed to 
them and received their assured 
cooperation with reference to the 
elimination of exaggerated por- 
trayal of hairpieces in comedy 
skits,” he said. + 


‘Good House's’ Miller Retires 
William A. Miller, who es- 
tablished Good Housekeeping’s 
complaint department—which in- 
vestigates complaints about prod- 
ucts carrying the magazine’s seal 
of approval—has retired. Replac- 
ing him at the head of the com- 
plaint department will be John Des 


Roches. Miss Constance Berry will 
succeed Mr. Miller as director of 
the magazine’s school advertising 
bureau. Both had been Mr. Miller’s 
assistants. 


OLD & NEW—T. B. Humphrey, ad manager of General Mills (Canada), 
and C. W. Reynolds, president of E. W. Reynolds Ltd., Toronto, dis- 
play old and new packages for GM cereals distributed in Canada. 


General Mills Uses Red Spoon as Unifying 
Motif in Redesigning Its Canadian Packages 


adian agency, proposed the pack- 
age change. Final designs were 
made by Lippincott & Margulies, 
New York. 

The first of the new packages 
appeared on Canadian grocers’ 
shelves in July. The new package 
introduction will be supported on 
tv and radio and in newspapers 
and roto sections of weekend 
newspapers. + 


Delaware Defers 


Contested Loew's 


Meeting to Oct. 15 


Wumincton, Sept. 5—Dela- 
ware’s Chancellor Collins J. Seitz 
has ordered a postponement of a 
Sept. 12 stockholders meeting 
called by Joseph R. Vogel, presi- 
dent of Loew’s Inc. (AA, Sept. 2). 

The chancellor’s decision calls 
for the meeting to be formally con- 
vened as scheduled and then ad- 
journed immediately until Oct. 15. 

The struggle over the date of 
the stockholders meeting, which 
was called by Mr. Vogel in an ef- 
fort to have some _ directors 
dropped, is part of the over-all 
fight for control of the motion pic- 
ture company. One faction is made 
up of the current management 
team, headed by Mr. Vogel. The 
other faction comprises a number 
of shareholders and directors and 
is headed by Joseph Tomlinson. 

The postponement gives the 
court time to consider a petition 
for a permanent injunction against 
the holding of the meeting. 

In an earlier legal round, Chan- 
cellor Seitz handed down an opin- 
ion declaring a July 30 “rump” 
meeting of the anti-management 
directors illegal. # 


Western Names Skilnyk, 
Baird: Adds Three Accounts 
Western Advertising Agency, Los 
Angeles, has appointed Stephen A. 
Skilnyk an account executive. He 
formerly was manager of recruit- 
ment advertising for the Convair 
division of General Dynamics 
Corp., San Diego. The agency also 
has named Leslie E. Baird a vp 
and assistant to the president. 
Western has been appointed to 
handle advertising for three new 
accounts. They are McCormick 
Selph Associates, Hollister, Cal., 
manufacturer of precision engi- 
neered explosive ordnance; Elec- 
tronic Engineering Co. of Cali- 
fornia, Santa Ana, manufacturer of 
electronic equipment and systems, 


jand True-Trace Sales Corp., El 


Monte, designer of machine tool 
controls. 


Phony Price Ads Hurt Advertising, 
Not ‘Unfooled’ Consumer, Says Riehl 


St. Lovis BBB Head 
Calls Bargains Virtually 
Only Appeal to Women 


New York, Sept. 4—“Big busi- 
ness concerns, spending millions 
of dollars in advertising, are be- 
coming increasingly alarmed about 
the waste of advertising through 
advertising techniques that their 
readers cannot believe. 

“Certain phases of advertising, 
as currently used, are a horrible 
| waste of white space, which might 
| very well be used to better advan- 
tage in another way.” 

These statements made by H. 
W. Riehl, president and general 
manager of the Better Business 
Bureau of St. Louis, appear in a 
recent letter addressed to Dr. Per- 
sia Campbell, consumer counsel to 
the governor of New York. 

Gov. Averell Harriman, through 
Dr. Campbell, has called a meet- 
ing Oct. 2 at Albany of business 


leaders, advertising agency execu- 
|tives, newspaper and broadcasting 
| representatives and others, to con- 
|sider ways and means of combat- 


ing false advertising, particularly | 


on the use and abuse of compara- 
tive prices and values in retail ad- 
vertising. 


# Mr. Riehl, in his reply to Dr. 
Campbell’s invitation to attend, 


declares that he “could write a 
book on the subject of savings 
claims, particularly comparative 
prices and values. 

“Let me say at the outset,” he 
writes, “what appears to be some- 
thing simple and elemental in this 
field is not so simple or elemental 
after you really get into it. Most 
persons start out with the feeling 
that the use of comparative prices 
and values is something that is 
misleading, deceptive or untruth- 
ful. 

“But the history of better busi- 
ness bureau work in this field of- 
fers little proof that the public 
complains about anything in this 
field. Such complaints as we do 
receive come from competitive 
advertisers. 

“Inasmuch as most persons are 
concerned about the improper ef- 
fect of these practices.on the pub- 
lic, we feel this is an improper 
premise upon which to proceed. 

“Our interest lies in the fact 
that big business concerns, spend- 
ing millions of dollars in advertis- 
|ing, are becoming increasingly 
| alarmed about the waste of adver- 
tising through advertising tech- 
niques that their readers cannot 
believe, and through the use of 
such broad savings claims as to 
cause readers to ignore them. 

“They feel that there has been 


(Continued on Page 84) 


(Picture on Page 104) 

Jackson, Miss., Sept. 3—The Ja- 
panese advertising industry is 
booming along at a record $270,- 
000,000-a-year pace and expects a 
20% gain in 1958, but life is not 
‘all cherry blossoms for the ad 
|agencies, a Japanese adman said 
here last week. 

Shinkicki Nozawa, representa- 
tive of Dentsu Advertising Ltd., 
Tokyo, which has just joined the 
Affiliated Advertising Agencies 
Network, told AAAN’s 13th annual 
meeting here that a shortage of 
trained personnel is plaguing most 
Japanese agencies. 

Major reason for this, he said, 
was the decade of war that de- 
prived the ad industry of what 
| would now be the top echelon of 
‘admen. Because of this—plus the 
| concentration on military produc- 
tion in the war years, which re- 
quired no advertising, the whole 
ad industry in Japan was virtually 
dormant until about 1947. 


= In that year, he said, the pro- 
duction shift to peacetime civilian 
requirements got under way, and 
during the subsequent five years 


—Tonern's ony tse etter. San} A—ttam eri 


BETTER WAY—McGraw-Edison Co. 
| breaks its first corporate ad pro- 
gram Sept. 9 in Newsweek, Time 
‘and U.S. News & World Report. 
Each ad will be a page plus a col- 


|umn, pegged to a statement by 
| Thomas Edison (Story on Page 63).| 


Japan‘s Ad Business Booms, but Lack 
of Admen Plagues Field, Says Nozawa 


the national advertising expendi- 
ture figure rose 700%. 


“Television has further aggra- 
vated the critical shortage of 
trained advertising personnel,” he 
said. “The rapid development in 
Japan of that powerful new medi- 
um has created an entirely new 
field for us, with entirely new 
problems.” 

In Japan, as elsewhere in the 
world, Mr. Nozawa pointed out, the 
job of advertising has become pro- 
gressively more devoted to creat- 
ing markets. “We find that this 
need to sell, to get a convincing 
message across to the public, de- 


(Continued on Page 124) 


Florida Citrus 
Body Buys Slice 
of ‘What's My Line?’ 


LAKELAND, Fia., Sept. 6—The 
Florida Citrus Commission has 
signed a contract with Columbia 
Broadcasting System as alternate 
sponsor of the tv quiz show, 
“What’s My Line?” for 10 weeks, 
beginning Dec. 29. Arrangements 
for the show were worked out by 
Benton & Bowles, the commis- 
sion’s agency. 

“The commission will have ei- 


+ | ther three minutes of commercial 
=| time on five alternating programs, 


or will have two minutes of com- 
mercial time on five programs, plus 
one-minute cross-plugs on the al- 
ternating weeks of the period,” 
Homer E. Hooks, commission gen- 
eral manager, said. 

The signing of “What’s My 
Line?” fills one of the last remain- 
ing gaps in the commission’s $4,- 
000,000 program for the 1957-58 
citrus marketing season. Other 
CBS-TV shows previously signed 
are the Garry Moore daytime show 
and “Edge of Night,” a dramatic 


series. 
Reportedly, Remington Rand, 
present alternate sponsor with 


Helene Curtis Industries, will re- 
turn after the 10 weeks. 
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Bozell & Jacobs, 
Powell, Schonbrod 


Share Munsingwear 


MINNEAPOLIS, Sept. 5—Munsing- 
wear Inc. is pulling its entire ac- 
count out of the Campbell-Mithun 
shop here and splitting it between 
two other agencies. 

Powell, Schoenbrod & Hall, 
Chicago, gets the men’s and boys’ 
wear division advertising, while 
Bozell & Jacobs, Minneapolis, picks 
up the women’s and girls’ wear 
division. The switch, to take effect 
Sept. 16, terminates a seven-year 
connection between Munsingwear 
and Campbell-Mithun. 

Munsingwear declined to indi- 
cate the present size of the ac- 
count. It billed about $1,200,000 in 
1955, but Minneapolis sources in- 
dicate this figure has dropped 
somewhat. i 


® Purpose of splitting the account, 
says Munsingwear, is to allow the 


company to reflect the differences 
in products and ad appeals of the 
two divisions in merchandising 
campaigns. 

Bozell & Jacobs, which resigned 
the Strutwear Inc. account to 
make way for Munsingwear, says 
it expects to have an ad program 
ready for the new client in a cou- 
ple of weeks. Supervisor of the 
account is Oreland Johnson, newly 
appointed vp of the agency. Doris 
Cassell will supervise the copy. 

Strutwear had not officially 
been informed of Bozell & Jacobs’ 
resignation as AA went to press. 
Strutwear’s president, Lawrence 
Henninger, said, “We haven’t had 
a chance to consider who will re- 
place Bozell & Jacobs.” 

Unaffected by the switch are 
Munsingwear’s Vassar division, 
Chicago, maker of girdles, handled 
by Frederick C. Williams Associ- 
ates, Chicago, and Munsingwear’s 
Hollywood-Maxwell Co., brassiere 
manufacturing subsidiary in Los 
Angeles, handled by Carson- 
Roberts (AA, May 13). # 


Berk Closes Shop; Joins 
Lewin, Williams as VP 

Irving Berk, formerly president 
of Irving Berk Inc., has closed his 
agency and joined Lewin, Williams 
& Saylor, New York, as vp and 
member of the agency’s plans 
board. Six accounts have also 
joined LW&S from Berk. They are 
Greenwood Foods Inc., Deltah and 
La Tausca pearls, Triumph Hosiery 
Mills, Danskin Inc. and William V. 
Schmidt Co., precious stones. 

Mr. Berk was originally with 
Biow Co. He joined B. D. Iola Co. 
as exec vp in 1935. Upon the death 
of B. D. Iola in 1950, that agency 
was dissolved, and Irving Berk Inc. 
was formed. 


Lemperly Joins Stanley 

Charles L. Lemperly has joined 
Stanley Publishing Co., Chicago, 
as midwestern manager, effective 
Sept. 9. Mr. Lemperly formerly 
was with Capper Publications as 
an advertising representative on 
the Chicago sales staff of Capper’s 
Farmer and the farm state papers. 


Whose Sun photos have 


won worldwide acclaim? 


It’s one thing to have your picture taken. It’s 
quite another to take pictures yourself— 
especially when they have won more than a 
thousand awards in eighteen nations. One of 
the three men above can claim this distinc- 
tion. Try tracking him down with these clues. 


1. He has been a member of The Sunpapers 
for 32 years, and is today photographic 
director of The Sunday Sun Magazine. Over 
this span he has taken some 25,000 pictures 
professionally. They have run the gamut of 
subjects, but all carry his twin trademarks— 
total integrity and rare creativity. We would 
hate to pay a penny a pound, should Balti- 
moreans decide to redeem the newsprint of 
his work that they have collected through 
the years. Local picture framers can thank 
him for a thriving business, too. 


Tidewater,” 


state. 


there’s a real 


3. He is Baltimore born and bred. Perhaps 
this explains why his picture-history books, 
““My Maryland” and “‘Chesapeake Bay and 
were best sellers and earned for 
him the title he likes best — pictorial historian. 
He brought to others what he has so long 
conveyed to readers of The Sunpapers—a 
living, loving, enlightening look at his native 


4. He is red-headed and rawboned (now 


clue). Nothing “studio-ish”’ 


about him, even though his work is on per- 
manent exhibition in leading museums and 
galleries the world over. He and his camera 
are right at home with watermen, county 
agents, everyday folks. And every Sunday 
over 326,000 homes see the rewarding results 


in The Sunpapers. 


2. Two of his awards merit special mention. 


He won first prize of $5,000 for his photo- 
in a competition 
that attracted 52,018 entries. And he was 
recently named “‘Newspaper Magazine Pho- 
tographer of 1957” by the National Press 
Photographers Association and the Encyclo- 
paedia Britannica. We used only head shots 
above, to hide both money and medals. 


graph “Oyster Dredgers”’ 


(right); 


Got him spotted? He’s on the extreme left — 
and his name is A. Aubrey Bodine. He has 
some illustrious company, too, in William 
Boniface, Racing Editor of The Sunpapers 
and Carl W. H. Ganz, national 
advertising manager (center). 
can tell you a lot more about The Sunpapers 
—all of it good. 


That Ganz 


The Baltimore Sunpaper 


Combined Morning and Evening circulation 410,013—Sunday 326,550 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 
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Highlights of This Week's Issue 


Q-Tips Sales Corp. offers Purse Pac 
premium in all-out campaign this 
fall Page 2 

Irving Rill is “reassociated” with C&C 

Television —_— as a —s 
straightens out ...... Page 2 
Blueberries are now being imported from 
to satisfy American consumer’s 
nn Page 2 
Shew House “guarantees” clients’ product 


sales as part of “‘play ball’ promotion 
with home builders 


as station clearances lag; plan will be 


WQXR, New York, will offer listeners 
more music, fewer commercials in the 
future Page 2 


Ads for “fancy extras,” credit rules ham- 
per home building, Practical Builder's 
Lang tells advertisers, agency men and 
builders Page 2 


Wartime credit controls to defeat infla- 
tion are proposed by Sen. O’Mahon- 
ey Page 2. 

Tea taster will keynote new ad series for 


Tetley tea bags, created by Ogilvy, 
Benson & Mather 2.0.0.0... ccs Page 3 


Moterist with winging hairpiece in Shell 
ads drives House of Louis Feder, hair- 
piece maker, to pulling its own 
hair Page 3 

Red Betty Crecker spoon will grace all 
Canadian General Mills cereal pack~ 
ages Page 3 


Delaware orders Loew's stockholder 
pant to be deferred until Oct. 
Page 3 
False advertising hurts advertising, not 
the “unfooled” consumer, H. W. Riehl, 
St. Louis Better Business Bureau head, 
says Page 8 
Record $270,000,000 ad business in Japan 
is hampered by lack of admen, Dentsu’s 
Nozawa tells AAAN's annual meet- 
ing Page 3 


Hallmark plans “biggest year ever’ for 
its Christmas card line ...............Page 16 


Data Magazine, digest of government re- 
search and development news, cele- 
brates its first anniversary 


Newspapers should offer readers fare dif- 
ferent from radio, tv, Gannett’s Jones 
tells newspaper editors 


International Telemeter reports 75 to 100 
theaters have applied to operate its pay 
tv franchise 


Higher freight rates, pr Canadi 
dollar may boost newsprint price again, 
R. M. Fowler reports 


California wine growers boycott Califor- 
nia state fair competition, say some 
vintners enter wines they don't even 
market .. ' Page 


Advertising Council will meet in San 
Francisco Sept. 19—first time in the 
WO cettntnnsiatescecesceseases 


Property owners who want to sell are 
warned of new advertising hoax Page 36 


Chain stere price cutting is strangling 
tobacco shops, Toronto tobacco- 


RCA says Philco’s protest on its station 
renewals is part of a ‘‘vendetta” Page 52 


New York Stock Exchange appropri- 
ates $600,000 ad budget for rest of 
year 


New York ter will introd bill to 
put cigaret ads, cigarets under jur- 
isdiction of state department of 
health Page 60 

Advertisers will first boost ads while sales 
lag, then cut back, Bernhard’s “Value 
Line” says Page 62 


MeGraw-Edisen sets first corporate mag- 
azine ads Page 63 


Advertising, promotion grow with spiral- 
ing Mexican y Page 66 


Hamilton offers _ $100,000 in watch style 
Page 7 


Boston, Detroit newspaper strikes brought 
national newspaper readership down by 
3,389,000 during week ended Aug. 17, 
, Page 74 


Contadina will spend all its ad money to 
boost tomato sauce and canned whole 
tomato promotion 000... .ccnnKPage 


Nutrena dog food drive tells how to 
make your dog eat like a Tiger Page 78 


Buffale brewer makes low~proof beer for 
sale in Canadian grocery stores Page 82 


Curtiss Candy Ce. will devote big slice of 
its ad ). to —_ bite” promo- 
tion .. ms Page 88 

Grocery sales hit $39.34 billion in 1956, 
Food Field Reporter says 89 


British courts are busy with suits be- 
tween publishers over too-similar mag- 
AZINE PIES one cecccccreerrrrrrerernel age 90 


Mall order advertising is almost an or- 
phan in ree = circles, Elon G. Bor- 
COM BAYS 2n.erceeene . Page 08 


Clyde Bedell doesn’t think Anita Ekberg’s 


pr 


bare torso can sell steaks ........... Page 100 
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This Week in Washington 
Voice of the Advertiser 
What They're Saying 


THE MODERN ART 


. OF PHOTO-ENGRAVING IS AT ITS FINEST 


WHEN EXECUTED 


BY DOT. BEAUTIFUL COLOR, 


OUTSTANDING BLACK AND WHITE. 


600 W VAN 


CHICAGO 7 
STATE 2-5367 
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1 CONFIDENCE- 


the vital element in 


No business— yours or ours—can long endure unless 
it has earned the confidence of its customers. 


Our customers, both readers and advertisers, are again 
demonstrating their confidence in Good Housekeeping 
by rewarding us with our best year ever. 


Our readers are growing. 
The August issue reached a high of 


4,100,000... 


A GAIN OF 314,554 OVER AUGUST 1956. 


The estimated monthly average 
for the last six months 
of 1957 is 4,100,000 plus. 


Advertisers show their confidence in us. 
They have invested 


t $1,000,000 


EVERYBODY ELSE 
1S TALKING ABOUT 


a MORE OVER THE SAME PERIOD OF 1956 ae 

3 —despite the fact that we turn down well in excess of $1,000,000 annually : BETTER 
in business we cannot accept because the products or the advertising way" 
claims made for them do not measure up to our requirements. F b, 
(In a recent two-week period we reluctantly declined $250,000 in - au ony in 
advertising from just two accounts!) y Hor isekeeping 
The confidence our readers have in us justifies this advertising b : 7 _ . 
confidence. What we recommend, millions of confident customers buy. Pr ss 
We recommend you put this kind of confidence to work for you. be? ’, ow eee 


(joo Housekeeping 


(A HEARST MAGAZINE) 
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Metro Appoints Shallow 
Vincent S. Shallow, formerly 
publisher of Spot, has joined Met- 
ropolitan Sunday Newspapers, New | 
York, as a member of the sales 
staff. His duties with Spot have 


been assumed by the publication’s 
owner, Lew Schwartz. Neville 
Johnson, formerly eastern adver- 
tising manager, has been named 
to the new post of advertising 
manager of Spot. 


Advt. 


This Week in Washington ... 


Tact Shown in P.O. 
| Will Aid Stans in Budget Wars Ahead 


By Stanley E. Cohen 
Washington Editor 


Wasuincton, Sept. 5—Deputy 
Postmaster General Maurice H. 
Stans may not have succeeded in 
selling Congress on higher postage 
rates, but he did succeed in selling 
the White House on the wisdom 
of putting Maurice H. Stans in a 
spot where his talents can be used 
to great advantage. 

As predicted in ApverTISING AGE 
July 29, he has been picked for 
promotion to the White House staff 
as deputy director of the budget. 
He reports for duty Sept. 16, and 
it is widely assumed he is slated 
to become director of the budget 
early next year, when budget chief 


‘Proving Ground’ 


Percival Brundage is scheduled to 
leave. 

His two-year tour of duty at the 
Post Office Department provided 
ample opportunity to demonstrate 
his skill in handling delicate situa- 
tions. As “general manager” of the 
department Mr. Stans introduced 
far-reaching modernization pro- 
grams without precipitating exces- 
sive internal strife. In the rate bat- 
tles, he carried much of the bur- 
den, yet managed to command the 
respect of mail users and emerge 
without personal scars. 

These are talents which should 
come in handy at the budget bu- 
reau, where one of his chief jobs 
will be to say no to cabinet officers 
and department heads with grand- 


the-scene editors write 


Ohio farmers gather extra bundles of greenbacks every 
month. And they’re extra big—make Ohio a top-third 
state in farm income. This steady cash buying power 
comes from the full range of crops and livestock, plus 
thousands of off-the-farm jobs. 


Your easiest, surest way to make “hay” in this rich 
rural market is through THE OHIO FARMER. It’s read 
regularly by 4 out of 5 Ohio farm families because on- 


about Ohio farming only. 


You'll also want to cover 2 comparable states, served 
by MICHIGAN FARMER and PENNSYLVANIA FARMER. All 
3 magazines are published twice monthly, 4-color gra- 
vure printed to save you plate costs. It will pay to get 
details. Write 1010 Rockwell Ave., Cleveland 14, Ohio. 


MICHIGAN FARMER, Eost Lansing 
PENNSYLVANIA FARMER, Harrisburg 


More “Long Green” for You! 


CLEVELAND, OHIO 
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iose ideas about the amount of 
money and _ responsibility that 
ought to be available for their use. 


Civil Aeronautics 
CAB Humble Board demon- 
During Probe strated this week 

that it is possible 
to be investigated by a hard-hit- 
ting congressional committee and 
come away with enhanced pres- 
tige. For more than 18 months, 
CAB has been under investigation 
by the House anti-trust subcom- 
mittee. The report, issued this 
week, wdaSn’t all peaches and 
cream, of course. But the over-all 
tone was highly complimentary, 
and the investigators made no se- 
cret of their belief that CAB mem- 
bers—particularly former Chair- 
man Ross Rizley and present chair- 
man James Durfee—are among the 
most able men sitting on any of the 
government regulatory agencies. 

CAB’s success is due to a simple 
technique, which Mr. Durfee ought 
to pass on to his good friend and 
ex-colleague on the Wisconsin pub- 
lic service commission, FCC Chair- 
man John Doerfer, who is taking 
over FCC at a time when that 
agency is notably short of con- 
gressional friends. 

Instead of bristling with indig- 
nation, as FCC did when it was 
called before the anti-trust sub- 
committee, CAB proceeded on the 
assumption that an “audit” by a 
responsible congressional commit- 
tee is a healthy thing under our 
form of government. 

CAB and its staff went out of 
its way to be helpful. When the 
subcommittee uncovered question- 
able situations, CAB moved forth- 
rightly to correct them. In fact, 
by the time the subcommittee’s 
report was ready for release, CAB 
was already well on the way to- 
ward eliminating the procedures 
which were subject to criticism. 


Toll tv is sup- 
Toll TV Foes posed to be the 
Oppose Test subject of a spe- 

cial Sept. 17 
meeting of the Federal Communi- 
cations Commission, but there is 
no assurance that the commission 
is ready to make up its mind on 
arrangements for the large-scale 
public test it says it wants to hold. 

At least half a dozen influential 
senators have issued statements 
expressing their opposition to toll 
tv, and Sen. Carl T. Curtis (R., 
Neb.) took the floor in the final 
hours of the session to assure his 
associates that “Some members 
have informal assurances from 
members of the Federal Communi- 
cations Commission that no action 
will be taken without congressional 
authorization.” 

Sen. Curtis not only opposed toll 
tv, but he thinks it might be nec- 
essary to adopt legislation to put 
wired tv under FCC control, too. 


Efforts of Sen. 
Senator Blocks Warren Magnu- 
Paper Probe son (D., Wash.) 

to put through a 
resolution instructing the Federal 
Trade Commission to investigate 
the production, distribution and 
sale of newsprint succumbed, in 
the final hours of the session, to 
the ‘stern opposition of economy- 
minded Sen. Allen J. Ellender (D., 
La.). Sen. Ellender took the posi- 
tion that FTC already has ample 
authority to investigate newsprint 
if it wants to. Since the newsprint 
industry already has been exam- 
ined repeatedly by federal and 
congressional sleuths, he figured no 
good purpose would be served by 
the Magnuson resolution, other 
than to invite FTC to come back to 
Congress with a request for more 
funds and a special staff to do the 
job. # 


Hawkins Joins JWT Ltd. 

Arthur H. Hawkins IV, former- 
ly with McCann-Erickson, has 
joined J. Walter Thompson Ltd., 


London, as art director. 
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CBS Hopes New 
Plan Will Reduce 
Product Conflicts 


(Continued from Page 1) 
cial in their “off” weeks. 

The first revision in the new 
product protection pclicy calls for 
CBS to “endeavor to maintain 
separation of at least 15 minutes 
in the network placement of com- 
mercials for competing products.” 


This changes only one word in the | Seswsan 


old policy at CBS, as well as at 
the other networks. The word 
“programs” has been taken out, 
and the word “commercials” sub- 
stituted. But this makes quite a 
difference. 


s William Fagan, administrative 
sales manager, gave this example 
to point up the significance of the 
change: 

CBS now schedules two 15- 
minute programs between 7 and 
7:30 p.m., EDT. Suppose Program 
A, at 7, is sponsored by Advertiser 
A, a soap manufacturer, but Pro- 
gram B at 7:15 is not. Then Ad- 
vertiser B decides to give up his 
period. Advertiser C, a soap mak- 
er, wants to buy it. 

Under the old policy, Adver- 
tiser C could not be scheduled 
until 7:45. Under the new policy, 
he can be scheduled next to his 
competitor, provided he schedules 
the commercial for any products 
directly competitive with those 
Advertiser A is promoting on 
Program A at the end of his show. 
This example is equally applica- 
ble to a 30-minute show, of 
course. 

In short, having succeeded in 
scheduling competing companies 
—but with shows sponsored by 
non-competing products—back- 
to-back, with the P&G-Lever 
breakthrough, CBS now proposes 
to schedule shows sponsored by 
competing products adjacent to 
each other—providing the com- 
petitive commercials are at least 
15 minutes apart. 

It is easy to see why the net- 
work proposes such a move. Mr. 
Fagan pointed out that even 15- 
minute shows on tv frequently are 
scheduled by as many as three or 
four products made by a single 
company. The product protection 
web gets even more tangled if co- 
sponsorship by two or more com- 
panies—all of whom are spreading 
the time over several products— 
is involved. 


= The second revision specifies 
that “exchange commercials are 
not necessarily entitled to pro- 
tection, and CBS Television may 
change the positioning of an ex- 
change commercial in order to 
maintain 15-minute separation 
between competitive products.” 

This is designed to give the net- 
work added flexibility in handling 
product clearance difficulties that 
may arise in connection with the 
handling of alternate-week spon- 
sorship. 

It means, in effect, that an al- 
ternate sponsor gets product pro- 
tection on the weeks he carries the 
show, but does not necessarily get 
it on the week that he is on as a 
“minor” sponsor, with a closing 
“courtesy” announcement. 

Mr. Fagan explained that in the 
past conflicts with the “minor” 
sponsor announcement have made 
clearances very difficult, when a 
period next to an alternate-spon- 
sored show becomes available. 
Some alternate sponsors have ob- 
jected to such-and-such competi- 
tor getting an adjacency, even to 
their exchange commercials. 


« In the future, when such a con- 
flict arises, the network may try 
to resolve the problem in one of 
several ways. Perhaps the alter- 
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HAT HASSLE—This color page in the 
October Esquire opens a new drive 
by Adam Hats in national maga- 
zines—Ebony, Life, Look, Sports 
Illustrated and True. Emil Mogul 
Co., New York, is the agency. 


nate sponsor will agree to change 
the product in the exchange com- 
mercial which prevents the net- 
work from making a sale. 

If the difficulty cannot be re- 
solved in any other way, the net- 
work reserves the right to move 
the offending commercial either 
to the middle or to the opening of 
the show—thus achieving the nec- 
essary 15-minute separation be- 
tween competitive products. How- 
ever, the network hopes it will 
not be necessary to move ex- 
change commercials very often, 
since it feels their proper place is 
at the end of a show. # 


McGraw-Hill Books 


Boost Cover Prices 


New York, Sept. 5—A total of 
29 of McGraw-Hill Publishing Co.’s 
34 publications have announced 
recent increases in some area of 
their subscription price structure, 
and the remainder are studying 
the possibility. 

Nelson Bond, exec vp of the 
company’s publications division, 
commenting on these increases, 
noted that only publications with 
paid subscriptions have an op- 
portunity to share their costs, as 
they increase from time to time, 
with subscribers. 

“A higher subscription price re- 
sults in greater selectivity and in 
a higher quality of subscriber,” 
Mr. Bond said. “The subscriber’s 
willingness to accept this higher 
subscription price is evidence of 
his vital interest in the publica- 
tion.” 


# 11 McGraw-Hill publications 
that have announced increases in 
their domestic subscription prices 
are Aviation Week, effective Oct. 
1, from $6, $9 and $10 to $7, $11, 
and $14 respectively for one, three 
and five-year subscriptions; Con- 
trol Engineering, Sept. 1, from $3, 
$4 and $5 to $5, $8 and $10; Elec- 
trical Wholesaling, Jan. 1, 1958, 
from $3, $4 and $5 to $3, $5 and 
$7; Engineering & Mining Journal, 
June 1, from $3, $4 and $5 to $4, 
$6 and $9; Metal & Mineral Mar- 
kets, June 1, from $8, $12 and $16 
to $10 and $16 (three-year sub 
has been eliminated); Factory 
Management & Maintenance, Feb. 
1, from $3, $4 and $5 to $4, $6 and 
$8; Fleet Owner, Jan. 1, 1958, from 
$2, $3 and $4 to $3 and $4 (three- 
year sub dropped); Food Engi- 
neering, Oct. 1, from $2, $3 and 
$4 to $3, $5 and $7; Ingenieria 
International Industria, Nov. 1, 
from $4, $6 and $8 to $5, $8 and 
$10; Management Digest, Nov. 1, 
from $5, $8 and $10 to $5, $9 and 
$12; Industrial Distribution, Jan. 
1, 1958, from $3, $4 and $5 to $4, 
$6 and $8. 

14 McGraw-Hill publications 
have increased their Latin Ameri- 
can rates, and 27 have increased 


their single copy prices. + 


Heinz, RCA Victor 
Set 6-Media Push 
For Records, Soup 


PrrrssurGH, Sept. 3—H. J. Heinz 
Co. is still going full-steam ahead 
in its once-in-a-century celebra- 
tion of the year ’57 and its “57 
Varieties” slogan. 

Its autumn observance of this 
“Year-of-Heinz” will involve a 
heavy six-media campaign for a 
soup and record album tie-in with 
Radio Corp. of America and a four- 
media campaign of its 1957 pack 
of Heinz volume varieties. 

Heinz—which this year has 
adopted such greetings as “Our 
best to you in '57” and “The best 
buys of °57”—will combine with 
RCA to put out a RCA Victor Red 
Seal album called “Best of °57.” 

Featured are selections from 
eight forthcoming RCA classical 
and semi-classical releases. The 
album will be obtainable for $1 
and four labels from Heinz con- 
densed soup. The record envelope 
will offer a special $1 savings 
coupon on the purchase price of 
another RCA Victor classical 
music release. 


s Advertising for the record offer 
will start with a b&w spread in 
the Oct. 15 Look. This ad, head- 
lined, “Heinz brings you the LP 
bargain of the year,” will also run 
in High Fidelity, Hi-Fi Music at 
Home, Saturday Review, Time and 
the Schwann and Long Player 
catalogs. 

Heinz and RCA will also run 
facing pages in Cosmopolitan, Es- 
quire, Harper’s, Holiday, News- 
week, The Atlantic and The New 
Yorker. 

Half pages headlined, “Exclu- 
sive from Heinz—the LP record 
bargain of the year!” will also 
run in American Weekly, Parade, 
New York Times Magazine, This 
Week Magazine, and five inde- 
pendent newspaper supplements. 

In the broadcast media, Heinz 
has scheduled 300 radio spots in 
100 markets plus four one-minute 
tv commercials on Heinz’ “Studio 
57” carried on a spot basis in 51 
stations. RCA will use three com- 
mercials on the George Gobel, 
Eddie Fisher and Perry Como 
shows (all NBC-TV). 

Regular Heinz soup advertising 
in trade and consumer publications 
will also carry inserts explaining 
the record offer. These ads will 
appear in Everywoman’s, Family 
Circle, and Woman’s Day, in 13 
trade magazines and in 23 metro- 
politan dailies. 


= The second major Heinz cam- 
paign for this fall will be a ’57 
“jamboree pennant sale” featuring 
the 1957 pack of leading Heinz 
volume varieties; ketchup, soup, 
beans, spaghetti, macaroni, minute 
meals and baby food. 


The promotion will begin with 
a color spread in the Oct. 7 issue 
of Life, augumented by insertions 
in 21 other magazines: Alford 
Baby Group, American Baby, Baby 
Post, Baby Talk, Boys’ Life, Con- 
gratulations, Ebony, Everywo- 
man’s, Family Circle, Good House- 
keeping, Ladies’ Home Journal, 
McCall’s, Modern Romances, My 
Baby, Parents’ Magazine, The Sat- 
urday Evening Post, True Confes- 
sions, True Story, Western Family, 
Woman’s Day and Your New Baby. 


= During September and October, 
ketchup and condensed soup will 
be promoted on “Captain Gallant” 
(NBC-TV) and “Studio 57” (on 
51 stations). 

Baby food will be promoted in 
100-line b&w ads in 162 newspa- 
pers plus insertions in a number of 
Sunday supplements including Pa- 
rade and This Week Magazine. 
Elaborate display kits for both the 
*57 jamboree and the record album 
promotion are also available to 
retailers. 

Maxon Inc., Detroit, handles 
Heinz grocery products; Grey Ad- 
vertising, New York, is the agency 
for RCA. # 


Radio Show Producer 
Sues Mutual, Union 
for $641,000 Damages 


New York, Sept. 5—Mutual 
Broadcasting System, Frank Nel- 
son, president of the American 
Federation of Television & Radio 
Artists, and Luis Van Rotten, head 
of the union’s local here, find 
themselves linked as defendants 
in a $641,000 damage suit by Har- 
ry S. Goodman Productions. The 
complaint was filed in the New 
York state supreme court. 

Mutual is accused of conspiracy 
and breach of contract in cancel- 
ing a pact with Goodman Produc- 
tions calling for delivery of 260 
program episodes on five Austral- 
ian-produced radio series. 

The programs involved in the 
suit began running on the net- 
work April 4, 1956, and continued 
for approximately two-and-a-half 
months. Since the ownership of 
the network changed a few weeks 
ago any liability will be assumed 
by the old stockholders, a spokes- 
man for the new ownership of 
Mutual told AA. 


s The complaint points out that 
up to the time of the union’s in- 
tervention, Mutual had accepted 
and used 153 of the 260 programs 
called for in the producer-network 
agreement and paid Goodman 
$30,600 for these programs. 

Goodman Productions has been 
on the “AFTRA unfair list for sev- 
eral years” because of its refusal 
to sign the union code on wages 
and working conditions, the union 
said, as its only comment on the 
complaint. + 


Hit by Contract Loss, Foreign Competition, 
White Throttles Sewing Machine Making 


CLEVELAND, Sept. 5—White Sew- 
ing Machine Corp. will sell its 
main plant, in Lakewood, O., next 
month in a retrenchment program 
designed to permit the company 
to compete with low-cost foreign 
sewing machines. 

The Lakewood sewing machine 
and vacuum cleaner production 
will be transferred to the compa- 
ny’s Cleveland plant, and White 
will begin to import or sub-con- 
tract many of its machine parts in 
order to compete more effectively 
with imported machines. 

The company recently lost its 
major sewing machine account, 
Sears, Roebuck & Co., a loss which 
reportedly cut White’s production 
by more than half. 

Under the new setup, close to 
300 people will be employed in 


sewing machine and vacuum 


cleaner production by the com- 
pany, which employed 800 in the 
sewing machine division alone 
prior to losing the Sears account. 


® The company also recently sold 
the Wash-A-Matic division of 
Apex Electrical Mfg. Co., a sub- 
sidiary, and is currently negotiat- 
ing for the sale of its wringer, 
washer and agitator business. 

Last April the company pur- 
chased Boyer-Campbell Co., De- 
troit, which distributes a broad 
line of industrial mill supplies and 
safety equipment in Michigan. 

When the Lakewood plant is 
sold, White’s combined operations 
will include a relatively small sew- 
ing machine division, plus the 
production of fiber glass products, 
vacuum cleaners and defense 
equipment. # 


Merger Forms 
Gore, Smith & 
Greenland Shop 


(Continued from Page 1) 
of $2,500,000 a year. 

The principal Smith contribu- 
tion is Emerson Radio & Phono- 
graph Corp., which was resigned 
last April by Grey Advertising 
Agency. Once a fairly hefty ad- 
vertiser, Emerson has had rough 
going in recent years. Sales of its 
radio and tv sets have fallen off, 
advertising has been cut back 
sharply and there has been stock- 
holder dissension. 


= Emerson’s fiscal year, ended 
last October, was the worst in 30 
years, as earnings dropped from 
$1.26 to 4¢ a share. Sales plunged 
from $87,383,027 to $73,882,029. 
The company’s latest report 
showed a deficit. 

A year ago Emerson announced 
it was going to spend $8,000,000 
to promote its tv receivers, radios, 
phonographs and air conditioners. 
Advertising expenditures actual- 
ly failed to top the $500,000 mark. 

Other accounts serviced by the 
Smith agency are Melnor Indus- 
tries, New York (sprinklers and 
garden equipment); Hercules 
Chemical Co., New York (solder 
and plumbing chemicals); Osrow 
Products, Glen Cove (car washers 
and utility brushes), and Weldon 
Farm Products (Alba non-fat dry 
milk). ~ 


® The past two years have been 
chaotic ones for Mr. Gore. He left 
a vp post at Norman D. Waters & 
Associates in June, 1955, to open 
his own agency, Chester Gore Ad- 
vertising, on lower Madison Ave. 
He started with handful of people 
and 11 small accounts. 

On April 1, 1956, he merged 
with Harry Serwer Inc., an agen- 
cy founded in 1920. James Serwer, 
son of founder Harry Serwer, then 
left for Europe, with plans to pro- 
mote business there for the agen- 
cy. 
A steady stream of new ac- 
counts has expanded the size of 
the agency. Among the principal 
accounts today are Carillon Im- 
porters (Bardinet brandy and 
Grand Marnier liqueur); Stand- 
ard-Triumph Motor Co. (Triumph 
sports car), and Seabrook Farms. 


es Mr. Serwer returned from Eu- 
rope three months ago, and last 
week he announced that he was 
instituting legal action against Mr. 
Gore and the agency. Mr. Serwer 
alleges that Mr. Gore has not lived 
up to the terms of the contract 
between them. 

Mr. Gore has been served a 
summons, and his lawyer will file 
an answer by next Thursday. No 
formal complaint has been filed as 
yet. # 


Sawdon Adds Hollywood Office 

Frank B. Sawdon Ine. has 
opened a branch office at 6363 
Sunset Blvd. in Hollywood. Rich- 
ard Westman, formerly director 
of publicity and promotion for 
KUTV, Salt Lake City, will head 
the agency’s new branch and su- 
pervise the Robert Hall Clothes 
account in’ Southern California. 
The agency has headquarters in 
New York and a branch in Chi- 
cago. 


Fruit Grower Publishing 
Buys ‘Market Growers’ 
American Fruit Grower Publish- 
ing Co., Willoughby, O., has pur- 
chased Market Growers Journal 
from Babcox Publishing Co., Ak- 
ron, O. The new publisher will 
merge Market Growers Journal 
with its American Vegetable 
Grower, effective with the Octo- 
ber, 1957, issue. 
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What makes a newspaper great? 


_si\x- EIGHT --- 
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PETERSON... PETERSON... PETERSON ! 
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Ted Peterson is probably the only 
sports reporter who ever had a foot- 
ball game halted in his honor while 
players and fans cheered his arrival 
on the scene. Such enthusiasm, usually 
reserved for ruling monarchs and pres- 
idents of banana republics, is typical 
of the regard this modest Minneapolis 
Star pe Tribune staffer generates 
among sport fans everywhere in the 
Upper Midwest. 

Peterson’s beat is Upper Midwest 
high school sports—a specialty on 
which he has more first-hand infor- 
mation than anybody else alive. He has 


>; 


witnessed every Minnesota state bas- 
ketball tournament since 1925. He is 
on first-name terms with every foot- 
ball coach and most of the players in 
Minnesota’s 480-plus high schools. He 
knows the relative standings of virtu- 
ally every one of the state’s 600 
amateur baseball teams. He is, in 
fact, ‘“Mr. High School Sports’’ to a 
million or more fans in this sports- 
loving region. 

In season Ted has watched as many 
as 12 baseball games in two days. He 
regularly travels 5000 miles a year 
covering football contests. In almost 
every village in his 3% state area, 
ag athletes and their parents know 

im by sight. In Minnesota, his an- 
nual rating of the top 25 high school 
football teams determines the state 
champion and evokes more spirited 
discussion than the national All- 
America selections. Mail by the bag- 
ful is dumped on his desk recom- 
mending candidates for all-state foot- 
ball honors (he’s received as many as 
350 nominations for the same player 
in one day). College coaches the na- 
tion over follow Peterson’s reports, 
often recruit players sight unseen on 


the strength of his newspaper stories. 
On one recent University of Minne- 
sota football team, nine of the eleven 
starters were former Peterson picks 
for all-state team honors. 


Sports-minded —— Midwest 
parents, players, coaches and rooters 
religiously follow Ted’s articles, cus- 
tomarily accept his judgments as final. 
Perhaps more than any other sports 
writer on the staff of these two news- 

apers, ““Mr. High School Sports” 

elps to foster the spirit which makes 
the Minneapolis Star and Tribune true 
“home town papers” .. . best-read, 
best-liked, most-respected . . . among 
the people throughout America’s big, 
busy Upper Midwest. 


Copr., 1957, The Minneapolis Star and Tribune Co, 


Minneapolis 
Star axd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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So that’s the new plant for The Wall Street Journal’s Pacific 
Coast Edition? 


Yes—all moved in now. Grew so much here in the West, The 
Journal needed bigger and faster presses and a lot more room 
for the people. 


The Journal has sure made a place for itself out here! When 
did they start printing in this area, do you know? 


You bet I know! It was October, 1929! More people out 
here on the West Coast are taking The Journal today than 
were taking it in the whole United States only 11 years ago. 

Just about all the men I do business with seem to read it. 
Getting more subscribers doesn’t seem to thin out the quality 
of their circulation. 


I’ll say it doesn’t thin out! Circulation is solicited in such a 
way that it controls the quality. 


I’ve got to hand it to them—their advertising sure pulls, just 


published at: 


EASTERN EDITION MIDWEST EDITION 
NEW YORK and WASHINGTON, D. C. CHICAGO 


44 Broad St. 1015-14th St., N. W. 711 Monroe St. 
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like our agency said it would. In fact, The Journal’s become 
: our chief advertising medium. 


2nd MAN: _ Doesn’t surprise me a bit. There are a lot of good newspapers 
and magazines to advertise in—but show me one other that a 
business man feels he’s absolutely got to read . . . to know what’s 
going on. 


Ist MAN: As you know, the whole West Coast is my bailiwick, but I 
got a kick when we had our regional heads from all over the 
country in here recently. You know, no matter where they 
came from, they felt The Journal was their very own newspaper, 
just like I do here. 


2nd MAN: _ Sure. This paper doesn’t belong to just one town or area. Or 
you might say it belongs to all of them. Walk into offices all 
over the country and you'll find a well-read copy of that day’s 
Wall Street Journal there. You get the feeling that all business- 
men live in one community—and The Wall Street Journal is 
their hometown paper! 


Ist MAN: Say—how do you know so much about The Journal? 


2nd MAN: _Didn’t you know? I work for The Journal! 


THE WALL STREET JOURNAL -f 


SOUTHWEST EDITION PACIFIC COAST EDITION 
DALLAS SAN FRANCISCO 
911 Young St. 1540 Market St. 


SOME WALL STREET JOURNAL HIGHLIGHTS 


The Wall Street Journal’s four daily editions are printed 
in five cities: Eastern Edition—New York and Washington, 
D. C.; Midwest Edition—Chicago; Southwest Edition— 
Dallas; and Pacific Coast Edition—San Francisco. 


The Wali Street Journal has the world’s largest business 
news gathering staff. In 20 cities here and abroad, 176 
reporters and editors gather, write and interpret important 
business happenings. 


The Wall Street Journal has the largest national circulation 
of any daily publication in the U.S.A. As of March 29, 1957, 
net-paid ABC subscribers totalled 488,156. According to con- 
servative estimates, total readership is at nearly double that 
figure, 


Unusual systems of typesetting, printing and distribution 
enable The Journal to reach over 90% of its subscribers all 
over the country on date of issue, every business day. 


More top executives read The Wall Street Journal than any 
other publication. Three separate times, independent research 
studies have established that among corporate officers and 
executives listed in Poor’s Register, more of them read The 
Journal regularly, and rate it most important and useful, 
than any other publication. (Copies of these studies are 
available upon request. Write or call any Wall Street Journal 
advertising sales office.) 


The Wall Street Journal’s news department is “fed” by 56,611 
miles of news wires—the longest wire system privately main- 
mained by any publication. 


While Wall Street Journal circulation has made its outstand- 
ing gains (up 539% since only 1946), Journal advertising 
costs per-1,000 subscribers has gone down—51.3‘/—in that 
same period. 


Much of the equipment needed to produce and distribute “the 
same news, same day, all over the U.S.A.” has had to be per- 
fected by The Journal’s own engineering department. One 
example: the Electro-Typesetter which sets type simultane- 
ously in all five printing plants. Thus, with minor exceptions, 
whether you pick it up in Richmond, Va., Richmond, Calif., 
or Richmond, Ind., The Wall Street Journal's editorial content 
is the same. 


Average family income of Wall Street Journal subscribers is 
$21,839. 


Average family income for the U. S. as a whole is $4,900. 


Research shows that The Journal gets a thorough reading 
right at the point of purchase, your point of sale: 62.5% of 
Journal subscribers say they read it in the office or both at 
home and office. And ... 61% spend more than thirty minutes 
reading an issue. 


With four editions to work with, you get extra advantages 
by advertising in The Wall Street Journal. You may use 
one, any combination or all four editions to suit your budget, 


your marketing territory ... or to test copy simultaneously 
over the country ... or to feature different products accord- 
to regional needs . . . or to list local sales representatives 


region by region. Advertising agencies and advertisers are 
finding many new and different ways to profit from The 
Journal’s 4-edition flexibility. 


Wall Street Journal advertising sales offices 
are located in the following cities: 


Atlanta 3, Ga. Walton Building 

Boston 9, Mass. 70 Milk Street’ 

Chicago 6, Ill. 711 W. Monroe Street 
Cincinnati 2, Ohio Dixie Terminal Building 
Cleveland 15, Ohio 1010 Euclid Avenue 
Dallas 2, Tex. 808 Young Street 

Detroit 26, Mich. Buhl Building 
Greensboro, N. C. 921 Guilford Building 
Houston 2, Tex. Commerce Building 
Kansas City 5, Mo. Fairfax Building 

Los Angeles 5, Calif. 2999 W. 6th Street 
Miami 32, Fla. Hall Building 

Minneapolis 2, Minn, Baker Building 

New York 4, N. Y. 44 Broad Street 
Philadelphia 2, Pa. 1528 Walnut Street 
Pittsburgh 19, Pa. Koppers Building 
Rochester 4, N. Y. Triangle Building 

St. Louis 1, Mo. Arcade Building 

San Francisco 19, Calif. 1540 Market Street 
Seattle 1, Wash. Northern Life Tower 
Washington 5, D. C. 1015 14th Street, N.W. 
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The Editorial Viewpoint... 


Mergeritis Hits the Ad Business 


The iong-heralded merger of Ruthrauff & Ryan and Erwin, Wasey 
& Co. is finally a fact, and what Apvertistinc AGE last week called 
“the eleventh biggest agency” is the result. 

It will be slightly bigger when and if Chambers & Wiswell, Boston 
agency, is merged into the new Erwin, Wasey, Ruthrauff & Ryan 
shop. As George Wiswell Jr. told one of our reporters last week, this 
latter merger is “at the formal paper stage. It’s like waiting in line to 
buy a theater ticket. Our turn is next.” 

Mr. Wiswell was joking, of course, but some bright lad once com- 
mented that many a true word is spoken in jest. And the urge-to- 
merge has reached such proportions in the advertising agency busi- 
ness that there is very little humor in the situation. 

As we have been at pains to point out before, the trend toward 
making big ones of the little ones is not by any means peculiar to the 
advertising business. In fact, the advertising agency business, like 
most personal service businesses, has resisted the trend more effec- 
tively than most. It is only in the last year or two that mergers and 
amalgamations have really become the rule rather than the excep- 
tion. Prior to that time (and prior to the Duane Jones case in par- 
ticular) the favorite pastime of the advertising agency business 
seemed to be the carving up of agencies into segments, as one or an- 
other group walked out with one or more accounts. 

The desire to merge smaller organizations into bigger ones, or even 
two big ones into a still bigger one, is understandable. For one thing, 
accounts are larger now than formerly, and this is particularly true 
of those which can be handled profitably. The service expected of an 
advertising agency has broadened enormously, and far more special- 
ists are required than was the case ten or fifteen years ago. The all- 
around advertising man is tending to become a relic. 

So mergers and amalgamations go on apace, and more can be ex- 
pected. All the conditions point to them. And yet it is well to re- 
member that there are style factors in business movements, just as 
there are in women’s millinery. 

Under proper conditions, a merger or a consolidation may make 
excellent sense. In many instances, no doubt, it is the wise thing to 
do. But the small or medium-size agency which is doing all right 
ought not let itself be stampeded into merging with someone else, 
just because merger talk is in the air. 

There is still—and there always will be—room for modest size 
agency operations, precisely because advertising is a personal service 
business. And size alone does not solve all problems. 


| ‘Maturity’ With Us Again 


It has been unfashionable, if not actually subversive, to discuss the 
American economic scene in terms of “maturity” during the past 
fifteen years or so. The concept of our economy as a “mature” econ- 
omy is an old-fashioned, depression-bred idea, not to be taken seri- 
ously by modern day social and market planners. 

Yet we venture to suggest that the concept of economic maturity is 
important and valid, and must not be lost sight of. We hasten to add 
that our definition of a mature economy is not one which is static, 
but one which has endowed its people with enough material things 
so that their most urgent needs for physical possessions have been 


Advertising Age, September 9, 1957 


Gladys the beautiful receptionist 


—Fhil MeCormick, Harold Walter Clark Inc., Denver. 


“He says they won’t take his headline—Gurgle Four Roses While 
Ye May.’” 


satisfied. In other words, any economy in which the customer can 
choose to stay out of the market for an indefinite time simply be- 
cause what he sees in the market does not sufficiently tickle his 
pocketbook nerve, is a mature economy. 

By this standard, we have come perilously close to a mature econ- 


omy in this country. In line after line of merchandise, millions of po- 
tential customers can withdraw from the market almost at will, 
without suffering real loss. And this is pretty much what has hap- 
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Godfrey's Secret 

Would you ever want to confine 
your professional activities to ra- 
dio? 

It would be much easier and 
simpler but there is no denying the 
terrific impact of tv. 

Why do you travel so much? 

To learn more about America 
myself and to show America to 
America. 

Is it true you personally test 
sponsors’ products before taking 
them on? 

Absolutely. If they are beauty 
preparations et al, I ask my wife 
and daughter and the group of 
| competent little ladies in my of- 
fice to test them for me. In 1931, 
when I first adopted the policies 
which have guided my career, I as- 
sumed the responsibility of utter 
trustworthiness to my listeners. I’m 
sure I have often failed them en- 
| tertainment-wise, despite all my 
| efforts—but I have never violated 
their confidence. Whatever I have 
ever said on the air, I have always 
implicitly believed to be the truth. 

Why do you think it is that wom- 
en form the bulk of your tv-radio 
audience? 


Because most men worth their 


What They're Saying . 


pened in the automobile market in the last couple of years. 

In an economy like this, it takes real product improvement and 
real customer benefits, as well as intelligent and intensive sales pro- 
motion and advertising, to keep the trade dollars flowing. 


oa 


salt are at work when I’m on the 
air. 
—Arthur Godfrey in Q and A session 


with New Yerk Herald Tribune’s Ma- 
rie Torre. 


Dealer Acceptance Vital 

Building dealer acceptance has 
taken on a new and more impor- 
tant meaning. It requires strong, 
continuous selling...a line of 
communication to all the influen- 
tial factors who determine whether 
your line is bought; to what ex- 
tent; whether it is displayed, pro- 
moted, sold. 

The right kind of business paper 
advertising will provide this line 
of communication; will help you 
build the kind of dealer acceptance 
that will build better accounts for 
you. 

—L. E. Williams, advertising director, 
Home Furnishing Daily, speaking at 
the annual convention and supply, 
equipment and fabric fair, National 


Assn. of Furniture Manufacturers in 
Chicago. 


No Go 

We doubt if this revival of the 
raccoon coat will catch on, since 
they only look really good when 
worn in a rumble seat, and who has 
one of those any more? 


—Senator Soaper” column in the 
Chicago Daily News. 


Rough Proofs 


The formation of Erwin, Wasey, 
Ruthrauff & Ryan gives the agen- 
cy business another company name 
comparable to the trunk-falling- 
downstairs monicker of Batten, 
Barton, Durstine & Osborn. 

* 

Judging by the numerous new 
products recently placed on the 
market, manufacturers can count 
just as surely on the continued 
prevalence of dandruff as of the 
common cold. 

+ 

Judge Henry Clay Greenberg 
spoke like a Solomon when he told 
Arlene Dahl that a man kissing a 
lady’s shoulder is “delicate and re- 
fined.” 

But he mustn’t bite. 

o 

Now that Adman Howard Mor- 
gens has succeeded Neil McElroy 
as head of P&G, someone should 
write a book for advertising neo- 
phytes entitled, “How to Become 
President of Your Company.” 

o 

“24 hours from the time you read 
these words,” asserts Electrical 
Manufacturing, “7,854 new Ameri- 
cans will be added to our popula- 
tion.” 

They’ll start with electric bottle 
warmers and end up owning air 
conditioning systems and _ food 
freezers. 

° 


“Advertisers,” says Prof. Sisk, 
“have always found it useful to 
exploit the more unlovely aspects 
of the consumer’s personality.” 

The commercial decalog includes 
giving the customer what he 
wants. 

. 

Architects who delight in design- 
ing those luxurious bathrooms are 
getting strong support from Mar- 
tex, which is promoting a Christ- 
mas edition of the Patrician bath 
towel set to Fetail at $30. 

© 


“Wherever you go, your clothes 
never stop talking about you,” says 
the American Institute of Men’s & 
Boys’ Wear, which should also get 
plenty of backing from the ton- 
sorial artists and shoe shine estab- 
lishments. 

° 


The agency for the Oertel Brew- 
ing Co. addressed a newspaper ad 
to agencies handling other beer ac- 
counts, with the hope that at least 
a few consumers would be reading 
over their shoulders. 

c 

Judging from the restrictions 
which E. B. Weiss says chain stores 
are placing on salesmen’s solicita- 
tions, it’s getting to be almost as 
hard to sell them as some advertis- 
ing agencies. 

e 

Veterans of the advertising busi- 
ness in Mexico City, who were all 
shook up by a recent earthquake, 
figured it was no harder to take 
than rumblings from dissatisfied 
clients. 

e 


The pro football league can 
hardly wait until the baseball pen- 
nant races and World Series move 
over and allow the pigskin war- 
riors to share the spotlight. 

© 


Confidentially, you can now buy 
copies of that well-publicized U. S. 


periodical, Confidential, in the 
Commonwealth of Canada. 
Copy Cus. 
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orridors of Crime ?” 


Yes, until The Inquirer acted ! 


we ie 


Loyalty to a 


newspaper 


doesn’t Just 


happen 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


——, 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 
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At night the subway corridors are silent. In the distance a train’s rumble echoes 
in the concrete tube. Lone passengers walk to the tracks with hearts fluttering. 
They have read—time and time again—of strange crimes here underground: 
muggings, purse-snatchings, sex outrages. 


A newspaper decides these crimes must end. On the first page of The Inquirer 
appears a series of articles on this public peril. Aroused opinion demands swift 
and drastic action. 


Just a few weeks later and people walk the corridors unafraid. Lights burn 
brightly, dispelling the former gloom. There is ample police protection. And once 
again The Inquirer has proved its tenet that a great newspaper must be a devoted 
citizen of its community. 


Here is another example of the power The Inquirer packs... on every page of 
every issue. It is because of this impact that more advertisers place more linage 
in The Inquirer than in any other Philadelphia newspaper! 


Che Philadelphia Mnguirver 


aw.& ma Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


DETROIT SAN FRANCISCO LOS ANGELES 
RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 

Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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You have to ask to be remembered! 
Not just once a week or once a month but as many times per prospect per week - 
as you can afford. And for low-cost, working frequency today, CBS Radio daytime drama 
is the place to be. With sponsorship of five.program units you can reach a listener 
over three times a week for 4, of a penny, with solid commercial-minute impres- 
sions each time ... 20.7 million such impressions every week. And because nobody 
tunes in serial drama for “background,” you reach listeners who are listening. 


P Values like these 
explain why advertisers like 
Lever Brothers and Colgate-Palmolive 
are among the strongest users 

of CBS Radio dramatic serials. 
Brand memory is their business. 
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JULIUS A. STRATTON, recipient 

of the IRE Medal of Honor, 

19 for his inspiring 

leadership and outstanding ; 

contributions to the i 

development of radio 

engineering as a teacher, v9 
physicist, engineer, author, 
and administrator. 

IRE honors Julius A. Stratton for his 
knowledgeable leadership. Now Chan- 
cellor of the Massachusetts Institute of 
Technology, Dr. Stratton administers 
the academic program of the institu- 
tion, acts as deputy to the president, 
and serves as general executive officer. 
From 1948-1951, and again in 1954, he 
served on the Board of Directors of 
The Institute of Radio Engineers. He 
headed IRE’s Radio Wave Propagation 
and Utilization Technical Committee 
from 1945 to 1948. Dr. Stratton is the 
author of numerous technical papers 
and books on theoretical physics, es- 
pecially electromagnetic theory. 

Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio-elec- 


@ 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


ADV. DEPT.. 1475 B°WAY, NEW YORK 36, 1.1. © CHICAGO » CLEVELAND © SAN FRANCISCO LOS ANGELES 


leadership 


tronics industry exclusively edited by 
and for radio-electronics engineers. 

As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 

In radio everything is possible .. . 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


a 
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Hallmark Drive 
Aims to Make ‘57 
Top Yule Card Year 


Kansas City, Sept. 3—Hallmark 
Cards is going to make this the 
biggest Christmas ever in adver- 
tising its line of greeting cards 
and gift wrappings. 

Newspaper ads will be seen in 
125 cities, while seven magazines 
will combine institutional and 
product promotion in double and 
single-page ads during the months 
of October, November and Decem- 
ber. The magazines are: Better 
Homes & Gardens Christmas Ideas, 
Holiday, The New Yorker, Scho- 
lastic Magazine, TV Guide and 
Vogue. 

On television, the company is 
running three of its year-long 
schedule of six “Hallmark Halli of 
Fame” programs during the final 
three months of 1957. The pro- 
grams are -90-minute specials on 
NBC-TV. Foote, Cone & Belding is 
the agency. + 


Holmstrom Named Ad Rep 

Richard K. Holmstrom, former- 
ly with D. H. Early & Sons, has 
been named midwestern adver- 
tising representative for Civil En- 
gineering, published by the Amer- 
ican Society of Civil Engineers. 
He will headquarter at 84 E. Ran- 
dolph St., Chicago. 


-| Seberhagen to Donahue & Coe 


Ralph Seberhagen, formerly sen- 
ior art director of Benton & 
Bowles, has joined the art depart- 
ment of Donahue & Coe, New York. 
Mr. Seberhagen had spent 11 years 
at B&B. 


ARB SURVEY — LINCOLN-BEATRICE MARKET 
June 9-15, 1957 — 8:30-10:00 P.M. 
This special ARB Survey of the Lincoln-Beatrice market 


ARE YOU 
HALF- 


COVERED 


NEBRASKA’S OTHER BIG MARKET? 


Have you noticed how much 
the Nielsen NCS 2 has 
expanded Lincoln-land? 


No. 


KOLN-TV., one of America’s great area stations, 


was recently made at the request of an important national 


advertiser. It shows that even in EASTERN Lineoln-land 


only, KOLN-TV gets more than twice as many viewers as 


the leading Omaha station! 


covers Lincoln-land —a rich 69-county masket that is as 
independent of Omaha as Hartford is of Providence . .. or 
South Bend is of Fort Wayne. 


Lincoln-land has 296,200* families with 191,710* TV sets. All 


surveys, including the latest 42-county Videodex, show that 


Rating Shore 
KOLN-TV 29.5 57.0 
Station B 12.5 24.2 
Station C 9.5 18.4 
Others 2 4 *See NCS No. 2 


WKZO. TV — GRAND RAMOS KAL 

WJEF RADIO — GRAND RAPIDS 

KOUN. TY — LINCOLN, NEBRASKA 
Arsocoted oth 

WMBO RADIO — PEORIA. KLUNOKS 


Avery-Knodel, Ine. 


Exclusive National Representatives 


The Pelyer SHations 
AMAIOO 

WEZO RADIO — KALAMAZOO-BATTILE CREE 

WJEF Fa — GRAND RAPIDS KALAMAZOO 


KOLN.-TV gets the lion’s share of the audience, all the time! 


Ask Avery-Knodel for all the facts on KOLN-TV, the Official 
CBS Outlet for South Central Nebraska and Northern Kansas. 


CHANNEL 10 * 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


Advertising Age, September 9, 1957 


Getting Personal 


Four visiting American advertising women were guests of honor 
at a cocktail party given by the Women’s Advertising Club of Lon- 
don at the Dorchester Hotel. They were Dorothy De Doyard, of the 
St. Louis Post-Dispatch advertising and promotion department; 
Jeanne Dunway, advertising director of the Chase and Park Plaza 
Hotels in St. Louis; Helen Seevers, who owns her own advertising 
agency, and Laura Bobbett, president of the Ohio Taxineon Adver- 
tising Co... 

Barbara Kendall, an assistant tv producer at Young & Rubicam, 
San Francisco, was married recently to Edward White, San Fran- 
cisco insurance broker .. . 


SEND-OFF—When Rosemary Burke of the accounting department of 
Critchfield & Co., Chicago, was about to take off for a six-week 
trip abroad, the girls of the agency got together for a bon voyage 
party. Joining in the fun was Critchfield’s president, Edward P. 
Nesbitt. Left to right, standing: Barbara Hill, Alice Lundberg, Wini 
Tansey, Ethel Hollen, Rosemary, Dolores Lapsley, Mr. Nesbitt, and 
Maree Tait. Kneeling, Betty Deuss and Jeanne Heckscher. 


Norman Best, Erwin, Wasey & Co., is serving as chairman of the 
Four A’s Los Angeles Community Chest committee. Other com- 
mittee members are, copy and theme, Buck Lowry, Erwin, Wasey & 
Co., chairman; Warren Kelly, J. Walter Thompson Co.; Bennett Fos- 
ter, Charles Bowes Advertising; Ken Earl, Foote, Cone & Belding; 
Joe Vodnick, Hixson & Jorgensen; Joan Levine, Young & Rubicam. 
Art, George Rappaport, Calkins & Holden, chairman; Roy Hunt, 
J. Walter Thompson; Jim Coyle, Charles Bowes Advertising; Mario 
Donna, Foote, Cone & Belding; Art Sherman, Hixson & Jorgensen; 
Ray Pederson, Young & Rubicam; David Rose, Cunningham & 
Walsh... 

Mary Lou Hanson, production manager of Gas, a Chilton publica- 
tion, and Alvin A. Dorian, manager director of the Western States 
Advertising Agencies Assn., were married Aug. 18 in Santa Bar- 
bara... 


: 
i 
t 


: 

, i- 
SCANDINAVIA BOUND—Ready to go aboard for an SAS transpolar 
flight from Los Angeles are Kai Jorgensen, partner of Hixson & 


Jorgensen, Los Angeles, and his wife. The Jorgensens are visiting 
Copenhagen, Oslo, Stockholm and Frankfurt. 


Kingsley L. Rice, head of Technical Publishing Co., has a new 
grandson named Philip, born Aug. 21 to the junior K. L. Rices in 
Evanston, Ill... There’s also a new grandson in the family of Mau- 
rice H. Needham, president of Needham, Louis & Brorby, Chicago. 
The newcomer, John, is the son of the Richard H. Needhams. .. 

Lloyd E. Yoder, general manager of WRCV and WRCV-TY, Phil- 
adelphia, has been named chairman of the greater Philadelphia 
Chamber of Commerce 1957 Register and Vote committee, a sub- 
committee of the mayor’s non-partisan register and vote commit- 
tee... 

Bill Kirkland, W. S. Kirkland Advertising, Chicago—once fea- 
tured here for a hole-in-one at a t.f. Club outing—won first low 
gross at the recent Watson Publications outing. Dave Watson says: 
“A low gross of 90 wins our tournaments. Can any other publishers 
point to such evidence of desk work?” ... 

John A. Keenan, president of Standard Packaging Corp., New 
York, has been elected president of the Wisconsin Alumni Associa- 
tion, University of Wisconsin alumni group. . . 
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IN DELAWARE VALLEY 


NEW PERSONALITIES 
NEW COVERAGE 
NEW POWER 


What an opportunity for a timebuyer! 
Now 7,000,000 people can see the 
bright new VUE on Channel 12! Our 
powerful new transmitter . . . located 
just across the river from Philadeiphia 
... blankets the Nation's 4th richest 
market. Greater sports coverage, the 
Big 50 Movies, top-rated half-hour 
syndications and favored local per- 
sonalities like Pete Boyle and The 
Selbys are building audiences fast! 


For the first time in years you can 
grab a television FRANCHISE in the 
Delaware Valley . . . if you act fast. Get 
a good VIJE of the new VUE today! 


SALES OFFICES: 

New York 

625 Madison Ave., Plaza 1-3940 
Chicago 

230 N. Michigan Ave., Franklin 2-6498 
San Francisco 


111 Sutter Street, Sutter 1-8689 
Represented Nationally by THE KATZ AGENCY. INC (8) 


CHANNEL 
WILMINGTON + PHILADELPHIA 
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No one key, no one medium, can open the door 
to all American homes. 


That is because the American family of readers 
is as widely diverse in interests as the 48 states 
they live in. 


And it is this diversity of interest — personal, 
intense, enthusiastic—that gave birth to the Hearst 
KEY magazines. 


Editorial insight 
turns the key 


Just as each Hearst magazine provides the key to 
a particular group of readers, so the insight of 
Hearst editors turns the key — unlocks the door to 
their consuming interest. 


Hearst editors are dedicated to that interest. They 
live it — in fashion salons, on the banks of a trout 
stream, or behind the counter of a drug store. 


And as a result of this intensity of interest — on 
the part of editors and readers both—each Hearst 
magazine fits its audience as a key fits its lock. 


For nothing is so dear, so close to a reader’s heart 
as a magazine that mirrors his most cherished 
interest. 
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interests of 


Hearst men 
are key men 


Hearst representatives are key men in the publica- 
tion field — because each of them speaks with an 
intimate knowledge of the interests of Hearst 
readers. 


They speak of reader interest as the key to circu- 
lation. They have the charts — the figures — but 
they talk in terms of people, of their special inter- 
ests, and how best to reach and sell them. 


For they know that good reading makes good ad- 
vertising, and vice versa. And the Hearst mag- 
azines combine both. 


Hearst markets 
are key markets 


From this, it goes without saying — that Hearst 
markets are key markets... 


Because they are based, not on circulation figures 
alone — but on the personal intense enthusiasms 
of particular consumer groups. 


So that Hearst adyertising is keyed advertising: 
keyed to the interest of the individual consumer, 
reached through insight that incites action! 
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$1000 CASH 


GRAND PRIZE 


Plus ...a $100 Cash Winner 
Every 2nd Week 


rom Augue: \2 ®rovgn Decemme 23 1967 


ee em oe oe ey 


Um 


— 
teers 


GIVEAWAY—A. Gettelman Brewing 

Co., Milwaukee, is running an “If 

I won $1,000” contest, with prizes 

totaling $2,000. Ads promoting the 

contest, which runs through Dec. 

29, were prepared by Hoffman & 
York. 


Driscoll Joins Puffer; 
Agency Has New Quarters 

James Driscoll has joined 
Charles O. Puffer Co., Chicago, as 
account executive on the newly 
added House of Augsburg account. 
The company’s new premium- 
priced beer is being distributed 
with a “for men only campaign” in 
Chicago dailies. Mr. Driscoll pre- 
viously was with Beaumont & Hoh- 
man advertising agency for three 
years. 

The Puffer agency has moved 
from 75 E. Wacker Dr. to larger 
quarters at 430 N. Michigan Ave. 


Paulists Name Father Carr 

The Paulist Press, publisher of 
Catholic World and Information, 
has named the Rev. John A. Carr 
director of its publishing operation. 
Previously the magazines and var- 
ious Paulist pamphlets had been 
managed as independent units. 
Magazine offices have been shifted 
to 180 Varick St., New York; pam- 
phlet headquarters remain at 410 
W. 59th St. 


Bontield Adds Donner Co. 

Bonfield Associates, Oakland, 
has been appointed to handle ad- 
vertising for Donner Scientific Co., 
Concord, Cal., electronic manufac- 
turer. 


O\CTURES & PRINTS 
O 


estreicher’s 
for the Picture that’s 
worth a Thousand Words 


Go to Oestreicher's, haven of Art Directors, 
Art Lovers, Connoisseurs and Collectors for the 
finest reproductions of world famous paint- 
ings. Old Masters, Moderns, Contemporaries, 


favorite Marine, Sporting prints, Landscapes 
and rare and hard-to-find subjects. ‘if it's in 
‘int — Oestreicher's, America’s oldest and 
largest print dealer, has it.” All superb 
quality, full-color reproductions — the finest 
available, faithful to the brushstrokes of the 
original. New, complete comprehensive cat- 
alog illustrates over 500 masterpieces, lists 
over 4700 other works, $1. ppd. Mail orders 
speedily and carefully filled. Distinctive 
framing and matting at moderate cost. 
1208 6th A 


Qoshetohers 
Ret. 4Tth and 48th Sts 


America’s oldest print house New VYerk 36, N. Y. 


Dept. AA 
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‘Sacramento Bee’ Names Yocum 

Wyett M. Yocum has been ap- 
pointed national advertising man- 
ager of the Sacramento Bee, suc- 
ceeding Leighton Stephens, who 
has been named to the new posi- 
tion of marketing manager. Mr. 
Yocum joined the company in 
April, 1956, as a display advertis- 
ing salesman. 


Dow Appoints Three 
Donald K. Ballman, general sales 
manager of Dow Chemical Co., 


Midland, Mich., since 1949, has 
been named director of sales. He 
succeeds Donald Williams, who has 
been named director of corporate 
relations. At the same time, Wil- 
liam R. Dixon, formerly assistant 
general sales manager, was named 
general sales manager. 


DCA Appoints S. R. Leon 

DCA Food Industries, New York, 
formerly called the Doughnut Corp. 
of America, has appointed S. R. 
Leon Advertising, New York, to 
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handle its ice cream _ division. 
Blaine-Thompson is the previous 
agency. DCA also has appointed 
Charles Haskell, formerly promo- 
tion manager of Carvel Dari- 
Freeze Stores, as director of public 
relations. Steve Vandermann, for- 
merly public relations director of 
Iron Art Inc., has been named ad- 
vertising assistant. 


Ocoma Names Cooper, Duffy 
Allan Cooper has been appointed 
national sales manager of institu- 


tional products of Ocoma Foods 
Co., Omaha. Mr. Cooper, who had 
been advertising manager, has 
been succeeded in that position by 
Michael F. Duffy, formerly assist- 
ant advertising manager. 


Bozell & Jacobs Names Borg 

Lloyd E. Borg, vp and account 
manager of Bozell & Jacobs, Min- 
neapolis, has been appointed ad- 
ministrative vp. At the same time, 
Oreland Johnson, account super- 
visor, was named vp. 


WoHECK CHILTON 


If you sell to automotive manufacturers 
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Halferty, Hemmings Formed 

A new public relations and pub- 
licity company, Halferty, Hem- 
mings & Smith, has been formed, 
with offices at 2617 S. Broadway, 
Los Angeles. Principals are Guy 
Halferty, Robert L. Hemmings and 
Eric J. Smith. Messrs. Smith and 
Hemmings are owners of Bur- 
roughs Direct Mail Advertising. 
Mr. Halferty is consulting director 
of pr for the city of Lakewood and 
previously had his own pr compa- 
ny, Guy Halferty & Associates. 


Reigel Named Adorn VP 

Robert J. Reigel, formerly dis- 
tributor sales manager of Chicago 
Standard Transformer Corp., has 
been elected vp in charge of sales 
of Adorn Plastic Specialists Inc., 
Chicago. 


Rietveld Joins Scantlin 

Gordon F. Rietveld, formerly a 
copywriter at Klau-Van Pieter- 
som-Dunlap, Milwaukee, has 
joined Scantlin & Co., Phoenix, in 


a copy-contact position. 


‘Data,’ Supplier of 
Pentagon Technical 


News, Marks Ist Year 


WasuHIncTon, Sept. 3—Data 
Magazine, a digest of government 
research and development news, 
celebrated its first anniversary 
last weekend, and its publisher 
reported that the magazine now 
devotes about 20% of its content 
to advertising. 


The magazine was the out- 
growth of an information service 
formerly provided for technical 
experts by the Navy. When budg- 
et reductions resulted in the elim- 
ination of the Navy program, 
Murray Smith, who had been in 
charge of the work, left the Navy 
Department and attempted to put 
the service on a commercial ba- 
sis. Data’s one-time page rate is 
$160. 

After a year, Mr. Smith reports, 
he now has a staff of eight and 


. you can sell best in 
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AUTOMOTIVE 
INDUSTRIES 


... the accepted news authority of automotive 
and aviation manufacturing, covering in depth 
the developments and trends in design, engi- 
neering and production of automotive and 
aviation products. Published on the ist and 
15th of each month, it goes directly into the 
homes of 70% of the more than 21,000 execu- 
tives responsible for decisions in administra- 
tion, engineering, production and purchasing. 
It takes in both the domestic and foreign 
segments of the industry. Automotive Indus- 
tries maintains one of the most rigid policies 
among all trade and industrial publications 
as to acceptance of subscriptions, thus assuring 
top echelon coverage and readership. 


6 


COMPANY 


Automotive Industries is published by Chilton Company, one of the most 
diversified publishers of trade and industrial magazines in the country—a 
company with the resources and experience needed to make each of 15 publica- 
tions outstanding in its field. In keeping with Chilton policy, the experienced 
and highly competent staff of Automotive Industries, 18 in number, devotes its 
full time to the field the publication covers, striving for editorial excellence 
and strict quality control of circulation. In achieving both objectives, it has 
earned the confidence of readers and advertisers alike. 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist +The Iron Age « Motor Age 
Spectator - Automotive Industries - Boot and Shoe Recorder - Commercial Car Journal 
; Butane-Propane News - Electronic Industries « Jewelers’ Circular-Keystone - Hardware Age 


4 Optical Journal - Hardware World + Gas + Distribution Age + Chilton Book Division 
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a growing list of executives, gov- 
ernment sales contractors and re- 
search planners who subscribe. 
Circulation is 3,000. In addition to 
the monthly digest of news print- 
ed in Data, Mr. Smith also is pro- 
viding his subscribers with a mid- 
monthly “Datagram” newsletter, 
and “Data Daily,” giving subscrib- 
ers press releases, fact sheets, 
notices of contract awards and 
other official Pentagon announce- 
ments. 


2 A reception for advertisers, 
subscribers and government offi- 
cials was held at Data’s offices in 
the Du Pont Circle Bldg. to cele- 
brate the completion of the first 
year. # 


Guinan Joins ‘Esquire’ 

Hubert E. Guinan, formerly 
with Mademoiselle, has joined the 
New York sales staff of Esquire as 
manager of travel advertising. He 
succeeds Henry Thole, who has 
been named manager of auto im- 
port advertising. 


NEW 


CHARLIE 
CHAN 


78 markets snapped up in first 
six weeks! Coca-Cola in Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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DAVENPORT 
NEWSPAPERS 


© sUNDAY 


Circulation 50,000 Daily — 53,000 Sunday. For the 
tenth consecutive year — first in lineage in all lowa 


GOING uP—Only 
three years ago, 
Shirtcraft Co.’s 
ad budget pro- 
vided for cover- 
age of fewer than 
10% of the major 
markets it covers 
today, the com- 
pany says. The 
fall campaign for 
its Airman line 
includes this two- 
color page in the 
Chicago Tribune, 


and the Big © .. . a $494,275,000 market! 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 


THESE RUGGED Oct. 25, and b&w 
and two-color 

ae ou ads in more than 
40 other markets. 

ery | er Friend-Reiss Ad- 


Represented by Jann & Kelley 


vertising, New 
York, is the agen- 
cy. 


To those who may view the future 
of farming dimly, our advertising 
researchers present an optimistic 
fact: the human stomach, capacity 


40 oz. 


From population experts, our 
men learned that for every 100 
hungry stomachs in 1955, there will 
be 134 to 138 in 1975. Yet for every 
i00 farm workers in 1955, there 


will be only 60 to 75 in 1975. 


Such data cast a bright light on 
the future of mechanized farming 
—and provide a new basis for our 
client’s advertising. They also point 
up our way of finding facts, then 


using these facts creatively. 


eeeeeeeeeeoeee 


THE BucHEN COMPANY 


How we make advertising more resultful DAILY NEWS BUILDING, CHICAGO ® RANDOLPH 6-9305 
is explained in our booklet “Maybe You 
Need a Specialized Agency.”’ A copy is yours 


for the asking. 


Allstate Inaugurates 
Life Insurance Sales 


Cuicaco, Sept. 3—Allstate Life 
| Insurance Co.’s new line of life 
|insurance policies went on sale 
|for the first time today in Sears, 
Roebuck & Co. stores in Illinois. 

This marks the first wide scale 
sale of life insurance in retail 
stores, although it is not the first 
time that life insurance has been 
sold through retail outlets. 

At a press conference today, of- 
ficials of Allstate Life Insurance 
Co., Skokie, Ill., a wholly owned 
subsidiary of Allstate Insurance 
Co., said that the new life insur- 
ance operation will be expanded 
into two or three other Midwest 
states before the end of the year. 
The company is expected to ex- 
pand its operation into other 
states next year. 

Although advertising plans 
have not been finalized, Allstate is 
expected to advertise market by 
market. Newspapers are expected 
to be the principal medium. Leo 
Burnett Co. handles all of All- 
state’s advertising. 


s Allstate’s decision six months 
ago to enter the life insurance 
field was listed as a major reason 
by the company for moving its ad- 
vertising account to Burnett after 
five ard a half years with Chris- 
tiansen Advertising (AA, March 
11). 

Allstate Insurance Co., a whol- 
ly-owned subsidiary of Sears, 
Roebuck & Co., was organized in 
1931. In addition to being a lead- 
ing writer of auto insurance, it 
also carries fire insurance, gen- 
eral liability and theft insurance. 
The company now has more than 
4,350,000 policies in force and 
had direct premium income last 
year of $283,013,000. = 


Paper Maker Budgets More 

The New York & Pennsylvania 
Co., New York, pulp and paper 
manufacturer, plans a 50% in- 
crease in advertising expenditures 
for the year ending June 30, 1958. 
The company plans to continue its 
institutional campaign in Business 
Week and to increase its trade ad- 
vertising. O. S. Tyson & Co., New 
York, is the agency. 


‘Bride & Home’ Names Lovett 

Miss Jan Lovett, formerly New 
York promotion and publicity di- 
rector for Rose Marie Reid Inc., 
has been named to the new post of 
promotion manager of Bride & 
Home, New York, a Hearst mag- 
azine. 


Considine Joins ‘GH’ 

Paul Considine, formerly associ- 
ated with the John W. Cullen Co., 
newspaper representative, has been 
named to the sales staff of Good 
Housekeeping in Cleveland. 
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271s N.cicero OGNDERSOLD! 


° 0 ° 
"Our sales are up this year, and OUTDOOR’ is 
the only New ing i ed ent says Joseph A. Mclnerney, President, Mcinerney Chevrolet, Chicago 


““We use a concentrated showing of out- door is our only new activity, the lion’s 
door boards within the neighborhood _ share of credit goes to outdoor advertis- 
trading area of our showroom,” says Mr. ing placed through GOA.” 

McInerney, ‘‘and every one of them Locally . . . regionally, or nationally, 
works 24 hours a day. They’re like the GOA puts your advertising where your 
sign on our building. There’s no waste _ prospects are. 

circulation. They reach the people we For additional success stories (Theo. 
want to reach—the car owners in our Hamm Brewing Co., Drakes Bakeries, 
own trading area. No other medium has _Life Savers and many others), call your 
pulled as well for us as outdoor. Our 1957 General Outdoor Advertising Company 
sales are bigger than 1956, and since out- _ office. Or, write us in Chicago. 


IN 1600 MARKETS 


G (O) GIVES 
MORE 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 
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Selg den INDFLYDELSESRIGE POST — som 


har den mest aktive indflydelse pa massemarkedet. 


EVEN IN DANISH IT’S: “Sell the POST INFLUENTIAL —the mass market of active influence.” 


Along the Media Path 


Initial promotion for the 1957 
fall season of “Good Housekeeping 
Weeks,” now entering its sixth 
consecutive cycle, was launched 
Sept. 8 in cooperation with the 
New Orleans Item. The week-long 
campaign, featuring the maga- 
zine’s many guaranteed products, 
will also be conducted by 12 other 
newspapers from coast to coast 
during September and October. 
The papers, in addition to the 


Item, are the Dallas Times-Herald; 
Herald-News, Fall River, Mass.; 


Metropolitan San Jose's Gains 


Metro. Area® 1950 


San Jose 295,200 
Sacramento 281,790 
Oakland 750,900 
Fresno 280,200 
San Francisco $47,400 


Source: $.M. Survey of Buying Powe: 


in PEOPLE, 


and Fresno Counties. 


Metro Area” 1950 

San Jose 142,422 
Oakland 308,560 
Sacramento 128,259 
Fresno 139,234 


AUTOS 


San Francisco 279,706 


Population Gain 


Source: State Department of Motor Vehicles 


Retail Sales Gain 


1956 
490,100 
409,500 
866,800 
325,500 
810,000 


*Metro. Areas: All of Santa Clara, Aiameda, San Francisco, Sacramento 


Auto Registration Gain 


1956 
237,146 
381,720 
197,755 
181,714 
314,192 


(IN 000's OF $'s) 
Metro. Area® 1950 1956 
San Jose $302,670 $634,808 
Oakland $836,472 $1,166,660 
Sacramento «$328,782 $586,330 
d S ALES San Francisco $1,083,285 $1,237.354 
an Ps Fresne $291,418 $438,658 


Source: $.M. Survey of Buying Power. 


Metro Area” 1950 


San Jose $69,056 
Oakland $205,100 
Sacramento $74,654 
Fresno $64,752 


San Francisco $221,442 


Source: $.M. Survey of Buying Power. 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC, 


Food Sales Gain 


(IN 000’s OF $'s) 


1956 
$163,144 
$288,735 
$154,410 
$110,338 
$261,873 


you Cover San Jose Only with 


Mercury and News 


Combined Circulation 112,000 


For more facts on San Jose, write for complete up-to-the-minute booklet. 


Lead Northern California! 


Gain 
194,900 
127,800 
116,800 

45,300 

32,700 


Gain 

94,724 
86,907 
69,496 
42,480 
34,486 


Gain 
$332,138 
$330,188 
$257,548 
$154,069 
$147,240 


Gain 
$94,088 
$83,635 
$79,756 
$45,586 
$40,431 


tAEMBER OF THE METRO SUNDAY COMICS NETWORK 


Citizen-Times, Asheville, N. C.; 
Pittsburgh Sun-Telegraph; Albany 
Times-Union; Fort Worth Star- 
Telegram; Houston Chronicle; Ar- 
kansas Democrat, Little Rock; San 
Antonio Light; the Journal, Port- 
land, and Seattle Times. 


e The Aug. 3 issue of the Times, 
Moncton, N. B., contained a spe- 
cial 36-page supplement dedicat- 
ed to the 100th anniversary of 
railroading in New Brunswick. 


e The Sunday Courier & Press, 
Evansville, Ind., published its 
largest edition on Aug. 18. It con- 
tained 226 pages and carried 282,- 
296 lines of paid advertising. 


e A standard time chart with in- 
formation about the expiration 
dates of daylight saving time in 
leading U. S. markets has been 
issued to agency time buyers by 
NBC Spot Sales. Copies of the 
chart can be obtained from the 
promotion department, NBC Spot 
Sales, 30 Rockefeller Plaza, New 
York 20. 


e The Daily Gazette, Janesville, 
Wis., is converting from eight col- 
umns to nine columns on Sept. 9. 


e The “1957 Dairy Feature” will 
be published in the Chicago Daily 
News on Thursday, Oct. 10. The 
special section is timed for the 
opening days of the fifth annual 
International Dairy Show in Chi- 
cago’s International Amphitheater. 
The News will also co-sponsor 
the annual Dairy Parade on State 
St. in cooperation with the Amer- 
ican Dairy Assn., the Pure Milk 
Assn. and the International Dairy 
Show. 


e The American Weekly has pub- 
lished a reference book for mar- 
keting men and media buyers, de- 
tailing its merchandisable family 
coverage in “key” cities of 10,000 
or more population. “See How 
Little It Costs” analyzes 764 cities 
where The American Weekly has 
a minimum of 20% coverage. 
It shows for each the number of 
families, American Weekly circu- 
lation, per cent family coverage 
and pro rata four-color page cost. 
Copies are available through rep- 
resentatives of the newspaper 
section. 


e Seventeen is launching a mer- 
chandising plan for foundation 
departments of stores this October. 
The stores will conduct a new 
“Figure Fashion Forum” backing 
up an eight-page “Figure Fash- 
ion” portfolio in the October issue. 


e KFSD, San Diego fm station, 
which programs fine music and 
high fidelity, celebrated its first 
anniversary last month. 


e Department of New Laurels: 

The October issue of Your New 
Baby has set alltime marks in 
advertising linage and revenue for 
a single issue, with 23.51 pages of 
advertising and $65,593 revenue. 

Business Week has averaged 
116.3 pages of advertising per is- 
sue for the first eight months of 
1957. This compares with an av- 
erage volume of 111.1 pages in 
1956. 

Harper’s Bazaar’s September 
issue set new highs in both ad- 
vertising and editorial pages. Edi- 
torial content totaled 104 pages 
and advertising pages totaled 215. 

Cosmopolitan’s August issue 
newsstand circulation was 1,135,- 
000. This is the biggest circulation 
for any issue since 1946. 

Esquire’s average circulation 
for the six-month period ending 
June 30, 1957, was 824,215 ABC. 
This marks the highest six-month 
circulation in the history of the 


magazine. # 
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~ LO rrr rr ara aan | Furniture Campaign Set Newspapers Mustn't 
f \ 


~~ ee ge Co., Gard- Offer Same Fare as 
The BOSTON now... more than ever ner, ass., wi eature its new 
HERALD-TRAVELER One Contract 


ca Modern dining room and | 
increased its national Delivers the 


‘ 
! 
| bedroom groups in four-color | Radio, TV: Jones 
: 
linage leadership to nearly | 
-BIG BULK | 
: | 
| 
| 


nt sa 9 zine, | Papers must be constantly on 
ter ation of Bride's, Magazine. | tne alert to improve in view of 
| the agency. vis stiff competition from tele- 
vision and radio, Vincent S. 

| Jones, executive editor of the 
Delaney Named a Director Gannett Group, told the New 
Thomas E. Delaney, advertising | York State Society of Newspa- 
director of the New Jersey Herald, | per Editors here. 
Newton, has been named a direc- Taking as his topic “What Can 
tor and member of the executive | Newspapers Learn from Dr. 
committee of Greater Weeklies|Gallup’s Research?” Mr. Jones 
Associates Inc., New York. Mr. De-| noted that Gallup finds radio 
laney was general sales manager|and television have 


nearly 
of Greater Weeklies until] May of | caught up with newspapers in 


—a an ee eee eee 


ter Homes & Gardens and the win-| UTICA, N. Y., Sept. 3—News- 


for the first six months 
of 1957! 


700,000 
6 BOSTON 


eons-o-oeoorerereeere ee ren eee ee 


| this year. |}one respect at least—availabil- 
. \ _/ ity. But, he added, newspapers 


1 | Eugene R. Kelly, formerly with ,are read in some part by most 
Acme Shear Co., has been named to | People during some part of the 
She B Oo st on H erald - Trave er ‘the new post of assistant manager | day ap “a radio pe oor 
, F ’ ‘ ; _ | sion are often ignored complete- 

rese tionally by GEORGE A. McDEVITT CO., INC., New York + Chicago of the advertising and sales pro- | 
a ¥ Philadelphia + Detroit + Los Angeles. motion department of Joseph Dix- | lY- 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida on Crucible Co., Jersey City. 


| 


® With newspapers facing in- 
|evitable price increases, some 
| going as high as 10¢, Mr. Jones 
warned that quality improve- 
ments must keep pace. Al- 
though Gallup found that two- 
thirds of the public approves of 
newspaper price rises, Mr. Jones 
said that families are necessar- 
ily going to cut down on the 
number of papers they buy and 
choose more carefully among 
competing newspapers. 

To continue successfully, Gal- 
lup’s report declares, newspa- 
pers must not give the reader 
the same thing he has seen on 
television or heard on the radio. 
Instead, they must offer a dif- 
ferent and more thorough ap- 
proach. 


s | On Gallup’s report on adver- 
|tising, Mr. Jones said, “I 
° | heartily second its reader ap- 
peal and rejoice in the fact that 
; it is an asset and not a liability.” 

° 


| Mr. Jones cited the following 
fields in which the reader is 
vitally interested, but which do 
not get adequate and inviting 
handling in most newspapers: 
Medicine and its practice, edu- 
cation, religion, finance and 
opinion. + 


$240,000 Ad Drive Slated 


Majestic International Sales, 
Chicago, a division of Wilcox- 
Gay Corp., and sole and exclu- 
sive distributor of Grundig-Ma- 
jestic ultra high fidelity equip- 
,ment in the U.S. and Canada, 


A GOOD AD CAMPAIGN 


DELIVERS PLENTY ruat MEETS THE EYE 


... But good Merchandising at the to prove we can do the same for you. will spend $240,000 this fall 

to push its entire line. The pro- 

Point-of-Sale puts money in the till. If your present campaign is drib- motion will break with a four- 

And there's where we really shine. bling along, our nation-wide organiza- color page in the Nov. 11 Life. 

Four-color pages will run in 

For better than half a century, Chicago tion is staffed with experts who know December in Ebony, Esquire 

, h t ake ' : and Holiday. Other publications 

Show has helped advertisers attract ow to m your sales spurt! Give om the Met ace Leck. Netlonal 

customers with dynamic, compelling us a call. We can come up with an Geographic Magazine, Playboy, 

3 . . . ‘ Sunset Magazine and Time. 

Merchandising Programs created ingenious idea for a single display...a Stern, Walters & Simmons, Chi- 
the desire to buy whatever service or seasonal promotion ...a year-around cago, is the agency. 

merchandise they had to sell at the program for better Merchandising at 


Biedler Named Ad Manager 
point-of-sale. Right now, we are ready the Point-of-Sale. Richard T. Biedler has been 
named advertising manager of 
the electronics and instrumenta- 
tion division of Baldwin-Lima- 
Hamilton Corp., Waltham, Mass. 
He was formerly an account ex- 
ecutive with VanSant, Dugdale 
& Co., Baltimore. In his new 
post, he succeeds Samuel Ochlis, 
who is joining Arthur C. Ruge 
Associates, Cambridge, Mass., 
maker of temperature measure- 
ment equipment. 


Merchandising « the POINT-OF-SALE 


* Lithographed displays for indoor and outdoor use ¢ Animated Displays 
® Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik*® Seif-Stik Displays 


e Mystik® Can and Bottie Holders « Mystik® Self-Stik Labels ¢ Squee-zei" Geare-Marston Names Duffin 

D. J. Duffin, formerly public 
relations editor of Arndt, Pres- 
ton, Chapin, Lamb & Keen, Phil- 
adelphia, has been named public 
relations director of the Geare- 
Marston division of Ruthrauff 
& Ryan, Philadelphia. 


*® Econo Truck Signs *¢ Booklets and Foiders * Moided Plastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 Trademark Mystik Registered. 
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75-100 Theaters 
Seek Telemeter 
Pay TV Deals 


New York, Sept. 3—Interna- 
tional Telemeter Corp., a sub- 
sidiary of Paramount Pictures, 
which has been holding demon- 
strations of its Telemeter pay 
tv system in New York for the 
past few weeks, reports it now 
has between 75 and 100 appli- 
cations to operate Telemeter 
pay tv franchises. 

A good many of the applica- 
tions have come from theater 
operators. 12 theater chains are 
in active negotiation for Tele- 
meter franchises, with some in 
the concluding stages, Louis A. 
Novins, vp of the company, 
told reporters here this week. 

The chains in negotiation are: 
Century Theaters, Fabian The- 
aters Corp., Stanley Warner 
Corp., RKO Theaters, Loew’s 
Theaters, the Jamestown 
Amusement Co. (Shea’s) and 
Randforce Amusement Corp., é11 
of New York; Florida States 
Theaters, Jacksonville, Fla.; E. 
M. Loew’s Theaters, Boston; 
Butterfield Theaters, Detroit; 
Comerford Publix Theaters 
Corp., Scranton, Pa., and F. H. 
Durkee Enterprises, Baltimore. 


s One of the franchise inquir- 
ies Telemeter has received, 
however, came from a shopping 
center in Indianapolis. Para- 
mount had previously outlined 
sketchy plans whereby Tele- 
meter franchise-holders, such 
as shopping centers, could use 
the closed-circuit setup as a 
local advertising medium in the 
non-pay morning hours (AA, 
April 1). 

Mr. Novins said Paramount 
does not intend to participate 
in the operation or financing of 
the Telemeter franchises. How- 
ever, the company is an investor 
in the only two Telemeter 
franchises granted so far—one 
to a corporation in Los Angeles 
owned jointly by Fox West 
Coast Theaters and Telemeter 
—and another to Famous Play- 
ers Canadian Corp. Ltd., To- 
ronto, a theater chain owned 
50.2% by Paramount Pictures. 

Barney Balaban, president of 
Paramount, said Paramount 
Pictures will sell its motion 
pictures to any system of pay 
television that will make money. 

“We can’t hope to restore the 
economy we need” in the mo- 
tion picture industry, Mr. Bala- 
ban said, “unless we reach peo- 
ple in their homes.” But Para- 
mount must be selective in this 
process to avoid setting back the 
new entertainment medium, pay 
tv, Mr. Balaban continued. 


® Paramount has already an- 
nounced that Telemeter would 
go ahead with a system of pay 
tv using closed-circuit wire 
grids linked to homes rather 
than wait for the decision of the 
Federal Communications Com- 
mission on whether pay tv may 
use over-the-air-transmission. 
No further developments on the 
over-the-air question in pay tv 
are expected before mid-Sep- 
tember. # 


Economics Book Published 
Stackpole Co., Harrisburg, 
Pa., will publish “Common- 
Sense Economics,” by Gilbert 
M. Tucker, Sept. 12. The 
textbook is designed as a 
basic economics book or for 
collateral reading in _ high 
school and college. Price is 
$4.95. 
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Leo Burnett Names Three 

Leo Burnett Co., Chicago, has 
appointed Robert E. Crihfield, for 
the past five years a service man- 
ager with the agency, a field ac- 
count executive. Burnett also has 
appointed Manson Steffee a copy- 
writer in its tv-radio department 
and Robert J. Rowe to its television 
art staff. Mr. Steffee formerly was 
director of television production 
with VanSant, Dugdale & Co., Bal- 
timore. Mr. Rowe previously was 
with Kling Film Productions. 


‘Inquirer’ Advances Gatewood 
The Philadelphia Inquirer has 
consolidated its three Sunday roto- 
gravure supplements under a spe- 
cial representative, Joseph M. 
Gatewood. Mr. Gatewood, who has 


Webb Plans Largest Ad Push | 
Thomas J. Webb Coffee Co., 
Chicago, will use the largest budget 
in the company’s history to launch 
an advertising campaign Sept. 18. 
Keyed heavily to newspapers in| 
the Chicago area, the campaign 
will make use of whimsical coup- 
lets (“Good when resting—good | 
when rushing,” etc.). Other media | 
to be used include radio and tv 
spots, posters and car cards. 


represented the Inquirer in the 
New York area for the past 10 
years, will be responsible for ad- 
vertising in the Inquirer’s Today, 
Rotocomics and TV Programs, a 
new post. TV Programs will in-| 
clude advertising for the first time | 
on Sept. 29. 
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Thompson Company. 
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A giant cat walk 


between the Wrigley 
Building and the 
Prudential Building 
would be mighty 
convenient for Chicago 
agency folks... 

especially to the Top Of 
The Rock at 4:00 P.M. 
We’ve measured the gap and 
our giant tower (over 

Y4 mile) will fit. . . with 

a little left over! 
Suggestion: Try measuring 
the giant SALESpower 

of our 1572’ tower 

in Oklahoma. 
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Prudential Building, Offices of—leo Burnett Company, 
Inc., Calkins & Holden, Inc., D'Arcy Advertising Company, 
Needham, Lovis and Brorby, Inc. 
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New study shows the Sun-Times now is tied 


in No. 1 spot in city coverage and has made the biggest coverage 
gain of any Chicago daily newspaper. 


SUN-TIMES 45% 


TRIBUNE 45% 


AMERICAN 38% 


DAILY NEWS 31% 
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New 1957 Coverage and Duplication Study again shows no single Chicago 
daily covers a majority of the market. It still takes 2—and the 2-paper 
combination with widest coverage aut, is the Sun “Times and Tribune. 
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Higher Freight Rates, Premium Canadian 
Dollar May Boost Newsprint Price Again 


New York, Sept. 3—Is_ the 
price of newsprint going up again? 

Some people in the business see 
a forewarning of this possibility in 
a release issued by R. M. Fowler, 
president of the Canadian Pulp & 
Paper Assn. and also of the News- 
print Assn. of Canada. Mr. Fowler 
cited recent freight rate increases 
and the premium on the Canadian 
dollar as contributing to mounting 
costs of Canadian paper mills. 

Speaking specifically on the 
newsprint situation, Mr. Fowler 
said that “for companies producing 
newsprint and pulps, which enter 
heavily into export trade, the fi- 
nancial problem has been greatly 
intensified by the abnormally high 
premium on the Canadian dollar. 


s “This premium,” he said, “has 
now increased to record levels, 
above 5% in relation to the U. S. 
dollar.” (The Canadian dollar was 
quoted Aug. 20 at $1.06 in relation 
to the U. S. dollar, but today it 
dropped back to $1.0594). 

“For newsprint exports this 
year,” Mr. Fowler said, “the loss 
on exchange suffered by Canadian 
newsprint mills has been nearly 
$15,000,000, or nearly $6 per ton in 
terms of Canadian dollars. 

“The distortions and difficulties 
‘caused by the abnormal and ar- 

tificially high value of the Ca- 
nadian dollar on Canada’s major 
exporting industries,” he said, “has 
become an urgent and pressing 
problem. These export industries 
are vitally important to the main- 
tenance of the whole Canadian 
economy, and the exchange prob- 
lem,” he declared, “must soon re- 
ceive attention.” 


# In addition, Mr. Fowler noted, 
the recent freight rate increase of 
about 7% by U. S. railways was 
followed by Canadian carriers. 

Mr. Fowler’s remarks are inter- 
preted by some mill representa- 
tives and newsprint buyers here as 
a signal that newsprint prices may 
be boosted again about the first of 
the year, despite the fact that in- 
creased production capacity has 
eliminated shortages and delays 
in delivery so that customers, for 
the most part, can now obtain their 
needs fully and promptly. 

As previously reported (AA, 
Aug. 5), with newsprint produc- 
tion at 4,277,002 tons and consump- 
tion at 3,444,079 tons for the first 
half of ’57, the newsprint industry 
enters the second half with a sur- 
plus of 833,923 tons. A year ago 
the surplus was 608,037 tons. 

If a newsprint price hike is in 
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the offing, some market observers 
point out, it will be based not on 
the traditional economic formula 
of supply and demand, but on fac- 
tors that have not previously been 
important in the equation: name- 
ly, currency exchange and so- 
called fringe costs, such as freight 
rates, which formerly were more 
or less stable and predictable but 


which now have become a cost 
item of considerable weight. 


® Another factor not frequently 
mentioned has been the drought 
this summer. Several mills have 
reported production schedules cur- 
tailed by low water supplies since 
June. 

The last price increase for news- 
print was put into effect early this 
year, when the base price was 
raised $4 a ton, which made the 
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delivered price here $135 a ton, the 
highest it has ever been. + 


Ken Seitz Adds 2, Drops 1 

Ken Seitz & Associates, Milwau- 
kee, has been appointed to handle 
advertising for Johnston Lawn 
Mower Corp., Brookhaven, Miss., a 
subsidiary of Jacobsen Mfg. Co., 
Racine. Seitz recently resigned the 
account of Power Products Corp., 
Grafton, Wis., after the company 
was purchased by Tecumseh Prod- 


ucts. Wesley Aves & Associates is 
the former agency of record for 
Johnston Lawn Mower. Seitz also 
has been named to handle adver- 
tising for Panef Mfg. Co., Milwau- 
kee, maker of liquid graphitoid 
lubricants. 


Cauchotex to Posner-Zabin 
Cauchotex Industries, San Juan, 
P.R., has appointed Posner-Zabin, 
New York, to handle U. S. adver- 
tising for Fortex buckets and pails. 


Now that the man of the house often shares the family 
shopping, it is important to reach both men and 
women, You can reach more of both in Reader’s 


Digest than in any other magazine 


25% of the country reads 
America’s favorite magazine 


Toiletries advertising can reach 
32 million people in Reader’s Digest- 
the nation’s largest magazine market 


If you want to sell new glamor to a woman, a 
smoother shave to a man, or a better toothpaste 
to people on the lookout for new ideas and new 
products, you can reach more of them in Reader’s 


Digest than in any other magazine. 


Now, a new study shows that a single issue of the 


Digest reaches: 


@ One out of every four Americans 10 years of age 


or older. 


e@ 17 million women—4 million more women than 


any other magazine studied, including those edited 
expressly for women. 


e@ 37% of the people in homes where family income 
is $7,000 a year or over. 


Advertising in the Digest—directed to this 


giant market—has 168 million opportuni- 


ties to be seen. 


Here is why: This new study shows that 32 mil- 
lion people read every issue. The average person 
reads his copy on 5.3 different days. This gives a 


total of 168 million “reading days” . . . 168 million 


opportunities for your message to be seen, to be 


read... and to “‘sell.” 


three to one*. 


In ‘‘opportunities to sell,’’ the Digest leads 
all other magazines 


studied by more than 
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Two Silversmiths Set to 
Shift Agencies Jan. 1 
International Silver, Meriden, 
Conn., will consolidate its account 
in one agency Jan. 1 when it moves 
its Holmes & Edwards silverplate 
from McCann-Erickson to Young 
& Rubicam, the agency which han- 
dles International Sterling, stain- 
less and 1847 Rogers Bros. silver- 
plate. Y&R has handled portions of 
the International account since 
1926. The Holmes & Edwards brand 


bills about $350,000. 

A second silverware account due 
to shift agencies Jan. 1 is Towle 
Silversmiths, Newburyport, Mass., 
which will be moving from Cun- 
ningham & Walsh to C. J. LaRoche 
& Co., New York. The account bills 
about $300,000. Towle has also 
appointed Arthur L. Roy, formerly 
manager of advertising production, 
to the post of advertising manag- 
er. Mr. Roy, who has been with 
Towle since 1946, is assuming the 
duties of R. S. Adams, advertising 


vp, who retired last fall. 


Albini Joins Elgin Watch 

Alvo Albini has joined Elgin 
National Watch Co., Elgin, IIl., to 
supervise public relations of the 
company’s watch division. He suc- 
ceeds William McMackin, who has 
been named staff assistant to S. D. 
Moorman, vp in charge of market- 
ing for the watch division. Mr. 
Albini previously was director of 
publicity for Mahogany Assn. Inc., 
Chicago. 


3-D Exec Visits Japan | 

Madelin Martin, account execu- | 
tive for 3 Dimensions, Chicago, | 
exhibit and display company, will | 
study the Japanese approach to ex- | 
hibits and display designs during a | 
six-week trip to the Orient. The! 
company says it wants to carry) 
further the adaptation of Japan’s 
clean design and light-weight con- | 
struction to American materials, 
such as plastics, aluminum and 
light steel. 


What do “‘selling opportunities’’ really mean? These 
168 million opportunities reflect the greatest power 
of Reader’s Digest: the faith that makes people turn 
to this magazine more often than to others—the 
kind of faith that leads people to action. 


That is why advertisers are reporting some spec- 
tacular sales results, attributing them directly to 
the power of the Digest’s responsive audience. 


In the first six months of 1957, advertisers 
spent 63% more in Reader’s Digest than in 
the same months of 1956. 


Now you can take advantage of the Digest’s un- 
usual new opportunities—available at a surprisingly 
low cost per thousand readers. 


Call us for an analysis of the way Reader’s Digest 
covers your market in the U.S.—and around the 


world. In New York, call MUrray Hill 4-7000; in 


Chicago, WHitehall 4-2544; in Detroit, TRinity 
5-9600; in Los Angeles, OLive 3-0380; in San Fran- 
cisco, EXbrook 2-3057. Or write to: Reader's Digest, 
230 Park Avenue, New York 17, New York. 


*Data from: “A Study of Seven Publications” conducted by 
Alfred Politz Research, Inc. 


People have faith in 


fReader’s Digest 


America’s largest magazine circulation— 
over 1 million copies sold every month 


FASTER, SMOOTHER—Shown here is a 

counter display promoting Max 

Factor & Co.’s new pre-electric 
shave lotion, 


Thurston to ‘Grade Teacher’ 
Homer R. Thurston has joined 
the Chicago sales office of Grade 
Teacher. He formerly was with 
Capper Publications in Chicago. 


of Boosting Sales... 


...in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and 
KPIC-TV, Roseburg, give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's Sth largest market... 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 
you! 

Contact your Holling 
man, or Moore and 
(Seattle-Portland). 
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effective September, 1957, 


MASONRY BUILDING 
will change its name to 


BUILDING CONSTRUCTIO 


THE METHODS MAGAZINE OF BIG 


...to provide a significantly new and vital broadened editorial service 
for those who design and build commercial, industrial, 
institutional and government buildings. 


| with the change of name the editorial base of BUILDING 
CONSTRUCTION ILLUSTRATED will be broadened to more closely serve the expanded 
character and needs of its readership. 


In the years that it has been published as MASONRY BUILDING, the magazine has 
established a substantial paid subscription list of architects and general con- 


tractors, in addition to its mason contractor, concrete contractor and supplier 
subscribers. 


These architects and general contractors subscribed to MASONRY BUILDING 
because it provided them with practical ‘“‘how-to-do-it’”’ design and erection tech- 
niques and methods in the area of masonry construction. 


In the past two years it has become increasingly evident that the everyday reading 
interests of architects and general contractors in construction methods and tech- 
niques as applied to buildings, extends beyond the area of, and in addition to, 
masonry construction. Research has demonstrated that this need for big building 
construction “know-how” was not being serviced by the existing magazines 
published for architects or for contractors. 


Much of the success of modern building construction today depends on the com- 
bined willingness of the architect and contractor to use a product and the known 
ability of the contractor and his crews to install or employ the product econom- 
ically. Thus today, a greater ‘‘team”’ effort is required than ever before. 


Now BUILDING CONSTRUCTION ILLUSTRATED, in response to this demand, will 
provide for architect, engineer and contractor an illustrated ‘“‘methods’’ magazine 
concerned exclusively with erecting non-residential buildings. 


The men who are changing the face of America—contractors, architects, engineers 
and their staffs—have a common denominator of professional interest—how to 
design and erect better buildings at lower cost. 


It will be the aim of BUILDING CONSTRUCTION ILLUSTRATED (0 serve this common 
interest of the men who design, specify and apply structural products. 


As a member of the INDUSTRIAL PUBLICATIONS, INCORPORATED family of publica- 
tions—the world’s largest and most experienced publisher of construction mag- 
azines—BUILDING CONSTRUCTION ILLUSTRATED will have the benefit of the same 
publishing and editorial talents that have been responsible for Masonry Building 
and such outstanding Industrial Publications, Inc., publications as Building 


Supply News, Practical Builder, Brick & Clay Record and other magazines and 
technical books. 
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MASONRY BUILDING e 
January, 1957, will remain 
unchanged for BUILDING 
CONSTRUCTION 
ILLUSTRATED. 


ILLUSTRATED 


BUILDING 


Facts about BUILDING CONSTRUCTION ILLUSTRATED 


© MARKET BCI to serve an expanding $18.5 billion industry—con- 
struction, repair and remodeling of commercial, industrial, 
$18.5 billion is the present annual construction rate of new institutional and government buildings. 


commercial, industrial, institutional and government build- 


ings including repair and remodeling. ad 
Economists enim at sonoag aoe Be stimulate POPULATION ™ f — 
onstructi jemand to new heights o on per year * : 
in pecaigad categories in mage toky be pon 28 ng ‘ jee OO ia F 
- nee woh 
CONSTRUCTION , 
® EDITORIAL SCOPE ‘ 


The broadened editorial scope of BUILDING CONSTRUC- 
TION ELUSTRATED will be of common interest to the or- BCI to provide Architects, Engineers and General ,Mason 
Cited end contrector buidhg “Yeon”. and Concrete Contractors a unique service: illustrated 


BCI will provide them each month with highly illustrated, “ ms : , 
Silat Yeiaineted tie tin tina enh tance eatin of how to’ information on newest methods of design and 
construction of big buildings. 


utilizing materials, tools, equipment ang manpower in the 
design and construction of big buildings. 

BCI will have no editorial interest for the home builder, 
already served by excellent magazines. Nor will it treat 
engineered construction apart from building structures, for 
these areas of civil engineering are also well served by 
existing publications. It will not deal with architectural 
design, except os design relates to construction methods 
and materials. 

BCI's sole and unique service will be to assemble, publish 
and circulate methods “know-how” as applied to all 
building structures. 


® ADVERTISING IMPACT 


BCI’s singular “how to” service to the Big Building team provides active buying 
climate for advertisers of building products, tools and equipment. 


For the first time, the building construction industry will be served by a publication devoted exclusively and 
entirely to the methods and techniques of designing and erecting buildings. 

Your advertising and sales message, presented in the climate of on-the-job articles and pictures, will have 
the undivided building-construction attention of the specifying, buying and installing factors necessary to 
make sales for you. 


MORE INFORMATION! Detailed information about the fast-expanding Big Building market and 
BUILDING CONSTRUCTION ILLUSTRATED 's complete coverage of the market's specifying and 
buying factors is now available. 


Ask your BUILDING CONSTRUCTION ILLUSTRATED representative for the colorful new Market 
Data File. 


BUILDING CONSTRUCTION. 
7 ILLUSTRATED | 
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COMPLETE DIRECT MAIL SERVICE 


imprinting d&& 
zmmailing, inc. 
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L. W. Kent Joins Grey 

L. W. Kent, formerly an adver- 
tising manager of Gertz Depart- 
ment Stores, has joined Grey Ad- 
vertising Agency, New York, as an 
account executive. 


Dancer Names Heller 

Norman Heller, with the agency 
since 1955, has been named director 
of copy and motivational research 
by Dancer-Fitzgerald-Sample, New 
York. 
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California Vintners 
Boycott Competition; 
Hit ‘Ringer’ Entries 
San Francisco, Sept. 3—The 
“grapes of wrath” might well sym- 
bolize the current attitude of many 
of Northern California’s best 
known quality wineries, which 


have launched a boycott of the 
wine judging competition at Cal- 


.., adding its 73rd 
live station 


and boosting coverage 
to 92.6%* 


abc-tv checks into MIAMI 


Bag and baggage, we’ve moved into Miami 


—on spanking-new WPST-TV, 


Channel 10. 


And not as seasonal visitors. We’ve come to 


stay. 


From its August ist air date, WPST-TV 
has been a full-time ABC-TV affiliate. Now 
all Miami can see all ABC-TV shows —as 


scheduled and programmed. 


Now ail ABC-TV advertisers are assured 


of live, competitive access to 


the nation’s 


17th market and its $2 billion buying power. 

Affiliating with WPST-TV raises ABC’s 
live coverage to 77.9% of all U.S. television 
homes. Coming: live, competitive ABC-TV 
affiliates, this season in Norfolk, Indianapo- 
lis, New Orleans, Omaha, Youngstown, 
Boston, Amarillo, Peoria, Pittsburgh. These 
push our live coverage to a thumping 85%. 

If you’re not fully checked out on the bur- 
geoning, live ABC-TV coverage story, you 


should be. Now. 


WINCHELL 


ifornia’s famed state fair, which 
opened Aug. 27 at Sacramento. 

Wineries which have refused to 
submit entries in the competition 
include such well-known names as 
A'medan, Beaulieu, Inglenook, 
Charles Krug, Louis Martini and 
Wente Brothers. 

“In the last few years,” explains 
Louis A. Benoist, president of Al- 
medan Vineyards, “many wineries 
have been entering wines which 
they don’t sell publicly—and qual- 
ity they don’t sell publicly.” 


s One large winery, unnamed, 
was accused by Mr. Benoist of pre- 
paring small batches of prize-win- 
ning Cabernet Sauvignon and Pi- 
not Noir in a recent competition, 
after which the winery advertised 
widely that it had won gold medals. 

“The rub is,” Mr. Benoist de- 
clared, “the winery does not sell 
those types of wine. I think people 
ought to enter only the wines they 
commonly sell.” 

Kenneth Fry, chief of the bureau 
of exhibits at the state fair, said a 
number of wineries, such as those 
which are now boycotting the fair, 
want the judges to buy competing 
wine at random from store shelves. 

Don W. McColly, president and 
general manager of the Wine In- 
stitute, at San Francisco, said he 
hoped all wineries could be per- 
suaded to return to the competition 
at the 1958 Fair. + 


Ad Council Board 
Sets San Francisco 
Meet—lIst in West 


San Francisco, Sept. 6—For the 
first time in its history the direc- 
tors of the Advertising Council 
will hold their monthly business 
meeting west of the Mississippi 
when they meet here Sept. 19 for 
an all-day session. 

More than 30 directors and of- 
ficers of the council are planning 
to attend the meeting. Usually they 
meet in New York, but by moving 
the event to the Bay City, accord- 
ing to the council, “San Francis- 
cans will get their first peek next 
week at the backstage operations 
of a non-profit business organiza- 
tion responsible for such uncom- 
mercial and diverse matters as 
‘Smokey the fire prevention bear,’ 
adequate funds for colleges, better 
mental health, the drive to fill the 
pews of churches and aid for ref- 
ugees from communism.” 

A morning business session and 
a dinner meeting have been sched- 
uled, to give top business leaders 
and advertising executives an op- 
portunity to get acquainted with 
the mechanisms of the volunteer 
organization. A special report on 
the forest fire situation will be 
given during the morning session, 
with speakers including Chief 
Richard E. McArdle of the U. S. 
Forest Service. 


= In a single year, the Ad Council 
reports, hundreds of businesses 
and all major segments of the ad- 
vertising industry contribute some 
$150,000,000 worth of advertising 
time and space to the council’s 
public service projects. In the 
| course of a year, media and many 
| leading agencies back up 16 major 
campaigns and more than 50 other 
national welfare projects. + 


Black Joins Robinson Agency 
Charles A. Black has joined John 
J. Robinson Agency, Cincinnati, as 
a vp, account executive and direc- 
tor of radio and television adver- 
tising. For the past three years, Mr. 
Black was vp of Gordon Broad- 
casting Co. and managing director 
of Radio Station WSAI, Cincinnati. 


Ulrich Opens New Studio 

Norm Ulrich Art Studios has 
moved into a new $118,000 build- 
ing at 6930 Roosevelt Rd., Oak 
Park, IIl., a suburb of Chicago. 
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Charles W. Mayo, M. D. 
Editor-in-Chief 


Your Advertising Will Earn More in 
This Journal, Busy Doctors Buy to Read, 


Precisely tailored... 


... for those busy doctors who, continually on the alert for new ideas, look to 
their colleagues in the forefront of medicine for the latest improved successful 
methods in diagnosis and treatment. 


For this reason alone, they buy POSTGRADUATE MEDICINE. 


... and for those astute advertisers who, looking for the best return on their 
selling dollars, concentrate their advertising where they concentrate their de- 
tailing—on their busiest doctors. 


That’s why we say, your selling dollars 


earn more in the journal precisely tailored for your busiest doctors. . . 


. Postgraduate Medicine 


eee - pecan eee aa) fae a ea at oe a ee ppt, Se ee re oo ae .— Siete a ore mae pee se a SO re a ae aa Ree i , ae ee 
Se RS WS tise ea gue: ee ee en ae ge : Sea el PS ee eee 4" ee ie ean eA ~Y ts ee ee RMR ays MY seas cw ereiene OF 1 eee ts SE eae rr 
ee E tee SE RN ig eae uae ey ee ag eat : Bee ee aA ae Oka 7) EO: ae ag Ace aA ces a gle Ieee 2 ale Pe en, 
pig tS ; ae zs aia et os lis ey ts ees eee oS Sets. Sore ee eet ces 5 sae ie Sg a tate ee OS ee Sey oe a ee = ee a ae ce 2 ee a aa a tae 
fat ae ' . . . b - . “ * ; ee 
‘. sis Official Journal of : - eas ait ace Site é 
the Interstate Postgraduate Medi Or 
r . 
: ical Association ~~ 
j aa 7 ae ve Cs ; 
; ee ee Vena nol 2 
“ . = " ‘ : i 7s - . 
: Seep page Cag ; - 7 
ome Se ay : ves 2 piel 
Say’ . ! ax 3 —_ : * ; ‘5 at 
mee ne 
: ; é ‘ ; ae ey, pe. ea ve eS Eee ae ae Ns, 
E ; tos eS : By ‘ Pee ate ee 
/ a A ES Ng LAS bere en a é “a 
; =. g Ja : : 
bs a ee oe ‘SS . : 
‘ r » le eo or ae ' Faerie _ 
; 7 Do, Oe ee 
- ‘ err ahs A ese” ' 
<e> 2 ooo a 7 
% : . ee Se ou * . 
, ae ee aR ‘ a 
: , : ‘ ve 7 ay hus Ee 
. ‘ : 
. “2 “s 
, : “3 4 Be 
; : Fi . : 2 
A ne : be aah 3 bad daisies a ¥ 
2 ; : r ; 
Re 
“ 
2 
‘ 
i Pe ee Pera eee ee 
y — : 3 “ 
: aay - ee ~ —_—— —- ~ - ~ — — a tc eee “a i 3 sate or ; - ' - " ‘ 5 ‘ 
eeiecegae i ae lah come tt e Se ate eae ee ee eo ee Eo ee ae 3 lig age em mais ; ais ‘i. Rater ends ye hoes a. es ee es eee ree 
Cal ie a, es : ese. ge aS a ie ee ae ? ee pig Se a BPA rn RES Pema fe <eager ee © +.) a ee By Mia pe a a gi “sgn Sala a a a ec eae 
eae 2 pce lg cer bs F Rabati Se Fade fa) 5 oe ka Slice Sg a ie ee es tar ROA, Reem {Rr eme Py Es Mo See eek ae eee PS 8 2 ie eee 2 es en 
one ee ee Mee te en Fee ee ee er eee ee ocr Bo a | Se Me pee oo" get, ae ee nc eS owes 
Pas /2' pe a re OR oc gem ie Cis ms Stic ee. ae ae ee ee i eee ga wee pai A ie eee eS eee Se es 
mer i Ad eh ae aaa a hier Ber tole At A a a Tw cis Se ah ene geet etree erge et 7 ger I I racer AEs es Bee ariel nec: Dae * ie. i mamas ca a SE 8 iN 3 rei 7 e ek gs ts — a Toe Be 
5 OS Ne Pee te i ae a RR SS ee eek ee ah ee Mer Mita 2 yas ah eh) a ee eS Ct ee 8 on Beep Se ce me TS ee Se SS SE,” «oy a Reap ar 


ere Ab, 


= 


36 


Property Owners 
Warned of Ad Hoax 


Victimizing Sellers 


New York, Sept. 3—Property 
owners who want to sell their 
homes and business men who 
have businesses for sale were 
warned today by Thomas Spellacy, 
state insurance commissioner of 
Connecticut, in a news broadcast 
on CBS, to beware of what he 
called an advertising hoax now be- 
ing operated in that state by New 
York City “con men.” 

The gimmick works this way: 
Home owners and small business 
men who want to sel] their stores 
or service stations are approached 
by salesmen offering specialized 
advertising services to facilitate 
the sale of the property. In some 
cases, victims are induced to buy 
space in a so-called buyers’ guide. 
In other cases, the gyp artists get 
an advance fee for bringing a po- 
tential buye: into the picture. 

The racket is not confined to 
this area, Allan Backman, exec 
vp of National Better Business Bu- 
reau, told Apvertistinc AcE. He 
called Mr. Spellacy’s warning 
timely. The hoax, he said, is be- 
ing practiced also in Chicago and 
Los Angeles. Numerous complaints 
have been received by the bureau, 
he said, and also by the Federal 
Trade Commission. 


s In advance fee propositions, he 
said, advance payments are re- 
quested by the promoter, pur- 
portedly for aggressive campaigns 
designed to sell the business man's 
property. Some—but not many— 
advance fee promoters have been 
real estate brokers. 

Initial contacts with business 
men often are made by mail or 
through classified advertisements. 
Once the contact is made, the 
salesman will state that he has a 
sure prospect in mind and needs 
the advance fee to arrange for a 
visit. In other cases, promises of 
a widespread advertising cam- 
paign serve as justification for 
the advance fee. 

In some cases, Mr. Backman 
said, the advance fee is estab- 
lished as a certain percentage of 
the asking price. In such cases, 


the salesman frequently recom- | 


mends a much higher asking price 
than the client intended. By doing 
so he not only provides for a 
larger fee, but establishes a plau- 
sible reason for the subsequent 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! Consistent high 
program quality, at the lowest 
cost, makes WGN a good buy 
— your smartest buy today in 
Chicagoland! 


failure of the property to sell de- 
spite the best efforts of the pro- 
moter. 

In other cases, Mr. Backman 
said, promoters sell advertising 
space in so-called buyers’ guides. 


s Last January the FTC issued 
a cease and desist order against 
the U. S. Buyers’ Report, pub- 
lished by a company called Na- 
tional Buyers Guide, Los Angeles. 
It has since gone out of business. 
Its salesmen sold advertising rang- 


ing from $175 for a 75-word classi- 
fied ad to $1,625 for a b&w page. 
As long ago as 1954, the state 
of New York revoked the real es- 
tate license of a company called 
Charles Ford & Associates of the 
East. It had an office in New 
York City and charged clients who 
wanted to sell property retainer 
fees ranging from $150 to $3,000 
for advertising services. It was 
affiliated with companies of the 
same name in other parts of the 
country. The local company has 
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gone out of business as a result 
of NBBB pressure and the revo- 
cation of its state license, Mr. 
Backman said. 

This past May, the FTC issued 
a complaint against the Ameri- 
can Business Exchange in Chi- 
cago. It had a corps of salesmen 
who solicited business from pros- 
pective property holders anxious 
to sell and charged advertising 
fees—and also, in some instances, 
advance fees—for securing buy- 
ers. It also is reportedly out of 


business. 
“The publication of books or 
directories appears to be less 


prevalent at the moment,” Mr. 
Backman said. “These promoters 
currently are using direct mail 
campaigns to interest sellers. Con- 
tracts currently being offered in 
connection with such propositions 
usually stipulate an advance fce 
for services.” 


= NBBB has issued a warning to 
business men on these promo- 


ALL ABOARD . . . or Vs new 


SCREEN 


For Information 


and Screening 
WRITE! WIRE! CALL! 
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tions, Mr. Backman said. It urges 
the following steps: 

1. “Investigate the reliability 
and reputation of the promoter.” 

2. “Read and understand the 
contractual agreements thorough- 
ly before signing. Remember the 
company is not obliged to provide 
any services not included in the 
contract.” 

3. “Request written substantia- 
tion of any claims made by sales- 
men which do not appear in the 
contract.” 


“In short,” he added, “before 
you invest, investigate.” + 


Canadian Union Asks for 
Conversion of TV to Color 

A Canadian labor union, United 
Electrical Workers, has asked the 
Federal Government to convert 
the Canadian Broadcasting Com- 
mission television operations to 
color to create a market for color 
tv sets. The request reflects de- 
clining tv set sales which have 


caused layoffs in the industry. 


Canadian General Electric has 
announced suspension of tv set 
production at its Royce works in 
Toronto for mid-October “until 
inventory comes into balance.” 
The shutdown will affect about 
100 employes. 

Canadian tv-set sales declined 
50% to 107,000 in the first half of 
the year from 216,100 in the corre- 
sponding period of last year, and 
the immediate market in Canada 
is nearing the saturation point, 
makers say. All dense-population 
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areas now have tv coverage, and 
sales are largely of sets for re- 
placement. Thus, most of the 14 
manufacturers left in the business 
(there were 20 in 1955) are cut- 
ting back operations. Most of the 
six which disappeared were ab-|' 
sorbed by larger units. 


an sects Siete — ae i, 


Cold Injector Westinghouse 


“COMMAS FOODS AND ORIEKS FASTER THAN ARY OTHER REPRIGERATOS 


‘Golf Digest’ Names Jones 

Golf Digest, Evanston, Ill, has 
named Frank Jones Co., New York, 
its eastern ad representative. 


dimension in syndicated first-run '/2 hour adventures! 


i \sonms 


Starring ALAN HALE 
as CASEY 


... with a top supporting cast 


including the “CANNONBALL EXPRESS!” 


SCREENWGEMS, INC. 


TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP. 
711 FIFTH AVENUE, 


NEW YORK 
711 Fifth Ave. 


DETROIT 
709 Fox Bidg. 


BOBBY CLARK 
as CASEY, JR. 


CHICAGO HOLLYWOOD 
230 N. Michigan Ave. 1334 N. Beechwood Dr. 
Plaza 1-4432 Woodward 1-3979 Franklyn 2-3696 Hollywood 2-3111 


KOAT-TV 
KGNC-TV 
KERO-TV 
WAAN-TV 
WAFB-TV 
KBOI-TV 
WBZ-TV 
WGN-TV 
KYW-TV 
WW45J-TV 
KJEO-TV 
KLAS-TV 
KTTV-TV 
WPIX-TV 
WPFH-TV 
KPHO-TV 
KDKA-TV 
KGW-TV 
KVIP-TV 
KCRA-TV 
KTNT-TV 
KVOA-TV 
WTOP.-TV 


PRE-SOLD 


IN THESE TOP TV MARKETS! 


cooi—Four-color Sunday supple- 
nent ads Sept. 22 featuring single 
Westinghouse appliances will be 
part of the over-all fall push on 
the company’s major appliance 
“family” (AA, Sept. 2). McCann- 
Erickson is the agency. 


to 
choose 
from 


at... 


HOTEL CLEVELAND 


se~ Cleveland Room 


Dine in the splendid old world 
setting of o grand dining 
room. The meny is voried, the 
service unexcelled. 


eaten 


[Byenge Moo 


One of the brightest of the city's 
supper clubs. Dancing nightly 
from 9:00 p.m. 

Air conditioned, of course. 


Albuquerque, N. M. 
Amarillo, Texas 


Bakersfield, Cal. eo ee rae 
Baltimore, Md. = 
Baton Rouge, La. ce Ki Room ) 
Boise, Idaho A true specialty restaurant. 
Boston, Mass. long adr nd ye 
Chicago, Ill. to your order. 

Cleveland, Ohio ee 
Detroit, Mich. to MEN’S BAR 
Fresno, Cal. Strictly stag — is this “all male 
Las Vegas, Nev. en ew ee 

Los Angeles, Cal. ee ee 

New York, N. Y. IERIE or Ree! vane 
Phila.-Wilmington 

Phoenix, Ariz. all TRANSIT BAR 
Pittsburgh, Pa. ance tar atie aie. 
Portland, Ore. Sideer raids wane” 
Redding, Cal. eRe eee re “OS Ah. Sable BE 
Sacramento, Cal. 

Tacoma, Wash. im “DANO 
Tucson, Ariz. 


Pouse — in the reloxing, informal 
atmosphere of the gayly decorated 
Patio. It's a Cleveland habit to 


Washington, D.C. 


soy — “Meet me at the Patio.” 


se Coffee Shop 


Service is brisk and decor cheerful 
in the modern, air-conditioned 
coffee shop. Enjoy o tasty sandwich 
or a moderately priced meal. 


NEW YORK, N. Y. Atl Cte j, j 
NEW ORLEANS TORONTO 
1032 — 102-108 Peter St. CLEVELAND, OHIO 


WRITE OR CALL FOR YOUR RESERVATIONS NOW 
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Esterbrook Launches Sajari 
Esterbrook Pen Co., Camden, N. 
J., will use five four-color pages in 
Life, starting Oct. 14 through Dec- 
ember, to introduce its new Safari, 
twin cartridge fountain pen. Theme 
of the campaign is that the Sa- 
fari, which has a spare ink car- 
tridge, “holds 40% more ink than 
any ohter fountain pen.” It comes 


|Ranch Dinner Promotion Set 


The Cling Peach Advisory 
Board and Pet Milk Co. in their 
annual joint fall drive in October 
and November will concentrate 
on a ranch dinner theme. The 
two companies have conducted a 
joint fall promotion for the past 
10 years. Magazines, newspapers, 
tv and radio will be used to push 


in one model, in a number of col- | the ranch dinner. Other co-spon- 
ors, and will receive merchandising|sors this year will be Pillsbury 
and trade promotion in addition to! Mills (for Ballard biscuits) and 


the Life schedule. 


the National Broiler Council. 


Dow Sets Drive for Syl-mer 

Dow Corning Corp., Midland, 
Mich., will launch a spot radio 
campaign in 15 markets for its 
Syl-mer, a silicone-based, water 
repellent fabric finish, on Sept. 
23. The drive will last four weeks, 
airing a total of 1,088 one-minute 
spots on 41 stations. The Syl-mer 
musical jingle and local merchan- 
dising information presented by 
station announcers will be used 
in the spots. Anderson & Cairns is 
the agency. 
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Chain Store Price Cutting Strangling Small 
Tobacco Shops, Toronto Tobacconists Say 


Toronto, Sept. 3—Chain store 
price cutting is forcing Toronto’s 
small retail tobacco stores out of 
business, according to J. C. Farr, 
president of the Toronto Retail 
Tobacconists’ Assn. 

Mr. Farr said unless a solution 
to the problem is found, metro- 
politan Toronto’s 550-odd retail to- 
bacco stores might all eventually 


*In case you haven't met these three 
media experts before: Hi stands for high 
acceptance; Brod for broad market cover- 
age and Lo for low cost. They all apply, 
of course, to the Post-Gazette. Why not 
put them to work for youl 


How Straight is Curved? 


Pitching curves is all right on the baseball field. But when you spend 


advertising dollars, you want the straight facts. And here they are:—In 


Pittsburgh, a recent study shows the Post-Gazette at the top of the heap 


in both men’s and women’s readership of general news pages with ad- 


vertising. Which means your ads in the Post-Gazette have a far better 


chance to get read—and acted upon! Another reason why 


, NES: 


Goll? HAS Hafyoonud in Pittaturgh 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


be forced to close. 

“We are facing a real crisis in 
our business,” said Mr. Farr. “The 
chain stores are growing like a 
huge octopus and we are unable 
to compete with them.” 


® The tobacconists association has 
sent a telegram to Donald Flem- 
ing, Minister of Finance, asking for 
an immediate investigation of the 
situation “before thousands of 
small tobacconists are forced to 
close their doors and lose their 
livelihood and life investments.” 

Chief reason for the complaint 
is that chain stores are given the 
same prices as jobbers, who resell 
tobacco to the local retail stores. 
This means chain stores buy cig- 
arets at $2.69 a carton and can sell, 
at a profit, for $2.79 a carton. 
Small retail stores must pay job- 
bers $2.80 to $2.83 a carton. 

The situation has already driven 
nearly a dozen Toronto jobbers out 
of business, he said. Four years 
ago there were 62 jobbers in met- 
ropolitan Toronto. Today there are 
only 50, he said. 


= “Most of the jobbers have been 
forced to find sidelines in order to 
stay in business,” one large jobber 
said. “As the retail store sales 
drop, the jobbers lose out, too,” he 
said. 

Some jobbers have been buying 
cigarets at $2.70 a carton and sell- 
ing them to retail stores at prices 
as low as $2.72 to $2.75. “You can’t 
stay in business with that margin 
of profit,” the jobber said. 

Mr. Farr said the average small 
retail store might do $700 to $900 
business a week. “After paying 
wages, taxes and overhead costs, 
the storekeeper has less than $100 
left,” Mr. Farr said. 

“$50 or more of this money is 
profit from the sale of tobacco. If 
a store loses tobacco sales, it will 
be forced out of business.” + 


‘McCall's’ to Boost Rates, 
Guarantee, in August, 1958 
Giving advertisers a year’s no- 
tice, McCall’s has announced it will 
boost its rates and its guarantee 
with the August, 1958, issue. The 
guarantee will move from 5,000,- 
000 to 5,200,000 and ad rates will 
go up about 74%%. The magazine 
currently gets $17,750 a bew page 
and $24,220 for four-colors. 
William B. Carr, advertising di- 
rector, said the long advance notice 
—uncommon among magazines— 
was “a bit risky in a period when 
costs continue to increase at a 
fairly substantial rate, but we be- 
lieve that our calculations make 
this long-range planning possible.” 


Fairchild Boosts Abelson 

Nathan R. Abelson, for the past 
10 years, advertising promotion 
manager of Daily News Record, 
will succeed Charles W. Call as 
manager of the directory division 
of Fairchild Publications, New 
York, when Mr. Call retires Oct. 
1. Mr. Abelson joined the Fairchild 
organization in 1947. Mr. Call has 
been with Fairchild since 1919 and 
has headed the directory division 
since 1945. 


Morgan Managing KIXL 

Bill Morgan, formerly assistant 
to the president of McLendon 
Corp., operator of KLIF in Dallas, 
KTSA in San Antonio and KILT, 
Houston, has become general man- 
ager of KIXL, Dallas, owned by 
Variety Broadcasting Co. He re- 
places Robert E. Tripp who is now 
assistant manager and chief engi- 
neer. 


Wade Joins ‘This Week’ 

Edward R. Wade, art director 
of Parade for the past 16 years, 
has joined This Week Magazine, 
New York, as picture editor, 
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—the astonishing response that 
prompted Spencer Chemical Company 
to schedule its 1957-58 Poly-Eth Cam- 
paign exclusively in Newsweek 


Early in 1955, Spencer Chemical Company 
of Kansas City and its agency, Bruce B. 
Brewer & Company, tackled an imposing 
problem: 

How to make a modest advertising 
“i budget do an effective job in the 
: highly competitive polyethylene 
plastics field—and in the face of the 
fact that Spencer Chemical produces 

the raw material only. 


It was decided to concentrate the budget in 
two horizontal, executive media— Newsweek 
and another newsweekly. The copy line: Adapt 
the Spencer “idea” campaign, featuring the 
end products made by Spencer Chemical’s 


com-mu'ni-ca‘tive people at work 


customers, which had been running in a list 
of trade journals. 

The very first insertion in Newsweek, fea- 
turing a polyethylene mulch for strawberries, 
pulled 700 inquiries. Subsequent ads pulled 
and pulled, too—for as long as 60 days. 


Two years and 16 ads later, here’s the 
score: 

Since Spencer Chemical’s first “‘idea’’ ad 
appeared in Newsweek in August, 1955— 


31,159 firms and individuals have requested 
61,412 pieces of literature on end-product 
uses and 
4,278 samples of polyethylene products. 


And here’s the sequel: Spencer Chemical 
Company, understandably impressed by 
Newsweek’s demonstrated power to produce 
a better than 2% response from its total 
circulation in 16 ads, has chosen Newsweek 


as the exclusive medium for the advertising 
of Poly-Eth polyethylene during 1957-58. And 
why this remarkable pulling power? 

Newsweek is edited for 

COM-MU‘NI-CA‘TIVE PEOPLE 

—those with the dynamic capacity for influ- 
encing the opinions and actions of others in 
their family, business, social and community 
relationships. 


A great 1,150,000 market concentrated 
(94.9%) in the influence areas in business, 
industry, government and the professions. 
Great consumers. And great action-stimu- 
lators, too. 


__ the magazine for 
com-mu 


Newsweek 


‘ni-ca’ tive people 
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‘American Home's’ Model House Awards 
End Summer Sales Slumbers for 36 Builders 


New York, Sept. 3—Despite| The promotion is launched lo- 
the generally poor season most/cally when the magazine an- 
home building companies are ex-|nounces local winners by means 
periencing, 36 builders are likely | of special inserts for the state in- 
to show some startling sales gains| volved, showing drawings and 
before the year is out. They will|floor plans of the winning houses 
owe this happy turn of events/with an explanation of why the 
largely to a promotion now being/house was selected. The cost, 
carried on by American Home. |builder’s name and the architect 

These 36 builders will be the|are, of course, included. Special 
winners of American Home’s first 


“state supplement” stickers are 
attached to the covers of copies. 


= The magazine has been running 
these special supplements at a 
three-states-a-month clip. Cali- 
fornia, Texas and Pennsylvania 
appeared in June, and Ohio, Mich- 
igan and New York in July. Illi- 
nois, Massachusetts and New Jer- 
sey will be handled in September, 
Ohio, Michigan and New York in 
October. 

The pattern has been for the 
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winning builders to run tie-in 
ads in newspapers and on radio 
and tv, calling attention to the win- 
ning model home. Newspapers par- 
ticularly have been quick to give 
publicity to the local winning 
builder, and in some cases public 
officials have brought about civic 
festivities honoring the builder and 
his winning home. 


® Builders in the states thus far 
included have reported unani- 
mously that publicity, traffic and 


sales are ‘way above the pre- 
award period. 

“Weekend sales are running 
anywhere from 20% to 50% above 
the pre-award norm,” reports 
Hoffman-Manning Inc., New York, 
ad agency for a winning builder 
in New York. 

“Sales... have been tremen- 
dously increased, and we sold 12 
homes the opening day [of the 
award publicity] and eight homes 
in rapid succession the following 
three days,” says Warner-Kanter 


annual Citation Homes awards 
for “the best home for the 
money.” Three houses in each of 
12 key home building states are 
to be awarded the citations on 
the basis of value, special fea- 
tures, livability and regional suit- 
ability of style. 

The awards already have been 
made for homes in six states, pro- 
viding the builders involved with 
rare promotional value that all of 


them have parlayed with adver- 
tising into sharp sales gains. 


s American Home’s purposes in 
the promotion, the magazine says, 
are essentially (1) to upgrade 
consumer tastes and educate the 
consumer about house values, and 
(2) “to help builders sell more 
and better houses in 1957.” The 
magazine says it expects no di- 
rect advertising or circulation gain 
from the promotion, though it 


in food sales. 


TORNADO 


cery shelves. Daily News ads get the same 


result—and play a merry tune on cash regis- 
ters at the same time. Forecast: A whirlwind 


It doesn’t take a tornado 
to sweep food off gro- 


The Independent } 


600,000 Families . . . Largest Evening Cireule | . 


notes it has incidentally gained 
slightly in newsstand sales in sev- 
eral of the states involved. 

For purposes of the contest this 
year the magazine has limited the 
field to twelve states which ac- 
count for 70% of all new home 
building. (These states also en- 
compass 65% of American Home’s 
circulation.) 

Through direct mail and trade 
paper ads the magazine invited 
all builders in these states to sub- 
mit detailed plans and specifica- 
tions of model homes for judg- 
ment by a panel of experts. 

The judges are A. Quincy 
Jones, architect; George I. Good- 
year, private builder, currently 
president of the National Assn. 
of Home Builders; Norman 
Strunk, exec vp of the U. S. Sav- 
ings & Loan Assn.; Carl Norcross, 
executive editor of House & Home; | 
Hubbard Cobb, building editor of | 
American Home; Thomas P. Coo- 
gan, president of Housing Security 
Inc., and Mrs. Jean Austin, presi- 
dent and editor of American Home. 


KOA-Radio can fit perfectly into 
any advertising plan, large or 
small. In fact, it’s the only radio 
station — outfitted in every way — 
to sell the entire Western Market. 


ING —has been skill- 
fully tailored by KOA-Radio 
since 1925. It programs popu- 
lor local and regional shows 
to fit and please the tastes of 
4,000,000 Westerners. 

ALTERATIONS — cre unnecessary 
when you buy KOA-Radio. 
Your sales message feild by 
KOA... is sold by KOA 
throughout the rich Western 


Market! 
by 
Henry | \ iv, 
Christel ¢ Mi 
Co., Inc ay, 
—_ c 
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One of America’s great radio stations 
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When food products are advertised in the Daily 
News, the re-stocker knows there's a busy day ahead. 
Items advertised in the News move fast and have to be 


re-stocked often. 


yet 
B an se 


Daily News has 


or Sunday. 


The latest 


~-614,098. 


New records of in- 
terest to advertisers 


are being set almost 
every month at the 
Chicago Daily News. 

For 15 years the Chicago 
led every 
other evening newspaper in 
the country in total grocery 
advertising. And, of course, 
the Daily News carries more 
grocery advertising year after 
year than any other Chicago 
newspaper, morning, evening 


The Daily News continues to 
set new circulation records. It 
is the only Chicago daily to 
make steady circulation gains 

ing the whole postwar era. 
a ABC Publishers’ 
Statements filed, for the six 
months ending March 31, 1957, 
show the News with the high- 
est daily average in its history 


Miss Phyllis Wilde, Jewe 


She reads the Daily News 


of the Year,” works at her cz 
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Inc., a winning builder in Cin- 
cinnati. 

“Our sales have doubled since 
we received the award...,” re- 
ports Pearson Homes, a winning 
builder in Algonac, Mich. 

For 12 of the 36 builders there 
is still another wave of publicity 
yet to come, because with each 
supplement announcing the three 
winners in each of the states 
there is a ballot for American 
Home readers to select their fav- 
orite home of the three. Cash 


prizes totaling $500 will be award- 
ed to the six voters who submit 
winning 50-word statements on 
why they like the homes they 
selected. 


® The 12 top winners in this run- 
off will be announced in the Feb- 
ruary, 1958, American Home. This 
will coincide with the 1958 meet- 
ing of the National Assn. of Home 
Builders—which is to be the kick- 
off of another Citation Homes pro- 
motion by American Home. 


Next year the magazine plans | 
to bring another five or six states | 
into the competition, bringing the | 
representation of home building 
to 85% of the national total. # 


McCulloch Sets Fall Drive 
with Emphasis on Local Media 
McCulloch Motors, Los Angeles, 
will launch its heaviest fall ad- 
vertising campaign for chain saws 
this month, with a_ substantial 
part of its budget going into con- 
centrated use of local media. The 


campaign will be based on a suc- 
cessful test last spring in the Pa- 
cific Northwest, where heavy lo- 
cal spot radio, newspaper and out- 
door schedules were set up in 
relation to market potential. 
McCulloch has studied market po- 
tential in the more than 75 mar- 
kets in pulp, lumber and farm 
areas where most chain saw sales 
are made. Advertising expendi- 
tures in each market will be based 
on the market potential as deter- 
mined by the study. 
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Follows Ads 
In Daily News 


Gets Copy of Newspaper 
As Soon as It Hits Street 


“Every Thursday, the minute the Daily 
News hits the street, our manager or someone 


from the store g é 
stand to get a number of copies 0 


News.” 


That’s what Phyllis Wilde, 


Jewel Stores, says. 


PHYLLIS WORKS at the Jewel store 
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An over-all national campaign 
will run in some 50 publications 
in the outdoor, men’s, farm and 
trade magazine fields. Half and 
two-thirds pages will break this 
month in Argosy, Field & Stream, 
Mechanix Illustrated, Outdoor 
Life, Sports Afield, and True. 
Trade magazines will carry one 
and two-page insertions. Strom- 
berger, La Vene, McKenzie is the 
agency. 


Aitkin-Kynett Adds Burpee 

Aitkin-Kynett Co., Philadelphia, 
has been appointed to handle ad- 
vertising for W. Atlee Burpee Co., 
Philadelphia, effective Dec. 31. 
This marks the start of major pro- 
motional activities for Burpee 
lawn and flower seeds. Flagler Ad- 
vertising, Buffalo, is the previous 
agency of record. 


Pacific Grange Names Tindall 
The Pacific Grange Farm Group, 
San Francisco, has appointed Wil- 
liam H. Tindall, New York, east- 
ern advertising representative. 


The Edsel Story 


In the October issue of Adver- 
tising Requirements, you'll find 
a special Three-Part Feature 
that tells you the complete story 
of the introduction of the Edsel 
automobile to the American 
public, 

For Ford, it represents a $250,- 
000,000 investment. To insure a 
return on that investment, the 
new Edsel introduction is being 
backed by an extensive adver- 
tising sales promotion pro- 
gram. 


Signsmanship for 
Edsel Dealers 


Behind the introduction of the 
new Edsel is the biggest dealer 
identification program of the 
decade. Read about this out- 
standing example of careful co- 
ordination between advertiser, 
agency and supplier in the Oc- 
tober issue of AR. 


The Edsel 
Green Line Program 


Audio and visual aids are play- 
ing a key role in the Edsel in- 
troduction through a unique 
dealer-salesman-customer _in- 
formation program accented by 
multiple-purpose sales aids. The 
October AR tells you all about 
the Edsel audio & visual aids. 


Introducing 
the New Edsel 


To aid dealers in introducing the 
new Edsels, the company devel- 
oped a whole kit Fr promotion 
materials—ranging from stream- 
ers to yo-yos for the kids, per- 
fume for Mom and golf tees for 
Dad. 

Turn to the October issue of 
Advertising Requirements for 
the story behind the scenes on 
all phases of this outstandin 

campaign. In this issue (an 

every issue for that matter) 
you'll find a world of practical 
information to help you solve 
your problems of advertising 
and sales promotion. 


Clip and Mail 
This Ad Today 


Attach this ad and $3 to your 
business letterhead for a full 
year’s (12 issues) trial of AR. 
Your money back any time you 
are not completely satisfied. 
Advertising Requirements 
Workbook of Advertising 
& Sales Promotion 


200 E. Illinois St., Chicago, Illinois 
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best for our 


These technicians revealed the marvelous 
accomplishments of this astounding instrument to our 
craftsmen and proved to us its capability of 

shooting the best color negatives in the world. 


To you this means process reproductions that 
are sharper than you have ever seen before—and out to 
the farthest corners too. 


customers 


That's why we had 

two technicians accompany 
our new Klimsch color 
process camera all the way 
from Frankfort, Germany 


ies BACK-TO 
Photo-composition of innumerable color subjects to ESS 
— position is simplified and is register perfect. or 


is saves you time and money. 


-SCHOOLERS 


Such engravings proofed on our modern four color 
wet presses are without doubt Utopia for the 
national advertising production buyer. 


photoengravers : ’ Hutchings & Melville, Inc. 
an L. i. j a ee ye Chicago 13. Illinois SHOES-FOR-SCHOOL—National Shoes Inc. broke a new campaign with 
: : *° ° this spread in the New York Daily News Aug. 28. The chain, oper- 
Phone EAstgate 7-9220 tor of 136 stores in five eastern states, will use newspapers, radio, tv 

and Parents’ Magazine this fall. Emil Mogul Co. is the agency. 


Pharmaceuticals Buys 
Williams for $5,400,000 


| Pharmaceuticals Inc., New York, 
| manufacturer of Geritol and other 
| proprietaries, has purchased J. B. 
‘Williams Co., manufacturer of 
imen’s toiletries and shaving 
|creams, for approximately $5,400,- 
000. The new Parkson Advertising 
| Agency, New York, which handles 
Pharmaceutical’s advertising, is 
expected to be named to handle the 
| Williams’ business (AA, July 29). 
The account is currently divided 
|between J. Walter Thompson Co. 
|(Williams shaving preparations, 
Skol, Kreml hair tonic), and Do- 
|herty, Clifford, Steers & Shenfield 
(Conti products). Thompson is ex- 
pected to continue handling inter- 
national advertising. 

Under the terms of the acquisi- 
| tem, J. W. Williams will be oper- 
ated as a subsidiary of Pharmaceu- 
ticals. Williams’ plant and mail 
offices are in Glastonbury, Conn. 


‘Stokely-Van Camp's 

Income Dips 28% from ‘56 Net 
Stokley-Van Camp Inc., Indi- 

anapolis, has reported that its net 

income for the fiscal year which 


jended May 31 was down 28% 
Only Boston from 1956. The company’s sales 
exceeds Worcester for the year were down slightly 

from 1956. 


The company had a net profit 
\of $3,215,361 this year, as com- 
pared to 1956 net profit of $4,- 
|495,453. Net sales this year hit 
| $159,184,250, compared with 
$159,527,214 last year. The dip in 
/net income was attributed by the 


company to “increased operating 
costs and highly competitive mer- 
e GC _chandising practices.” 


Studebaker-Packard Dealers 


Studebaker-Packard Corp. and 

the Telegram-Gazette its dealers have joined in a co- 
|ordinated advertising program for 

- 2 t. |the entire nation, working togeth- 

160,531 Daily) $4 106,655 Sunday’ jer through the same advertising 


|agency on national and local lev- 


1957 Sales Story —10 Year Growth ‘els—Burke Dowling Adams Inc. 
| The agency, which has opened 
Population ...cccccccecenee . iP Up 17% an office in the Studebaker-Pack- 
ard administration building in 
Retail Sales................ $636,221 000.....ccccceneee Up 57% ‘South Bend, has completed a 
|100% signing of Stud_»aker-Pack- 
E.B.I $987,269,000..........ccrse Up 80% ard Dealer Advertising Assn. 
|members in each of the company’s 
*Sales Management Survey of Buying Power May 1957 SC entes aumes. 


*March 31, 1957 A.B.C. Publisher's Statement 
_Vita-Shield Names Hardaker 
| Vita-Shield Corp. of America, 
|Chicago, national distributor of 


vitamin, mineral and protein 
The Worcester ‘products made by Numanna 


MeeTELEGRAM ano GAZETTE Lagoon pes eg yrs 
: Wis., has named Hardaker & As- 
WORCESTER, MASSACHUSETTS sociates, Chicago, to handle its 
Howard M. Booth, Publisher — — ——— and 
merchandising. irs campaign 
MOLONEY, REGAN & SCHMITT, Inc. will be placed in Pe cng 
rr. Notional Representatives magazines and drug trade publi- 
n - — cations for Numanna, a nutritional] 
eee Sore ' : a & | food supplement. 
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Practical 


2 


Put your money where the market is +A “Builder Hl 


i 


The decline in home building volume in 1957 is due almost 
entirely to reduced activity of tract builders. Your sales in 
’57 and ’58 therefore, must come from those builders whose 
operations encompass not only home building, but non- 
residential light construction as well as the flourishing 
modernizing and remodeling market. To do this job you need 
PRACTICAL BUILDER, which reaches more builders and more 
builder buying power than any other builder magazine... 
and at the lowest cost. 


Practical Builder, 5 South Wabash Avenue, Chicago 3, Illimois 


Published by Industrial Publications, Inc. Also publishers of the famed DSF—builder's Data & Specifications File 
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Legal Knots Cut, 
They're Happy 
Fellas at C&C 


(Continued from Page 2) 
there is enough clarification in our 
action,” he told ADVERTISING AGE. 
He declined to say whether any 
money changed hands while every- 
one became “friends again.” Nor 
would he comment on the financial 
arrangements under which Mr. Rill 
will be advertising consultant. 

“We think a great deal of him 
and his ability. We would rather 
not keep the pot boiling.” 


s Adman Rill’s reactions to the 
turn of events also are included in 
the announcement. “The with- 
drawal of the suits and the state- 
ment from C&C speak for them- 
selves. I am happy that the facts 
have been so cleared up as to jus- 
tify the fair statement made by Mr. 
Fox on behalf of the board of di- 
rectors. And I congratulate Mr. 
Fox and his associates on taking 
the time and energy to investigate 
the matter so thoroughly as to 
bring him to the conclusion ex- 
pressed in his statement, and in the 
dropping of the suit against Ber- 
nice Rill and myself. I am happy 
to be reassociated with the compa- 
ny as its advertising consultant,” 
he concluded. 

Mr. Rill is presently board chair- 
man ef Alkaid Corp. C&C Televi- 

oh, the statement says, “has no 
other advertising head.” 

Included in the announcement 
issued today is a copy of a letter 
sent by Mr. Fox to Mr. Rill dis- 
cussing (but not including) the 
agreement under which Mr. Rill 
has been retained. 

“You will note that you are to 
render your reports under the 
agreement directly to me,” Mr. 
Fox writes, “and I need hardly 
point out in that connection that I 
shall be happy to meet with you 
at any time, and from time to time, 
to discuss the advertising policies 
of this company.” 


® L’affaire Rill came to light in a 
notice of a special stockholders 
meeting issued by C&C in July. In 
it, the company discussed some of 
its many litigations and charged 
‘that Mr. Rill, and his father-in- 
.aw, Mr. Newmark (both then di- 


rectors and employes of C&C Su- 
per) had entered into an agreement 
to place the print advertising for 
the C&C power products division 
with an advertising agency upon 
the condition that the agency pay 
to Bernice Rill approximately 75% 
of the fees it received from C&C. 
C&C charged Mrs. Rill with re- 
ceiving $50,000 under that arrange- 
ment and said another $6,000 went 
to Mr. Rill for expenses claimed, 
but allegedly not incurred, by him. 
The advertising agency involved 


was not named, but was identified 
by AA as Frank B. Johnston Ad- 
vertising. 

In their countersuit, the Rills 
charged “a conspiracy between 
C&C and certain of its officers and 
directors, whereby C&C would dis- 
charge Mr. Rill on the grounds of 
alleged misconduct and would cir- 
culate the reasons for such dis- 
charge in a campaign to defame 
and slander him.” 

For this the Rills sought $1,500,- 
000 in damages, and Mr. Rill an 
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additional $47,000 in salary and 
severance pay. He was dismissed 
in December, 1956. 

At the time the story first broke, 
Mr. Rill told AA that his wife was 
an account executive and vp at the 
Johnston agency and that pay- 
ments made to her were “commis- 
sions for services.” 

In a statement prepared for AA 


at that time, Mr. Rill reviewed his | 
wife’s advertising background (she | 
is now president of Douglas-Lee- | 


Wood, advertising consultant), and 


commented that all commission ar- 
rangements were “in the clear and 
completely open and above board.” 
He said that the reasons for the al- 
leged defamation and slander “be- 
came self-evident in the evidence 
which we will present in court. . .” 

Past court appearances by Mr. 
Rill include March, 1954, when he 
sued Duane Jones for $13,762 in 
back commissions and reportedly 
collected $10,000 in an out-of-court 
settlement. 

While he becomes an advertising 


aes a * 


To reach all the business market, Wood Office 


Action in Business results when you advertise in 


To help create a favorable climate for sales, the Wood 
Office Furniture Institute looked for the business 
magazine which does the best job of reaching the men 
who can make decisions. They wanted their primary 
campaign to influence owners, presidents, partners, 
policymaking officers—-men whose offices must re- 
flect their personal prestige. 

They chose Nation’s Business because of both the 
size and quality of its circulation. 

Of its 779,000 subscribers, 550,000 are owners, 
partners or presidents. In 98 of the 100 largest manu- 


facturing corporations ranked by total assets, 49% 
of corporate executives are Nation’s Business sub- 
scribers. And Nation’s Business has 5256 subscribers 
in 31 of the 33 companies whose sales exceed one 
billion dollars annually. 

This is the magazine read by top men in every type 
of business all over the United States—in manufac- 
turing, banking, retailing and wholesaling, construc- 
tion, transportation. 

Many magazines are edited for “management 
men.” Nation’s Business is edited for the men who 
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consultant, Mr. Rill will not be re- 
appointed to the C&C board of di- 
from which he was re- 
moved at the special stockholders 
meeting in Wilmington July 29 
(AA, Aug. 5). Mr. Fox told AA 
that there would be “no occasion” 
for his reappointment. # 


West Hill Pushes Formal Wear 

West Hill Clothes Inc., New York, 
maker of Lord West Men’s formal 
wear, has started an expanded ad- 
vertising campaign, stressing qual- 
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ity and fashion innovations. The 
schedule includes b&w pages dur- 
ing the fall, with color ads planned 
for cruisewear and spring. David 
J. Mendelsohn Advertising, New 
York, is the agency. 


Hat Corp. Boosts Tove 

Roger H. Tove, who joined Hat 
Corp. of America, New York, as 
sales promotion manager in July, 
has been named to the new posi-| apparently 
tion of director of advertising and| night at his summer home in 
sales promotion. Southhampton, N.Y. 


Robert W. Orr, 
Agency Founder, 
Is Dead at 60 


was merged with Fuller & Smith 
& Ross last July, died in his sleep, | 


Born in Philadelphia, Mr. Orr 
was graduated from the Wharton 
school of the University of Penn- 
sylvania in 1924, after serving in 
the Navy during World War I. He 
then entered the advertising busi- 

New York, Sept. 5—Robert W..| ness, joining the media department 
Orr, 60, founder of the former of Lennen & Mitchell here. He be- 
agency bearing his name, which|came an account executive and a 
|vp of the agency, but resigned in) 
1946 to start his own business, | 
of a heart attack, last|Robert W. Orr & Associates. As | 
previously reported (AA, 
the story of the Orr agency was 


June 10) | 


control the pursestrings—the business owners. That 
helps explain why it is such a productive medium for 
sellers of products, services and ideas to businessmen 
. . . why its advertising revenue for the first quarter 
of 1957 was the largest for any in the entire history 
. why linage for the first nine 
months of 1957 is up 16.5% over the same period 
last year . . . and why September is the 21st consecu- 
tive issue to show a linage increase. Action in business 
results when you advertise to the men who own 
. in Nation’s Business. 


of the magazine . 


America’s business . . 


Members of the Wood Office Furniture Institute 


Alma Desk Company Jasper Desk Company 

Boling Chair Company Jasper Office Furniture Company 
Gregson Manufacturing Company Jasper Seating Company 

Hoosier Desk Company The Leopold Company 

Imperial Desk Company The B. L. Marble Chair Company 
Indiana Chair Company Myrtle Desk Company 

Indiana Desk Company The Taylor Chair Company 
Jasper Chair Company Thomas Furniture Company 


Associate Members: 


Art Woodwork, Ltd. 
Biltrite Furniture Manufacturing Inc. 
Canadian Office Furniture & School Furniture, Ltd. 

Standard Desk Manufacturers, Ltd. 
Henderson Furniture, Ltd. 


Wood Office Furniture Institute’s 
advertising agency is 
Henry J. Kaufman Associates 


779,902 PAID CIRCULATION 
(A.B.C.), including ~~,154 executives 
of business-members of the National 
Chamber of Commerce and 704,586 
businessmen who have personal sub- 

scriptions. | 


1Nation’s Business 


ADVERTISING 
HEADQUARTERS: 
711 THIRD AVENUE 
AT 44th STREET 
NEW YORK 17, LY. 

Washington, Chicago. 


Philadelphia, Cleveland, Detroit, 
San Francisco 


45 


one of personalities. 

The story began around the end 
of the war, and it concerned three 
men, two of whom, Ray Vir Den 
and Philip W. Lennen, are now 
dead. The third was Robert W. Orr, 
who had risen from a media de- 
partment post to head the Jergens 
account group inside Lennen & 
Mitchell, as it was then called. 


= Mr. Vir Den, although he had 
originally worked on the Tidewater 
Oil account, was in charge of the 
P. Lorillard account group, then 
the agency’s largest. A struggle for 
power began, to determine which 
man would succeed—to become 
Lennen’s second in command. Mr. 
Vir Den won; he was named exec 
vp. Robert Orr was named Ist vp. 
Since the account groups were ap- 
proximately of equal size (around 
$5,000,000) the decision rankled— 
not only with Mr. Orr and his 
group, but with the Jergens people 
as well. 

Then, only a few months later, 
Mr. Orr bolted from L&M, setting 
up temporary quarters in the Em- 
pire State Bldg., where Jergens’ 
New York office was located. 

He moved his whole account 
group, and he dribbled the names 
of the people joining him one by 
one to the newspapers and the 
trade press, while the management 
of L&M danced a silent rigadoon 
of fury. 


s When Mr. Orr set up his own 
agency, in October, 1946, he had 
been with L&M for 22 years, about 
16 of them as account executive on 
Jergens. The only other L&M ac- 
count he lifted was Parfums 
Schiaparelli, in which both he and 
Phil Lennen were investors. 

This spring the Orr agency lost 
the Jergens account, and others, 
and the agency was offered for 
sale unsuccessfully. In July it be- 
came a division of F&S&R, and Mr. 
Orr continued to head that unit; he 
acted as a consultant to F&S&R up 
to the time of his death. # 


California Agencies Merge 


Jewell-McDonald Advertising 
and Associated Advertising Coun- 
sellors, Oakland and San Francisco 
agencies, have merged and will re- 
tain offices in both cities with 
Ralph Jewell and Ward Wilkinson 
as principals. Peter McDonald, for- 
merly associated with Jewell, re- 
cently resigned to join Guild, Bas- 
com & Bonfigli, San Francisco 
(AA, Aug. 26). 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! Consistent high 
program quality, at the lowest 
cost, makes WGN a good buy 
—your smartest buy today in 
Chicagoland! 
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where will the markets be 


for your materials, parts, 


; componenits, finishes 


Look at any growth industry. Check almost any segment of 
the Original Equipment Market. Note the astonishing array of 
products which, but a few years ago, existed only in the 
minds of design engineers . . . consultants... researchers ., . 
somebody concerned in some way with product design. 


And over 35% of the products which will be manufactured in many 
segments of the Original Equipment Market by 1960 do not 
exist today — except in the minds of design engineers. 


The pace is terrific — in new product development, 
in the expansion of design manpower, in money 
spent for materials, parts, components, finishes. 


Such explosive growth calls for equally dynamic 
evolution in the scope of publishing for these tremendous 
and fast-changing markets. And you’re watching it 
happen in Product Engineering ... the only magazine 
which serves ALL the interests of men engaged in the 
design, research and development of new products. 


Now on weekly frequency, Product Engineering 
offers the DEsIGN EDITION, 26 issues every other 
week ... and the RESEARCH AND DEVELOPMENT 
EDITION, 26 issues, alternate weeks. 


THE McGRAW-HILL WEEKLY 


RESEARCH q AND 


MAGAZINE OF Ml®)==11C]) i 


DEVELOPMENT | 


630 WEST 42nd STREET, NFW YORK 36, N.Y. 
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‘Operation Play Ball’ Gives Sales 
‘Guarantee’ for Show-House Products 


(Continued from Page 2) 
Village” opens Sept. 21 at Oradell, 
N.J. The builder, J. & H. Cosden 
Construction Co., is putting up 57 
homes valued at $30,000 each. As 
a result of the builder’s tie-in with 
Show-House, Mr. Albin said, “ad- 
vertisers have already picked up 
new-business orders amounting to 
$115,500. In the case of the Curtis 
Companies (windows, doors, wood- 
work) it amounts to $45,000; in 
the case of the Ruberoid Co. 
(roofing and insulation) it is $28,- 
500; in the case of Hobart Manu- 
facturing Co. (KitchenAid dish- 
washers) it is $12,000. In addition, 
Uvalde Rock Asphalt Co. and Mo- 
saic Tile Co. are tying in. Adver- 
tisers also stand to gain future 
business from the same builder,” 
he said. 


s Over and above the actual new 
business that Show-House now 
guarantees its clients, Mr. Albin 
said, the significant purpose of the 
program is this: 

“To help manufacturers move 
their merchandise into today’s 
tight and highly competitive new- 
home market that is dominated by 
merchant builders, and to give 
these advertisers a shining case 
history that they can exploit to 
home builders, a testimonial to the 
fact that brand names help sell 
houses faster. All other ingredi- 
ents of the Show-House package 
remain the same,” Mr. Albin 
stressed, “namely, full-color edi- 
torialized spreads in the Post and 
Living and Show-House merchan- 
dising aids which are specially 
tailored for each individual partici- 
pating client.” 

Show-House is currently cele- 
brating its fifth anniversary. How- 
ever, it did not break its first ad 
until 1953 (AA, Aug. 10, 1953). 
It has published 55 spreads to date. 
These include the company’s “Best 
in the House” program for baby 
products in Good Housekeeping 
(AA, April 16, 1956). 

Total number of inquiries pro- 
duced through mid-1957, Mr. Al- 
bin said, is 361,182. Total number 
of Show-House plans sold to read- 
ers, he said, is 20,679, and total 
number of merchandising pieces 
used to date is 1,500,000. 


® In 1958, Mr. Albin said, the new 
“Operation Play Ball” will hit mar- 
kets in Ohio (where there is a 
tie-in with a 63-house tract), 
Michigan (78-house tract), Illinois 
(52-house tract), and one other 
area still to be determined. 

The rate to an advertiser is $11,- 
700. This includes space costs in 
the SEP and Living, all architec- 
tural and editorial preparation, 
color finished artwork or color 
photography, all production, plan 
service, weekly inquiry report and 


15% commission to the advertiser’s | 


How to Feed 
Hardware Dealers 
On a Small Ad Budget 


Sending tool customers into hardware 
stores costs less when you concentrate 
on men who buy the most tools. Those 
versatile weekend mechanics following 
Home Craftsman Magazine for practical 
gvidance buy special tools for special 
home jobs. They buy 44% hammers, 
9-9/10 screw drivers, 20-1/10 wrenches, 
4% motors and other tools galore. 


To learn more about the hardware 
store-purchasers os ACTIVE craftsmen 
write now for up-to-date market data. 


115 Worth St. 
New York 13 
eens meena 


ome 


CRAFTSMAN 


agency. 

Mr. Albin said that so far as he 
has been able to ascertain, his or- 
ganization is the only advertising 
medium that guarantees the sale of 
its clients’ products. “And by so 
doing,” he said, “the advertiser’s 


| gett 


cost of participating in Show- 
House approaches self-liquida- 
tion.” 

Advertisers and their agencies in 
the current Show-House spread, 
which breaks in the SEP Sept. 21 
and in the October issue of Living, 
include the following: 

John C. Virden Co. (Carr Lig- 
Advertising); Steelman Co. 
(Hicks & Greist); Desmond Bros. 
(Ad Larson Advertising); Perfec- 
tion Corp. (Griswold-Eshleman 
Co.) ; Ruberoid Co. (Fuller & Smith 


Advertising Age, September 9, 1957 


& Ross); Curtis Companies (Bu- 
chen Co.); Thomas Organ Co. 
(Foote, Cone & Belding); Hobart 
Manufacturing Co. (Buchen Co.); 
Uvalde Rock Asphalt Co. (Glenn 
Advertising); and Mosaic Tile Co. 
(Farson, Huff & Northlich). # 


Greenwood Publisher's Re 
Western Advertising, San Fran- 
cisco, has named James C. Green- 
wood & Associates as New York 
sales representative. Mr. Green- 


\a member of the New York sales 
| staff of ADVERTISING AcE. He re- 
cently opened his own representa- 
| tive company, with offices at 11 E. 
47th St. 


Seltzer Joins Doyle Dane 

Harold I. Seltzer has joined 
Doyle Dane Bernbach Inc., New 
York, as a merchandising account 
representative. With Revlon Inc. 
|for more than six years, most re- 
cently Mr. Seltzer was vp of White 


wood for the past 10 years has been | Frost Chemicals Inc. 


Feet Naganme 


Because the fleet field is rolling so fast, 
can adequately serve truck and bus operators 
keep fleets operating efficiently. FLEET OWNER 


— 


Jor Editorial Excellence 


INDUST REAL PAPERS 
1957 AWARD OF meaty 
a 


Fleet Owner 


Editorial Competition * 


tected by 


PUSTRIAL Mankering 


EDITORIAL LEADERSHIP. To build and sustain better and better 
readership, many editorial innovations have been developed and 
more new ideas are on the way. Editorial covers and pointed-up 
contents pages have increased reader interest. Flo-thru make up 
has stimulated easier, cover-to-cover reading. Researched, detailed 
reports on important subjects such as the “Depth Maintenance 
Studies”, winner of one of two Industrial Marketing Awards pre- 
sented to FLEET OWNER this year, are a typical example of edi- 
torial initiative. Incidentally, no other fleet publication has ever 
received these editorial awards. 


NEW SPECIAL ISSUES. In March, FLeet Ownenr’s first annual Data 
Book issue, designed for year around reference, provided bus and 
truck men with a wealth of working material never before avail- 
able. This issue has received the most enthusiastic reader acceptance 
ever given ah annual in this field. In October the 1957 PM Manual 
will cover all aspects of maintenance for fleets of all sizes and 
types. In addition, the famous Bus Maintenance Efficiency Awards 
will be expanded to cover truck fleets as well. Interest runs high 
in these. Watch for the winners in this issue. 


STEADY CIRCULATION GAINS. Paid subscribers to Fieer OWNER 
have increased with every Audit Bureau of Circulations statement. 
From a paid circulation of 13,431 in December 1950, the maga- 
zine is now read regularly by over 40,000 paid subscribers. This 
growth has established entirely new circulation objectives for all 


publications in the field. 


NEW MARKETING MEASUREMENTS. Through the vast resources of 
McGraw-Hill, Fleet Owner is able to keep pace with the size of 
the market through its continuing Fleet Census, This census now 
shows that in the truck field alone there are over 70,000 fleet 
operating units with ten or more vehicles . . . a figure far in 
excess of other estimates. 
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Herbert Pulitzer, 
Newspaper Magnate, 
Is Dead at 60 


New York, Sept. 5—Herbert 
Pulitzer, 60, last surviving son of 
the late Joseph Pulitzer, founder 
of the St. Louis Post-Dispatch and 
the old New York World, died of 
uremic poisoning yesterday at the 
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about a year ago. 

Mr. Pulitzer was the youngest of 
the three sons of the Hungarian 
immigrant who became one of the 
great newspaper publishers of his 
time. When the elder Pulitzer died 
in 1911, he left 60% of his estate, 
appraised at the time at $18,637,- 
545, to his youngest son. Active 
management of the newspapers 
was placed in the hands of his old- 
er sons, Ralph and Joseph Jr. Her- 


American Hospital, Paris, France.| bert at the time was 14. 
He had suffered a heart attack| Joseph Jr. received a 10% share 


in the estate and took over man- 
agement of the Post-Dispatch. 
Ralph, the oldest son, received 20% 
of the estate and became president 
of the Press Publishing Co., which 
published the New York World 
and the Evening World. 


s Herbert Pulitzer succeeded his 
brother Ralph as head of the 
World newspapers in 1930. The 
following year they were sold to 
the Scripps-Howard chain and 
were merged with the New York 


49 


Telegram to form the New York of the World newspapers. 


World-Telegram, which later be- 


A so-called voting trust, estab- 


came the New York World-Tele-| lished in 1950, is now expected to 


gram & Sun. 


take over the functions of the 


Mr. Pulitzer’s death, his older | newspaper trust.. Its trustees are 


brothers having died a few years 
ago, will result in dissolution of 
the newspaper trust established by 
his father, which has controlled 
most of the stock of the Pulitzer 
Publishing Co. It controlled the 
Post-Dispatch and Stations KSD 
and KSD-TY, in St. Louis, and ad- 
ministered proceeds from the sale 


Keeps moving ahead! 


only a magazine that keeps pace with the tempo of the times 
. .. and the manufacturers whose equipment, supplies, parts and tools 
has proved itself the magazine that is doing this job. Here are some of the reasons why .. . 


and other 


major automotive products. 


Fieet Owner’s recent survey of 734 
trucking fleets is the most comprehensive study of its kind ever 
made. These fleets operated 84,000 vehicles over a billion miles, 
spent $96 million in one year on equipment and supplies. This 
study indicates fleets represent a sales potential of over $8'/2 billion 
annually. FLeet Owner also has developed a continuous program 
to obtain specialized market information, never previously avail- 
able, on fuels and lubricants, tires, shop equipment, engine parts 


NEW SERVICES FOR ADVERTISERS. A Merchandising Kit, especially 
designed for automotive advertisers, is helping manufacturers get 
more impact from their advertising investment. The first regular 
advertising readership service in the field was provided by FLEET 
Owner. Mills Shepard service, new this year, gives advertisers an 
opportunity to evaluate reader reaction to their programs. Specific 
analyses can be made at no cost for advertisers. And, for Direct 
Mail programs, expanded lists are now available. 


———— ed 


BIGGER AND BIGGER ADVERTISING ACCEPTANCE. FLeeT Owner has 
gained 449 advertising pages since 1950 . . . plus a gain of 160 
additional display pages in the first six months of 1957. This 
record of increased advertising space is unmatched by any other 
publication in the field. It is further evidence that more and more 
manufacturers have discovered that FLEET OWNER is the magazine 
which saves dollars for fleet men — makes money for advertisers. 


McGraw-Hill's Magazine of Fleet Operations @ 
330 West 42nd Street, New York 36, N. Y. ARP 


Joseph Pulitzer III, editor of the 
Post-Dispatch; Raymond L. Crow- 
ley, managing editor; Dell Staf- 
ford, treasurer; Charles J. Hent- 


| schell, business manager, and John 


J. Jackson, New York attorney, 
representing the Pulitzer family. 


® Herbert Pulitzer, after gradua- 
tion from Harvard in 1919, served 
in the Naval Air Force during 
World War I, and then worked for 
a time as a roving correspondent 
on the old World. He reported the 
Russian famine in 1921 and cov- 
ered European capitals. 

From 1926, the World newspa- 
pers continuously lost money; the 
loss in 1930 was reported at $1,- 
970,000. Herbert took over the 
management that year and was 
unsuccessful in stemming the tide. 
He and his brother Ralph, in 1931, 
applied to the courts for permis- 
sion to disregard a provision of 
their father’s will that the news- 
papers were not to be sold, and 
the court acceded. 

Since the early 1930s, Herbert 
Pulitzer had spent most of his time 
abroad. He was chiefly interested 
in big game hunting, game fishing 
and foreign travel. + 


Jos. W. Hicks Organization 
Suspends Operations 

Jos. W. Hicks Organization, Chi- 
cago public relations counsel, has 
suspended operations. Jos. W. 
Hicks, president and owner, will 
continue in private practice as a 
public reiations consultant from his 
office at Anna Maria, Fla., and 
will serve as correspondent for 
several newspapers. 

Mr. Hicks, before opening his 
public relations company in 1942, 
was in charge of public relations 
and advertising for Standard Gas 
& Electric Co. for 14 years. Among 
his clients in recent years were 
North American Car Corp., Materi- 
al Service Corp., Curtiss Candy 
Co., International Minerals & 
Chemicals Corp. and Uarco Inc. 
Although his staff had been as 
large as 20 or 30 persons, it had 
been much smaller the past year. 


Gilman, Nicoll Adds One 
Gilman, Nicoll & Ruthman, San 
Francisco, has been named nation- 
al representative for the Daily Re- 
port, Ontario, Cal. 


NOT ON 


nate 
e+e BUYS BOTH! 
Che £1 Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 92,000 DAILY 
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Borden Names O'Reilly 


9s a Wan’s World! 
The Sporting News 


280,000 Copies Weekly 
With 98% Male Readership 


Lorgest Newsstand Sole of Any Sports Weekly 


—_—oooeooeeeooerrrerr 


a i i 


That’s What Advertisers Reach in 


National Baseball Weekly —St. Louis, Mo. 


Published Weekly Since 1886—70 Continuous Yeors 


| Maurice J. O'Reilly, formerly in 
|charge of the financial section of 
the public relations department of 
Borden Co., New York, has been 
named head of the company’s new 
special] projects section. Edward J. 
| Murphy Jr., formerly general as- 
| sistant to the director of public re- 
| lations, succeeds Mr. O'Reilly. 
T. Wilkes Weber, formerly with 
the Trane Co., has joined Borden’s 


press section. 


Fred Pabst, 77, 
‘Mr. Cadillac of 


California,’ Is Dead 


ATHERTON, CAL., Sept. 3—Fred 
W. Pabst, 77, known as the “Mr. 
Cadillac” of the West Coast auto 
industry, died at his home here 
Aug. 22 after a brief illness. 

A onetime Los Angeles and Kan- 
sas City newspaper man, who shift- 
ed his interest from sports to auto- 
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mobiles, Mr. Pabst joined the Don 
Lee distributorship in Los Angeles 
in 1908 as its third employe. In his 
40 years with Don Lee, the com- 
pany became the world’s largest 
Cadillac distributor. As advertising 
manager, Mr. Pabst wrote every 
Cadillac ad that appeared in Cal- 
ifornia for 20 years. 

He also arranged a Cadillac Day 
at the Panama Pacific Exposition, 
at San Francisco, in 1915, and he 
staged a trip to Mexico City, in 
which a Cadillac became the first 


Which Way is More Inviting? 


LIMERICK 


There was an old party of 


Lyme 


Who married three wives at 


one time. 


When asked: ‘Why the third?’ 
He replied: ‘One’s absurd, 
And bigamy, sir, is a crime.’ 


i same limerick above, but one is set 
so-so, the other with more strength and imagination. 
The same principle can apply to your advertisements, 
booklets, mailing pieces—everything that carries your 
printed words. ATA Members are born and bred to put 
a little more, through better type-setting, to words. This 
extra advantage costs no more. Send a job to your 


Limerick 


nearest ATA service. You'll see! 


It Pays to Set —_ Right 


Advertising Typographers Association 


Executive Office: 461 Eighth Avenve, New York City 1. Glenn C. Compton, Executive Secretary 


of America, Inc. 


There was an old party of Lyme 
Who married three wives at one time. 
When asked: ‘Why the third?’ 

He replied: ‘One’s absurd, 
And bigamy, sir, is a crime.’ 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, Inc. 

Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle- Thompson- Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner- Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Scovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOUS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Adtype Service Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOUS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 

Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typogra 
Atlas Typographic ice, Inc. 
Central Zone ss, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
/— a? Typo raphic Service, Inc. 

T. Ed detois Topeak hy, Inc. 

Graphic Arts Typographers, Inc 
Huxley House 
om Ad Service 

King Kyeeguense Service Corp. 
Linocraft Typographers, Inc. 
peaaeee Ty ype © Company 

Chris. F. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick Ww. Schmidr, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbile It-Jackson Typography, Inc. 
Kurt H. Volk, 


NEWARK, WN, J. 
Barton Press 
William Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey Typographer 
ST. LOUIS, MO. 
Warwick Typographers, Inc. 
SEATTLE, WASH. 
Frank McCaffrey's 
TORONTO, CANADA 

& Beatty Limited 


rs, Inc. 


Inc. 


car to make the trip down the West 
Coast. He once raced a Cadillac 
with a Southern Pacific train from 
Los Angeles to San Francisco. In 
1923 he became manager of the 
Don Lee Northern California divi- 
sion, a position he kept until Cadil- 
lac bought out the company to set 
up factory branches. A separate 
company of which he was princi- 
pal owner retained dealerships in 
Southern California. 


ROBERT B. VALE 

PHILADELPHIA, Sept. 3—Robert B. 
Vale, 85, retired public relations 
director of Sun Shipbuilding & Dry 
Dock Co., Chester, Pa., died Aug. 24 
in Atlantic City. 

Mr. Vale, a political reporter and 
author, was city editor of the Phil- 
adelphia Daily News for several 
years prior to 1943, before joining 
Sun. Earlier, he had worked for 
the Philadelphia Record, the In- 
quirer and the Philadelphia Press 
& North American. He also had 
worked for the New York World 
and the Baltimore Sun. He retired 
from Sun four years ago. 

He had been active in politics. 
He was campaign manager for Sen. 
George Wharton Pepper in 1926 
and had also been associated with 
Sen. Boies Penrose. 


RICHARD R. HARGIS 

Marietta, GA., Sept. 3—Richard 
R. Hargis, 58, former advertis- 
ing manager of the Miami Herald, 
died in Miami Aug. 16. Mr. Hargis 
held his first newspaper executive 
position as advertising manager of 
the Times-Journal, Selma, Ala. He 
worked on the advertising staff of 
the New York Times and in 1931 
became advertising manager for 
the Miami Herald. He held this 
post about three years. 

Following that he worked for 
several papers in the South, in- 
cluding the Atlanta Constitution 
and New Orleans Times-Picayune. 
In 1946 he returned to the Miami 
area and worked for advertising 
and promotional companies. He 
was on the advertising staff at 
WQAM, Miami, in 1955. 


HOWARD W. RAPPORT 

| Curcaco, Sept. 3—Howard W. 
| Rapport, 49, radio and television 
|commercial supervisor of Tatham- 
Laird Inc., died suddenly Aug. 31 
of a heart attack in his home. 

Born in New York City, Mr. 
|Rapport was an actor and radio 
script writer before entering the 
advertising field in 1934 as as- 
sistant advertising manager of 
Celotex Corp. here. Later, he was 
assistant advertising manager of 
Butler Bros. here, wholesale dis- 
tributor of general merchandise. 

Before joining Tatham-Laird 
seven years ago, Mr. Rapport was 
associated with Graceman Adver- 
tising Inc., Hartford, Conn., and 
| the old Dorland Inc. agency in 
|New York. 

Mr. Rapport won a Chicago Fed- 
erated Advertising Club award 
five years ago for the best one- 
|minute film commercial that he 
_ produced for White Rain. He also 
is credited with producing the 
first Mobilelux television commer- 
cial two years ago—a commercial 
for Wiedemann Brewing Co., Cin- 
cinnati. 


JOHN G. MEILINK 

PaLM SprINnGs, CAL., Sept. 4— 
| John G. Meilink, 68, former gen- 
i manager of the Cleveland 
Press, a Scripps-Howard newspa- 
| per, died at his home here Sept. 2. 
He’ had been forced to retire in 
/1947, because of arthritis, and 
|} moved here in 1954. 

Mr. Meilink began his career at 
16 in the classified advertising de- 
partment of the Toledo News-Bee 
and was advertising manager of 
that daily when he went to the 
| Cleveland Press in 1921. He was 
|made advertising manager of the 
| Press in 1922, business manager 
+ aa and general manager in 
1937. 
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Follow the food baskets in Detroit’s food stores and 

you'll see that NEWS-advertised items are the 

drawing cards for Detroit’s food shoppers. Because 

food advertisers know that today’s News brings : 
tomorrow’s business, they placed 1,440,319 lines in a 
The Detroit News the first seven months of this . 
year. That’s over 400,000 more lines than the 
other evening paper—and more than twice as much 

as the morning paper. 

THIS IS DETROIT! 

This 6-county trading area is Other advertisers get the same results from The News, 


the source of 98% of Detroit's because The News leads in practically every other 
total retail business. Here, The 


re advertising classification—and carries 51% of the 
ews—with the largest total . ’ . 
circulation of any Michigan TOTAL linage placed in all three Detroit news- 
newspaper — concentrates 96% papers! : 


of its weekday circulation, and 
91% of its Sunday circulation. 


The Detroit News 


FIRST IN CIRCULATION — 469,389 WEEKDAYS— 585,667 SUNDAYS 


Eastern Office ..260 Madison Ave., New York Chicago Office . . 435 N. Michigan Ave., Tribune Tower 
Pacific Office ...785 Market St., San Francisco Miami Beach ... The Leonard Co., 311 Lincoln Road 
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Philco’s Protest 
on TV Renewal Part 
of ‘Vendetta’: RCA 


WasnHiIncTon, Sept. 3—RCA told 
the Federal Communications Com- 
mission last week that Philco’s re- | 
cent protest against renewal of | 
NBC radio and tv licenses for Phil- 
adelphia represents “an abuse of 
the commission’s procedures.” 

RCA told the commission Phil- 
co’s protest is a “maneuver” in a 
“vendetta” which already involves 
a $15,000,000 triple damage suit 
filed by Philco against RCA over 
patent licensing agreements. 

RCA scoffed at Philco’s claim 
that publicity received by RCA as 
a result of NBC’s Philadelphia 
operations results in a competitive 
advantage in the sale of tv sets and 
household appliances in the Phil- 
adelphia market. It said Philco re- 
ceived the same kind of publicity 
when it was operating WPTZ-TV, 
and provided the commission with 
photos of WPTZ-TV station breaks 
which had “hitchhike” plugs for 
Philco. 


s The RCA brief said the sharp 
drop in Philco earnings in recent 
years resulted from Philco’s failure | 
to realize its opportunities and to 
attain in tv what it once held in 
the manufacture of radio sets. 
“Philco’s refusal to accept the chal- 
lenge and risks inherent in any 
advance in the industry is no bet- 
ter exemplified,” RCA said, “than 
in color television. Philco today is 
not engaged in the commercial 
manufacture of color receiving sets. 
While Philco boasted and prom- 
ised, RCA delivers.” 


® To document its contention that 
Philco’s protest is merely a “man- 
euver,” RCA pointed out James | 
Skinner Jr., the company president | 
told stockholders in April that such | 
business factors account for Phil- | 
co’s drop in earnings. None of these 
had the remotest relation to any | 
alleged practices by RCA, the brief | 
said. 

In its petition Philco had con- | 
tended that RCA’s practices had | 
been attacked in so many anti-| 
trust suits that it should be regard- 
ed as unqualified to hold radio) 
and tv licenses. In reply, RCA said | 
FCC is right in taking the position, | 
as it did in renewing the licenses, 
that the mere filing of an anti- 
trust case is not a basis for hold- 
ing up license renewals. + 


Hugh MacLean Boosts Acker 
Hugh C. MacLean Publications 
Ltd., Don Mills, Ont., has appointed 
Harold N. Acker publisher of 
Canadian Chemical Processing. 
With the company since 1954, Mr. | 
Acker also recently was named) 
publisher of Chemical Buyers 
Guide, Canadian Woodworker, Ca- 
nadian Metalworking & Manufac- 
turing and Industrial Engineering. 


Campos joins Robert Otto 
Eduardo Arguelles Campos, for- 
merly with Publicidad Caisa, has 
joined the Mexico City office of 
Robert Otto & Co. as a member of | 
the executive staff. At one time he | 
was with the Mexico City office | 
of J. Walter Thompson Co. | 


Rice Joins American Cyanamid | 

Charles W. Rice Jr. has been | 
named to the new job of advertis- | 
ing and promotion manager of | 
American Cyanamid’s Creslan ac- | 
rylic fiber. He was formerly with 
J. Walter Thompson Co. and at one 
time was with American Viscose 
Corp. 


300 W. WASHINGTON ST. 


Du Pont Reorganizes Ad 
Department, Boosts Four 

E. I. du Pont de Nemours & Co., 
Wilmington, Del., has promoted 
Edward J. Pechin to assistant di- 
rector of its advertising depart- 
ment, and at the same time has re- 
organized a product advertising di- 
vision into two divisions. Mr. Pech- 
in, formerly manager of the prod- 
uct ad division under reorganiza- 
tion, succeeds Russell A. Apple- 


the advertising director. 

Robb M. De Graff has been 
named manager of the new divi- 
sion which will be responsible for 
the ad programs of elastomer 
chemicals, organic chemicals and 
photo products departments. Wil- 
liam H. Easton Jr. heads the new 
division handling products of the 
pigments and polychemicals de- 
partments (except nitrogen prod- 


gate, who plans to retire next year,| Hotel du Pont. Mr. De Graff is 
and who was named assistant to| succeeded as manager of the com-'! 10¢ to 12¢ (AA, Aug. 26), the oth-| day editions, which sell for 20¢. 
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pany’s tv program and general 
company space by Charles E. 
Crowley, formerly assistant man- 
ager. Mr. Easton formerly was a 
product group manager. 


All Four Chicago Dailies 
Now Cost 7¢, Up from 57 


Following on the heels of the 
Chicago Daily News’ announce- 


|ment that it would raise the price 
ucts) as well as ads for the| 


of its daily edition 2¢, from 5¢ to 
7¢, and its Saturday edition from 


er Chicago evening newspaper, 
the American, and the two Chica- 
go morning newspapers, the Trib- 
une and the Sun-Times, have 
announced they will increase the 
price of their daily editions to 7¢. 

The Tribune also announced it 
will increase the price of its Sat- 
urday edition from 7¢ to 10¢. The 
Sun-Times announced its Sunday 
edition would remain at 20¢. Nei- 
ther the Tribune nor the American 
made amnouncements about Sun- 


@ CHICAGO FOOD BROKERS 
COMPLETE COVERAGE CHICAGO MARKET 


“We particularly look to the trade 


Joseph T. Ryerson & Son, Inc., 
is the largest jobber of steel in the 
nation. For more than 45 years, 
Keith J. Evans has been associated 
with the firm—as Advertising and 
Sales Promotion Manager, Director 
of Marketing and Public Relations, 
and Marketing and Public Rela- 
tions Consultant. Somewhere along 
the line, he found time to organize 
N.1.A.A., serve as its first presi- 
dent, and help guide it to its 
present prominence. Recently we 
visited Mr. Evans at his Chicago 
office where he gave us his thoughts 
on advertising and on the use of 
trade and industrial publications. 
Here are the highlights. 


Q First, would you give us a brief his- 
tory of Joseph T. Ryerson & Son, Inc.? 


A Gladly. The organization was founded 
in 1842 and has grown to be the largest 
steel service organization in the country. 
It is the marketing subsidiary of Inland 
Steel Company, but the larger part of its 
products come from other sources. We 
are a large distributor of carbon alloy 
and stainless steels and aluminum. 


Q What is the advertising history of 
Ryerson? 


A We have been advertising ever since 
the beginning of our company. When I 
joined Ryerson in 1912, the Advertising 
Department was composed of the adver- 
tising manager, his assistant, and a 
secretary. Since then we have added 
Sales Promotion, Sales Analysis, Market 
Research, and Public Relations Depart- 
ments—all self-sustaining. 


Q With 115 years of advertising ex- 
perience, your company should certainly 
be in a position to give us some pretty 
valid opinions on ~dvertising. 


A Yes, I guess we are. We firmly believe 
in continuity of advertising in volume 
sufficient to make a reasonably good im- 
pression. We never forget that our ad- 
vertisements are up against the best ads 
our competitors can prepare; so they 
must work hard and well. And we believe 
that every illustration and headline must 
be so interesting that the steel specifier 
or user will think, “‘l want to know more 
about this,”’ and read on. 


Q In actual practice, how well has 
Ryerson's advertising managed to con- 
form to this philosophy? 


A Our advertising history divides into 
three main periods: in the first, our cus- 
tomers wanted to know if we actually had 
the steel in stock; starting about 1910, 


they were interested in how soon the 
steel would arrive at their sites; and since 
1930 the emphasis has been on large 
stocks, accurate cutting, uniform quality, 
and the avoidance of mixed steels. These, 
then, are the points which we have 
stressed in our copy. 


Q Apart from these slowly changing 
objectives, what is the basic goal of 
your advertising? 


A We advertise to make our company 
well and favorably known by executives, 
purchasing agents, and their staffs. By 
emphasizing our large and complete 
stocks, our quick, dependable service, 
and our special system of quality con- 
trol, we attempt to secure preference. 


Q Does most of your advertising appear 
in the trade and industrial press? 


A All of it. Ryerson uses between 60 
and 70 trade and industrial magazines. 
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Krylon Spray Paint Sets will be used, with 12-unit cartons 

Christmas Campaign of 6 oz. cans. The campaign also 
Krylon Inc., Norristown, Pa., will include trade paper advertis- | 

maker of aerosol spray enamels,|i™& and 50,000 direct mail pieces 

has mapped an intensive fall mag- | © be sent to retailers. 

azine campaign to promote its gold, | 

silver and white paints for Christ- | Rolls-Royce Ltd. Beginning 

mas decorations. The publications | Distribution in Southwest 

include Better Homes & Gardens,| Overseas Motor Corp., Fort 

the Better Homes & Gardens| Worth, has been named to handle 

Christmas Idea Book, Ladies’ Home distribution of Rolls-Royce cars in 

Journal and Life. |Texas, New Mexico, Oklahoma, 
Specially designed Christmas| Arkansas and Louisiana, marking 


packages and display racks also| the English company’s first major! 


penetration into the U.S. South-| Apparel Clubs has adopted a code 

west. Dealerships have already|of ethics for salesmen of men’s 

been establishec in major cities in| wear. The code calls for intelli- 

these states. gent, truthful and conscientious 
Rolis’ entry into this market is|representation of company and 

timed to coincide with its current | product. 

joint 50th anniversary celebration | 

with Neiman-Marcus Co. in Dallas. | ‘Health’ Names Heimerle 

Rolls sold its first car in the US. Myron C. Heimerle, formerly 

within a week or so of the opening midwestern sales representative, | 

of Neiman-Marcus in 1907. ‘has been appointed advertising | 

sales manager of Today’s Health, 
Men's Apparel Code Adopted the consumer publication of the 
The National Assn. of Men’s|American Medical Assn., Chicago. | 
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Want to know 
who makes the 


Best Gasoline? 


“See Octane Ratings on Page 138" 


and industrial press for penetration” 


"We particularly look to the trade and industrial press for penetration—to 
reach the executives, general managers, and all the other people outside of the 
Purchasing Department whom our salesmen cannot see on every call.’’ 


We particularly look to the trade and 
industrial press for penetration—to reach 
the executives, general managers, and all 
the other people outside of the Purchas- 
ing Department whom our salesmen 
cannot see on every call. We consider 
the trade and industrial press vitally 
important to advertisers and readers. 


Q How do you select the publications 
on your schedule? 


A Working with our advertising agency, 
we check carefully on the editorial con- 
tent, circulation, readership, inquiries, 
cost-per-thousand, etc., making our de- 
cision on the basis of a composite of 
these factors. We believe that an adver- 
tiser should appear at least 12 times a 
year in any particular magazine in order 
to be seen at least four or five times a 
year by the average reader. 


Q In what way is your advertising 
budget determined? 


A In the fall of each year, we work out 
a program that we believe will accomplish 
our various objectives. This is done 
without too close attention to budget. 
Then costs are computed and the job is 
tailored to fit into a reasonable program 
based on volume, market conditions, and 
so On. 


Q Over the years, what kind of results 
has this program brought Ryerson? 


A In the first place, we try to avoid 
competition with our own salesmen, who 
call on the same people we reach with 


our advertising. Our records show many 
splendid results from our advertising. 
In fact we have established several adver- 
tising landmarks. We won top award for 
the best all-round industrial campaign 
in the first N.I.A.A. competition in 1922; 
a Ryerson ad was included in the top 
100 for 1949-50 in a volume published 
by Milline Publishing Company. 


Q Is there anything else you would like 
to say on the subject of trade and indus- 
trial publications? 


**We believe that an advertiser should appear at least 12 times 
a year in any particular magazine in order to be seen at least 
four or five times a year by the average reader.”’ 


A Yes, there is. I would like to express 
the belief that publications of this nature 
can be of great assistance to young ¢ex- 
ecutives coming up in business, Their 
superiors may not be able to devote the 
time these fellows need for good train- 
ing, but I say there is no reason they 
should suffer from the lack of it. They 
can keep well posted by studying some 
of the trade publications in their field. 
And I recommend that management sub- 
scribe to them and recommend them as 
“must” reading by young executives. 


Through the use of trade and industrial publications you are able to communi- 
cate with your customers and prospective customers in an atmosphere that is 
natural to them and most productive for you. In this respect, today’s re- 
sponsible trade and industrial press serves a purpose unduplicated by any 


other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and a 
strict control of circulation that assure confidence on the part of readers and 
advertisers. With such acceptance goes proportionate selling power. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


== FS CHILTON PUBLICATIONS: The Iron Age + Department Store Economist 


= * Hardware Age « Spectator « Hardware World + Jewelers’ Circular-Keystone 
== Automotive Industries + Gas + Distribution Age + Optical Journal and 


: ——7 2 Review of Optometry + Motor Age + Boot and Shee Recorder - Commercial 
= = Car Journal + Butane-Propane News « Electronic Industries + Book Division 


OPPORTUNITY—Top ranking (101) as 
listed in octane ratings in the Na- 
tional Petroleum News Factbook 
was the inspiration for a newspa- 
per campaign plugging Crown Cen- 
tral Petroleum Corp. products. Al 
Paul Lefton Co., Philadelphia, is 
the agency. 


Five Publications Hike 

Ad Rates Next Year 

The American Weekly, Glamour, 
Good Housekeeping, Holiday and 
The New Yorker have announced 
rate increases early next year. Ef- 
fective with the Jan. 5, 1958, issue, 
American Weekly will increase by 
% the price of all its units of 
space. A b&w page, one time, will 
go from $27,390 to $28,760, and a 
four-color page will go from $34,- 
940 to $36,690. Glamour, with a 
circulation guarantee of 665,000, up 
from 650,000, will raise its b&w 
rate 14.7%, from $2,900 to $3,325, 
and four-color 13.1%, from $4,400 
to $4,975, effective with the Feb- 
ruary issue. 

Good Housekeeping, which with 
the February issue will raise its 
circulation base 11%, to 4,000,000, 
will advance its page rates some 
12%, with a b&w page moving 
from $12,850 to $14,400 and four- 
color from $17,600 to $19,700. Hol- 
iday, effective with the February 
issue, will increase its b&w page 
from $5,320 to $5,820 and its four- 
color page from $7,885 to $8,630. 
The rate base will increase from 
825,000 to 850,000. The New York- 
er, effective with the Jan. 4 issue, 
will advance its bkw page 9.1%, 
from $2,750 to $3,000, and four- 
color 5.9%, from $4,250 to $4,500. 
The circulation base will move up 
5.7%, from 350,000 to 370,000. 


You're in 
good company 
on WGN-RADIO 
Chicago 


| Top-drawer advertisers 
| are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
| for results! Consistent high 

program quality, at the lowest 
cost, makes WGN a good buy 
—your smartest buy today in 
| Chicagoland! 
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THE FACTS: 


INCOME IS UP! 


WAGE AND SALARY RECEIPTS ON AN AVERAGE WEEK 


$2.390.385,000 


1,446,171,000 


1947 1956 (1st naif) 


Wage Earner Families earn 56% of wage 
and salary dollars! 


NOW is the time to build or maintain your sales franchise in the vital Wage Town’ market. 
Because ... when you “buy” Wage Town, you tap one of todays most vigorous markets, and 
you make an unusually solid investment for the future. 


TODAY’S MARKET 


Wage Town never had it so good! 


REAL BUYING POWER IS UP! 
WEEKLY WAGES IN RELATION TO CONSUMERS PRICE INDEX 
* eae 


1947 ‘48 ‘49 1950 51 "52 "53 "54 "55 1956 (Ist half 


Wage Earner Families have 29% more 
buying power than they had 10 years ago! 


DISCRETIONARY SPENDING POWER IS UP! 


DISTRIBUTION OF DSP AMONG NON-FARM FAMILIES 
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Peery 2 & oom 


Wage Earner Families have 63% of all 
“loose money” to spend 


TOMORROW'S MARKET 


a Wage Town will have it even better! Trends are developing which will have far-reaching effects on 


THE 35-HOUR WEEK 
is practically upon us, and 


falrIelz] THE 4-DAY WEEK 

is looming up insistently ... 
| not as a possibility, but as a 
strong probability ! 


ee 


the entire economy. For instance: 


1. more overtime pay! 


2. more leisure time spending! 


A SHORTER WORK WEEK MEANS: _ 3. Wider bases of consumer 


Sources: Starch, June 1957; Kemp Audience Survey ; Government Bureaus;Division of Marketing and Research, Macfadden Pub., Inc. 
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spending! 


4. greater opportunity for 
increased sales! 


HERE iS YOUR MARKET FOR INCREASED SALES TODAY, FOR GROWTH 
AND EXPANSION TOMORROW. HOW DO YOU REACH IT?... 
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a Oo %*WAGE EARNER FAMILIES 

a y) of TSWG families are COMPARE: _Ladies’ Home Journal 30.6 
é : Better Homes & Gardens 30.3 
o @) Wege Saaner Gee Saturday Evening Post 29.6 


Wage Town is a different market, and it can only be truly reached and sold by a different kind of magazine concept. 


TRUE StorY WOMEN’S GROUP magazines are the only kind of magazines read to any appreciable degree by Wage 
Town’s women! 


@ of TSWG primary homes are not @) of TSWG primary homes are not 

reached by any of the 3 major reached by any of the 3 major 

(e) women’s service magazines, or weekly or bi-weekly magazines, 
by all of them combined ! ©) or by all of them combined! 


OTHER IMPORTANT DIFFERENCES 


OCCUPATION 


WAGE EARNER FAMILIES ARE DIFFERENT IN THEIR SOCIAL OUTLOOK AND VALUES, TOO 


YOUTH 


MEDIAN AGE 
: _ Ladies’ Home Journal 38.8 years 
yous & the melien age COMPARE: Better Homes & Gardens 41.5 years 
° Saturday Evening Post 39.7 years 


YOUNG PEOPLE BUY MORE BECAUSE THEY BUY LONGER! 


FAMILY SIZE 
#CHILDREN PER 100 HOMES 


children (\UNDER 18 YEARS) 
per 100 households is the TSWG figure COMPARE: Ladies’ Home Journal 
Better Homes & Gardens 
Saturday Evening Post 


LARGER FAMILIES MEAN GREATER, MORE VARIED PURCHASES! 


TRUE STORY WOMEN’S GROUP magazines reach Wage Town... influence Wage Town... sell Wage Town. 
So, buy TRUE STORY WOMEN’S GROUP magazines. It will pay you now...and later, too! 


P Ss WRITE OR CALL US FOR A COMPLETE STATISTICAL AND 
ome SOCIOLOGICAL ANALYSIS OF THE WAGE TOWN MARKET. 
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New York Stock Exchange Beams Over Ad 
Results; Sets $600,000 Budget This Fall 


New York, Sept. 3—An adver- 1 
tising appropriation of $600,000 has | 
been made by the New York Stock | 
Exchange for the remainder of this 
year. It will use three ads in 571 
daily newspapers and four ads in 
163 Sunday newspapers, plus two. 
pages each in Life, Reader’s Di-| 
gest, The New Yorker and U.S. 
News & World Report. This is 
about the same schedules the ex- 
change used during the first half 
of 1957. 

Ruddick C. Lawrence, vp of the | 
New York Stock Exchange, in an- | 
nouncing the organization’s adver- 
tising program for the last half of 
1957, released a review of its ad- 
vertising for the past 18 months. 

“Its aims,” he said, “are to 
achieve our goal of educating the 
public on the opportunity of share 
ownership, and at the same time 
to create an attitude toward the 
exchange and its members of con- 
fidence, respect and approval. Now 
it is possible to evaulate its effec- 
tiveness. 


s “We use ‘Four R’s’ for evaluat- 
ing our advertising effectiveness,” 
he said. “These are readership, 
recognition, response and research. 

“According to the Starch read- 
ership study, the new exchange | 
advertising is winning twice as 
many men readers and three times 
as Many women readers as pre- 
vious exchange advertising per 
dollar of ad cost. 

“On recognition, the exchange 
advertising continues to be singled 
out as one of the outstanding cur- 
rent campaigns. A jury of 300 lead- 
ing educators, editors and corpo- 
ration executives appointed by the 
Saturday Review to select 25 out- 
standing examples of distinguished 
advertising in the public interest | 
named the New York Stock Ex- 
change ads. 

“On coupon response, the ex- | 
change has received from readers | 
in the past 18 months more than 
250,000 coupons. This brings the 
total coupon response since Jan- 
uary, 1954, to well over the half- 
million mark. In every ad we rec- 
ommend that the reader call on a 
nearby member firm for the book- | 
lets advertised. We have estimated 
in the past that stock exchange 
members have received at least an- 
other half-million requests, making 
total response to advertising more 
than 1,000,000 requests for ex- 
change literature. However, spot 
checks in the past six months sug- 
gest that perhaps our estimate is 
too conservative, and that instead 
of one in every two readers call- 
ing directly on members for book- | 
lets, there may well be many more. 


# “On new accounts,” Mr. Law. | 
rence said, “during the spring the| 
exchange received follow-up re-| 
ports on about 7% of all coupon | 
leads sent to member firms. These | 
reports, coming from representa- | 
tive brokers, showed that 8% of) 
all leads had already been con-| 
verted into accounts and another | 
35% had been segregated as worth | 
future follow-up. These figures 
conform closely to those from a 
study made in 1956 and indicate, 
we believe, the value of the coupon 
response from our advertising. The 
remaining 57% was largely from 
students and others who may be 
good prospects in the future. 

“On research,” Mr. Lawrence | 
said, “the exchange has used field | 
research to discover which points | 
about investing makes the most) 
impression on average readers so 
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that these points could be stressed 
in copy. This spring we engaged an 
independent psychological research 
organization to explore the public 
attitudes toward member firms, the 
| exchange and investing in a typi- 
cal smaller city—Dayton, O. We 
discovered a large number of peo- 
ple “playing back” many of the 
words, phrases and ideas about 


investing that have been continu- 
ously stressed in our advertising 
copy.” 


# Commenting on tie-ins by mem- 
bers of the exchange, Mr. Law- 
rence noted that an incomplete 


report “shows that 134 brokerage | 
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using split runs of three Sunday 
magazine ads in Parade this fall. 


s “On Oct. 20 and Nov. 3, one-half 
of the homes in the 56 cities re- 
ceiving Parade as part of their 
Sunday newspaper will read the 
regular ads scheduled for these 


houses ran 838 tie-in ads in the! dates, and the other half will read 


first months of 1957.” 
As part of its continuing effort 


ads with slight changes in headline 


|and in copy. In addition, half of 


to explore new ways of presenting | the Parade run on Dec. 3 will have 
the exchange message more effec-|an additional line in the coupon 
tively, Mr. Lawrence said, “We are | stating, “If student, check here.” 


All ads will be keyed, of course, 
and response to each version will 
guide us in copy plans for the fu- 
ture.” 


® Also this fall, Mr. Lawrence said, 
spot television will be tested in 
Buffalo and perhaps another city 
to see whether “ways can be found 
for members to use this medium 
and use it profitably.” 

Calkins & Holden is the agen- 
cy that is handling the exchange’s 
account. + 


Thampson's Porter says 


“Presentation of the media H ; 
‘ phon + is es ale cacaall hee 


He snl id 


Se 


Starting in October, Media/scope will be published monthly and will accept 


The new 


for everyone 


advertising. Closing date for plates is the 25th of September. 


who reads Media/scope? How many? How do we find them? 


For 38 years Standard Rate has served and worked 
closely with the media-buying side of advertising. This 
gave us a good start in identifying those who buy 
advertising. 


Four pilot issues of Media/scope brought requests from 
many hundreds more who wanted to read it. 


Publishers, networks, individual stations and major 
representatives provided us with still more names. 


These sources add up to the 15,000 circulation guaran- 
teed for the October issue. 


But this is only a beginning. Just as water seeks its own 
level, so Media/scope will find its own circulation level 
as time goes on. We will see to it that everyone in adver- 


tising hears about Media/scope; knows what’s in it for 
anyone with more than a casual interest in media selec- 
tion. 


Beginning with the October issue, we will start to con- 
vert the unique values of Media/scope to its qualified 
readers into paid subscriptions ...no premiums, no 
long-term discounts. 


What the circulation level will be six months from now, 
nobody knows. It may be much higher. But whether it 
is or not, we do know that you'll find the regular 
readers of Media/scope are the kind of people you'd like 
to have corralled for you in Madison Square Gafden— 
assuming, of course, that you have some ideas on where 
they should spend some of their advertising money to 
better advantage. 


— 
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A: O. Smith Appoints Two Dreft Sets English Tie-in 

A. O. Smith Corp. has appointed| Thomas Hedley & Co., English 
W. T. Halket marketing director) | subsidiary of Procter & Gamble 
of its Permaglas division in Kan-| Co., will market 1,000,000 rede- 
kakee, Ill., a new post, and J. W. | signed packages of Dreft liquid 
Burleson general sales manager of| detergent with a knitting pattern 
the division in a reorganization of | attached, beginning Oct. 1. Vouch- 
the Permaglas marketing system.) ers valued at 2 shillings (28¢) will 


sales manager of domestic water|be used toward the cost of mate- 
heaters; Mr. Burleson previously|rial for a garment featured in the 
was general sales manager of|knitting leaflet. Heavy press and 
heating and air conditioning equip-| tv advertising is expected to boost} 
ment. | the scheme. 


SPEA Unit Elects Hailparn ‘Vision,’ ‘Visao’ Boost Rates 


Alfred B. MHailparn, national Vision and Visao, New York, ef- | 


sales promotion manager of Pub-| fective with the Jan. 3, 1958, issues, 
licker Industries, has been elected | will raise their rates. Vision Inter- 
president of the Delaware Valley | national will advance its b&w rate 
chapter of the Sales Promotion 12.1%, from $1,285 to $1,440; the 


Executives Assn. Other new of-| Mexican edition of Vision, 11.7% | 


Mr. Halket formerly was general|be inside the packages, and can | 


ficers are Roy M. Barnes Jr., E. I.| from $385 to $430 and the Portu- 


du Pont de Nemours & Co., Ist vp;| guese edition, Visao, 10.1% from | 


'Tom J. Bowes, Cities Service Oil| $595 to $655. Circulation guaran- 
Co., 2nd vp; John R. Lewis Jr.,' tees for each of the three editions 
Lewis-Pierson Organization, secre- will advance 5,000; Vision Interna- 
tary, and Harry M. Ellsworth, | tional to 112,000; Vision Mexico to 


|Frank H. Fleer Corp., treasurer. 


' 40,000, and Visao to 50,000. 


ideas-and-methods magazine 


who makes media decisions — 


and for nobody else 


At last buyers of advertising have a magazine of 
their own—one devoted to their interests; not 
limited to any one type of medium; not watered 
down by editorial matter on any other phases of 
advertising. 


For years, Standard Rate & Data Service has provided 
for those in the media-buying function the information, 
facts and figures they need to make buying decisions. 
Now SRDS, through Media/scope, offers all those who 
select and buy media the best in current thinking, 
strategy, techniques, planning that enter into the most 
successful use of media funds, in the choice of major 
media fields, as newspapers versus television, and in the 
buying of units within a single field, as the best con- 
sumer magazines or best radio stations or best business 
papers for specific campaigns. 


Media/scope helps its readers in their essential mission 
of investing wisely the $10 billion and more now ex- 
pended by American advertisers. Media/scope is the 
first publication to devote itself solely to that aim. 


Media selection is an “idea business” too 
It takes a lot of stewing nowadays to cook up a sound 


since 1948 


schedule. Takes ingredients like imagination, ingenuity, 
resourcefulness. Takes knowing how the other cooks 
are doing it, too. That’s where Media/scope comes in 

. to help a man when he is tasting ideas, testing 
theories—or just plain sizing up the other fellow’s cam- 
paign strategy. 


This is when an advertising man opens his mind, weighs 

the advantages and disadvantages of each type of 

medium, thinks in terms of what best fits a given audi- 

ence—or what audience is best for a certain product 
.. or for a specific advertising theme. 


And this is the time and place to tell these men what 
your particular medium offers that they can’t get any- 
where else. 


This is Media/scope...your opportunity to reach media- 
minded readers with your media story—when they are 
interested; receptive. 


For additional information, see the Media/scope 
Service-Ad in BUSINESS PUBLICATION RATES & DATA, 
Class. 1, or contact Media/scope at any one of the 
offices listed. 


Media/scope’s Editor-in-Chief is Roger Barton: 

Editor of ADVERTISING AND SELLING, later ApveRTISING AGENCY Magazine 
Editor of AMERICAN PRINTER 

President (1954-1955) of the National Conference of Business Paper Editors 
Associated with Daniel Starch and Staff (1930-1938) 

President and Chairman of Barton & Gould, Inc. (1939-1940) 

Lieutenant Colonel in the Military Intelligence (Active Reserve) 

Project and Public Relations Director in the Politz organization 

Lecturer in advertising at the Graduate Business School of Columbia University 
Editor of ApvertisInc HANDBOOK (1950) 

Author of ADVERTISING AGENCY OPERATIONS AND MANAGEMENT (1955) 
Author of the articles on advertising for the ENCYCLOPEDIA BRITANNICA 


Mr. Barton heads a staff of editors each experienced in one or more fields of 
media. Under his direction Media/scope will help readers keep on top of the 
latest and best thinking, ideas and methods in the media-buying function. 


Walter E. Botthof, Publisher 
An SRDS publication serving the Media-Buying Function 
420 Lexington Avenue, New York 17, N. Y., MUrray Hill 96620 
1740 Ridge Avenue, Evanston, Illinois, HOtlycourt 5-2400 
420 Halliburton Bidg., 1709 W. 8th St., L.A. 14, Cal., DU 2-8576 


| See 
pRB: swirl of mink reveals 
matching girdle and bra in this ad 
| for Vassar Co. and Hollywood- 
Maxwell Co. The joint fashion 
book campaign starts in September. 
The agencies are Frederick C. Wil- 
liams & Associates (Vassar), Chi- 
cago, and Carson/Roberts, Los An- 
geles. 


Reinhold Promotes Two 
Reinhold Publishing Corp., New 
York, advertising management for 
Chemical Society publications has 
promoted Robert Voepel to dis- 
trict manager of Agricultural & 
Food Chemistry and N. J. Koer- 
wer to assistant advertising sales 
manager of Analytical Chemistry. 


Publication Boosts Edlund 

Richard H. Edlund has been 
named eastern advertising man- 
ager of Management Methods, 
Greenwich, Conn. He has been a 
representative of the magazine 
since 1954 and will continue to 
work out of the publication’s New 
York office. 


‘NAHB Journal’ Names Reps 
The NAHB Journal of Home- 
building, Washington, has ap- 
|pointed Weaver Inc. its south- 
| eastern advertising representative 
| and Jules E. Thompson Co. to rep- 


resent it in 10 western states. 


Friedman Heads ASNA 

| Harry J. Friedman, director of 
sales for Ready Reference Publish- 
ing Co., division of Carey Press 
Corp., New York, has been elected 
| president of the Advertising Spe- 
cialty National Assn. 


| ONE OF THE 
~ FIRST 100 MARKETS. 


WHBF 


RADIO & TELEVISION 


COMING! 


Greatly Expanded 
TV Coverage 
From a New 


1000 ft. TOWER. 


| 
| 
| 
| 
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September Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


- Pages — / r Pages \r Lines 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug Aug. dan.-Aug. Jan.-Aug. Sept. Sept dan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. 
1957 1956 1957 1956 1957 1956 7 1956 1957 1956 1957 1956 1957 1956 1957 
Weeklies, Bi-Weeklies, Semi-Monthlies (August) EI eal aba nh 
Commenmedl 6.00. scseeseee 33 135 19031 S.5BG 5.67726 So.aa <UL : ~~ = 5, om 
ORE ae 6.3 653 S687 6168 456 28,027 243,953 264,612 Reveali ances .. 
H#Oownbest .......+---+-- es -— a) oe oe ee een eel eee Oe hmLlULlhlUlelhlUhe| Cle 
GR nc rccercccesecessecess 19.7 21.9 200.2 237.4 19,741 21,872 200,163 237,443 | tDaring Romances .......... 20.8 18.1 82.6 812 8.919 7764 35 448 
SRNR cs): sadn ca ks saaraaiel 255.2 251.7 2,726.0 2,892.7 173,565 171,156 1,853,681 1,967,029 | True Story Women’s Group: ; . : . 
OG 5s deine eee ces eieaee 96.3 105.3 1,108.9 995.8 65,484 71,604 754,052 677,144 Ns oe noes 45.6 38.5 341.6 368.6 19,549 18,524 146,538 
GUNN srWisksssscescsees 2146 190.6 2,127.3 2,057.5 90,132 80,052 864,150 893,466 | True Experience 171 247 1504 2168 7346 10,606 64,542 
GHEE VERT oscssccrccccecs 257.55 204.8 2,677.9 2,708.1 110,448 87,873 1,148,810 1,161,766 True Love Stories 173 23.9 149.9 214.4 7428 10.248 64,287 
Presbyterian Life ...........+ 5.7 6.7 738 89.5 2,381 2,819 31,030 37,612 True Romance 17.6 23.8 148.2 215.7 7'560 10,206 63571 
TEE, « voxndic<ccesce 62 113 995 1119 3,430 4,725 37,592 47,000 True Story 72.6 65.0 5718 5383 31.135 27,894 245,302 
tThe Saturday Evening Post .. 206.5 161.7 2,143.0 2,236.8 140,430 109,986 1,457,249 1,521,007 TV-Radio Mirror 138 231 1266 2058 5.910 9.916 i 
Saturday Review ........... 476 369 5352 5122 19,997 15,548 225,714 215,124 Total Group Wis WS TH GET MT nse Ce T 
Sports Illustrated ............ 93.0 44.0 1,021.3 648.8 39,914 18,883 438,009 299.777 | yore. Fy 
$Sporting News ............. 278 25.3 235.0 203.6 30 27.399 254,939 220.847 0 igures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried 
re kan eld 182.0 163.7 2,116.0 2,228.4 76,497 68,758 888,758 935,945 | Y the croup as a whole PLUS additional advertising carried by each individual publication. + Published bi-monthly; 
ee 34 245 338.1 229.6 6.083 4.459 61,538 41.771 | Mternates with Silver Screen. Figures shown are for September-October issue. { Published bi-monthly; alternates with 
U.S. News & World Report... 2415 2215 2,046.4 2,035.9 101,450 93,039 859,486 855,079 | “ofidential Confessions. Figures shown are for September-October issue. 
eee L7eee 1548.7 18.137.6 17.9251 913,714 #11872 9373850 95,426,064 | 5 
§ Classified direciory ‘smitied, effective Sect. 22. 1956. ¢ Net incioded im totale; figures shows are for the Septeater | USiness (September) 
issue. ¢ Five issues in August 1957; four issues in August 1956. {Four issues in August 1957; five issues in August 1956, | fDun's Review & Modern Industry 83.9 88.8 705.7 654.0 35,239 54,687 296,376 402,840 
; NE oat ak sad, «+ al 192.8 174.0 1,615.0 1,444.3 121.818 109,968 1,020,680 912,766 
, Pages —— Lines ——, | Nation's Business ........... 56.2 51.4 4631 3966 24146 22,105 199,036 170,473 
= o- —— a -_ a — — Total Group .............+ 3329 «0a «TS «TAGS «(CBi203 ~=ike700 15ie092 406.079 
‘ § Because current month linage figures for several publications are not yet available this group is broken into a September 
Women’s section and an August section. t Changed from a 616-line page to a 420-line page in November 1956. 
§Bride’s Magazine ........... — — 690 40 : —a. senees 296,408 Pages Lines 
Everywoman’s Magazine ....... a a oe 1274 © 16,41 / 120,589 ¢ F Sua?’ aa 7 pot 
Family Cirtle ............... 43.2 532 3957 4844 18533 22,823 169,756 207,808 1957 1986 1987" 1986" 198796 987 nse” 
Good Housekeeping .......... 142.8 148.3 1,073.3 1,087.1 61.247 63,631 460,463 466,353 | pL oi (August) 
Ladies’ Home Journal ........ 102.2 1305 9163 890.2 69,465 88,758 623,094 605,347 usiness (Augu 
cle, 5 ae amas 75.6 825 7389 649.4 51,408 56118 502,450 441,625 | Barron's ................... 60.9 66.2 624.7 6426 39,927 43,426 409,853 411,593 
§Modern Bride .............. — mm 466.1 4265 —— 295,239 269,548 | tBusiness Week ............. 436.9 383.7 4,000.0 3,734.1 183,490 161,141 1,680,008 1,568,330 
Parents’ Magazine .......... 85.6 745 552.6 4935 36,829 32,120 237,914 212,360 | {Financial World ............ 34.8 40.2 4601 4285 14,625 16,889 193,271 179,968 
Seventonn waocsieeneeeeeess 151.2 154.2 1,068.5 1,097.5 102,846 104,870 726,553 746,323 | Forbes ...........ccceceees 59.0 40.7 5435 490.2 24,746 17,093 228,187 205,875 
estern Family: | Voted Group .......+ceeeee Le SHS 5283 52954 262,788 738509 ZSIL319 7305.76 
Saas Gates tteeeeees “e x4 an. 74 = pay od pon ag oo + Five issues in August 1957; four issues in August 1956. ¢ Four issues in August 1957; five issues in August 1956. 
ZNo. Calif. Edition ...... 13.1 203 167.7 202.0 5,610 8,699 71,975 86,675 | 
H#Northwest Edition ...... 134 224 1672 215 5.734 9594 71,758 90,744 | Magazine Linage Trend. Fines in thousands 
Woman's Day ..........000. 37.3 515 3142 422.3 15,993 22,080 134,773 181,146 | 
The Workbasket ............. 449 4.6 3340 3045 8,802 9,153 65, 59,687 | 
IED S ckeanbaccess 70 Mil Fees FRCS 32400 125255 F713,3352 F975 | WEEKLIES 
§ Published quarterly in January, April, July and October. + Includes Shopping Scout Section linage. # Not included in totals. | 1957 
General | |AUG.| 914 J 
American Artist ............. 36.4 29.2 2173 282 15,278 8 12,271 91,208 91,631 
American Forests .......... 185 10.7 144.0 1388 7,770 4,494 60,480 58,310 juy | 854 | 
American Legion ............ 15.4 222 1364 169.5 6,478 9,328 57,275 71,193 1086 
SE co cisccceescass 616 686 5488 5355 18,081 20,139 161,295 157,326 
on ta 258 214 1772 1658 11074 9189 76026 71,164 | | AUG, a) Ree 
eo da ks oe) 32.7 26 274 267.8 13.734 12,015 113,991 112,478 
Christian Herald ............ 58.9 47.0 3348 3116 25,289 20,145 us 77 133 as 
Ts soars so os san 4 19 60.2 5.5 56.1 5,039 2,315 ; 578 
citi, vi cota ceas 32.0 300 324.0 229.0 5,760 5,400 58,320 41,220 WOMEN'S BUSINESS FASHION HOME 
Cosmopolitan ............... 23.2 21.0 2103 1799 9,968 9,020 90.297 77,159 1957 1957 1957 1957 
Eagle Magazine ............ 60 10.1 63.7 70.5 2,523 4,250 26,7 29,590 | 
Er icictves'sseacsss: 623 561 5742 5469 42,378 38148 390522 371,912 | | SEPT. AUG. SEPT. SEPT. 
STII -. Gasccsnscees’ 5.1 42 11441 ~ 119.2 6,491 6.111 48,960 51,151 
TE Sn scsSansy sees ct 63.6 63.7 5388 551.7 43,275 43,319 363,398 374,821 AUG. [293 | JULY [205] AUG.| 337 | aus.[209] 
SI itachsccseccteass 18.0 181 146.7 1535 12,404 12,490 100,935 105,659 
SIE Cadi i ctaccceso: 165 158 1486 1983 6.916 6.650 a2 3,304 1956 1956 1956 1956 
a ig dase a a's « 29.0 231 2440 2310 12,213 9,912 01, y 
an Yaae .............. 538 530 2653 2423 23.713 23379 117.008 106,875 | | See SEPT. BRE: SEPT. Ba 
Harper's Magazine .......... %3 8630.3 «= 281.6 = 280.0 3s 15.252) s:12,725~—Ss:118,304 117,607 
SE TEES gi Ade cnesesss 65.7 438 7739 653.7 44,692 29,811 526,276 444,547 
(ORR eS Oo agepeREr 196 213 1601 164.1 8,232 8,946 67,242 68,922 Pages — — Lines 
Improvement Era ............ 25.2 28.0 218.6 239.1 10,570 11,701 91,816 100,436 Sept Sept.  Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
DT Si haaGe debs daceces 59.3 48.6 236.7 218.5 40,607 33,251 161,924 149,467 1957 1956 1957 1956 1957 1956 1957 1956 
Motor Boating ............0. 87.5 83.4 1217.2 11719 S1451 49,089 715,373 «= 689.125 | yous 
NTI Sioa cis atesade 14.0 116 1045 1203 5,880 4,872 43,890 50,526 
I oie es ca one 17.0 19.0 164.9 186.1 7,140 7,980 69,258 78.162 | American Girl .............. 37.5 35.3 255.4 240.4 16,073 15,156 109,584 103,134 
National Geographic Magazine . 30.8 395 380.8 360.4 7,319 9,401 90,612 85.431 | Boys’ Life .............0.. 29.4 358 2522 2528 20,004 24,351 171,498 171,911 
SI ISEETA Es snics dunce. 10.7 6.3 90.4 19.3 4,488 2,639 37,997 8.120 | Child Life ................. 13 18 9.2 13.3 557 789 3,967 5,708 
Popular Photography ......... 8.1 75.7 737.1 7341 36,162 31,794 309,582 308,322 | Scholastic Magazines ........ 44.0 48.3 2609 247.8 18.483 20,401 109,352 104,667 
SEE cS vaccasscesevces 23.1 222 1791 1858 9,928 9,482 76,894 79.765 | tScholastic Roto ............ — sm 36.2 33.1 ——_ 31,763 29,034 
Reader's Digest ............. 42.0 31.0 401.0 274.0 7,644 5,642 72,700 49,868 ME cv eacdenacs fiz2 Wi2 839 674 iSSil? 6697 4261604 414,454 
ER erg 12.4 7.3 111.2 73.9 5,355 3,152 51,580 31,907 | + Not published in September. 
SG scauienianadcaene -_ 6©elUC KOC SCS 9,929 114,077 95.440 
BEE aclgtsaestatesnes. 5.7 8.7 83.3 64.1 1,639 3,650 34,257 7,01 
Ms acdicidcagheaet. ue ts) OkosiSY)2sCe2sC7S.«Ss27879 ~«=—s 9675 | OUldoor & Sport 
_ . “SRPeaiPpes qonepe 13.0 aieien 84.1 (ate 5.426 ona 32,253 | American Rifleman .......... 67.2 70.4 469.0 507.7 28,813 30,184 201,215 
Town & Country ............ 109.2 105.2 527.2 547.4 69,016 66,455 333,205 345,984 Field & Stream ............. 70.7 68.3 634.7 639.2 30,325 29,299 . 
os Esa 26.4 28.1 261.1 232.7 11,318 12,070 112,023 99,823 | Fur-Fish-Game ....... press 21.3 19.2 164.7 165.2 9,118 8,255 70,595 
CN tc We, dn chen ectcen 85.5 82.7 1,039.6 1,017.9 50,274 48,607 601,285 $98,499 | Gums 0... eee cece eee eee 32.8 39.8 232.2 250.4 13,963 17,074 99,524 
sere S5GSRS TREN OSES CG CC RRESEE OO EGIE Tae | Outdoor Life ............... 683 70.1 6334 6431 29,316 30,086 271,737 
Total Group ..... wos. T3@L TTS 112702 WSIS GAO 335 SEI SSIS S25 a tieg ee ey ee Ce 231,699 
+ Figures shown are ‘for. August-September issue. { Figures shown are for August issue and are not included in totals. ee eee ueaten ~ oan - : 
§ Published bi-monthly; figures shown are for September-October issue. * Formerly Christian Advocate (weekly); changed TG ID. 56 cde ccepiee 316.6 3295 26740 2,761.5 135, 14 ae 1,147,002 
to Together (monthly) in October 1956. Changed from a 414-line page to a 429-line page in May 1957. 
Mechanics & Science 
Home Mechanix IMustrated ......... 58.9 639 5975 5908 13,195 14,315 133,832 
American Home .......... . 64.0 778 S591 6687 40,452 49,165 353,342 422,639 | Popular Electronics .......... 68.0 S24 526.7 4044 15,232 11,738 117,981 
Better Homes & Gardens ..... 109.1 133.1 1,101.0 1,221.0 68,942 84104 695,777 771,762 | Popular Mechanics ........ 106.6 118.0 1,017.0 1,145.9 23,886 26,432 227,804 
Flower Grower ............ 42.3 40.0 445.7 475.3 17.749 15,539 187,137 198,395 Popular Science sneeeeeseees 129.5 142.9 970.8 1,103.2 29,008 32,007 217,463 
House & Garden 88.2 103.1 598.0 657.4 55.172 65,189 377,983 415,489 | tScience & Mechanics ........ 90.9 90.6 431.8 457.7 20,353 20,286 96,729 
House Beautiful 107.9 99.6 840.7 890.4 68,192 62,918 531,327 562,704 Total Group .............. 35 678 F538 %$F7020 i674 104,778 ' 
Household .......... -" 28.6 37.4 315.7 364.8 13,412 16,026 143,505 156,520 +Figures shown are for September-October issue. 
Living for Young Homemakers R46 92.5 576.9 628.1 53,490 58,442 364,580 397,016 ne & 
Popular Gardening .... 35 369 403.7 403.1 16.156 15,506 169,570 169,302 v tion 
Sunset Magazine .. 112.2 135.0 1,087.7. 1,270.5 46.932 56,729 461,037 534,389 | Detective & Fic aa 108 93 1089 430.1. Ss 4.638 3.978 46,725 
Total Group ....... $754 «97554 59285 6579.3 380.497 423.618 F284 258 35626216 | dell Men's Group ............ 8.7 10.7 87.1 104.0 3,715 4,586 37,364 44,593 
Thrilling Fiction Group ....... 10.1 5.9 75.2 59.8 2,265 1,327 16,854 13,410 
Fashion Pith GiB ies dsnetihe vx: Be BS Mz Ws Weis Seo. 100943 107,974 
ee Oe eZ =«_ * 78,606 83,105 377,095 395,353 
I eatin tnecan esas 140.2 168.0 8375 861.2 60,127 72.087 359,225 369,412 | Newspaper Sections (I) 
Harper's Bazaar ....... _ 215 1868 8814 893.4 133,700 118,080 557,040 seas (Nationally distributed with Sunday newspapers.) 
Mademoiselle ........ 115.9 115.2 9036 988.0 49,704 49,434 387,610 3, 
WEIR ssesssees... LLL SRS 50 1908S 126 «1 ET OHS S| te wey SS kD OTD SARIS 
RMD Gln kinuceeseecks 9535 0735 “G8422 49638 515.339 516441 2528,323 2574724 | spare ................. 69.0 64.6 0 572.6 59,338 54,885 517,593 
This Week Magazine .......... 96.9 916 757.3 7139 82,340 77,840 643,679 
Movie-Romance-Radio Total Group ............0s 735 Tee Loss THs Wisi Leo 1,445,747 
Dell Modern Group: Not included in totals. 
Modern Romances ........ 335 35.0 2771 269.7 14,364 14998 118,874 115,711 _——— p= Liees 
Modern Screen ............ 265 36.7 229.7 270.3 11,355 15,730 98,519 115,936 | Aug. Aug. dan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. 
—— = ae + ce dedesce 22.3 27.4 179.3 212.2 9,559 11,757 76,986 91,066 1957 1956 1957 1956 1957 1956 1957 
awcet lomen's Group 
Tree Confessions .......... 308 275 2248 1883 13,200 1,792 96,452 ~~ 80,760 | Newspaper Sections (II) (August) 
Motion Picture ............ 2.8 20.8 157.1 149.4 9,364 8,925 67,384 64,099 | (All other newspaper sections and comics) 
Hillman Romance Group ...... 14 0.8 13.1 15.5 605 384 5,756 6.761 | Chicago Tribune Magazine ... 117.4 80.0 1,060.1 993.6 99,804 68,019 901,091 
Hillman Women’s Group ..... 21.2 16.8 182.6 149.3 9,120 7,224 78.517 64,219 | First 3 Markets Group ........ 38.5 31.6 373.8 379.0 32,683 26,860 317,730 
ldeat heray Group ces aun pee om ‘in nae exis | NOt York Times Magazine ..... 219.2 2241 1,721.9 1,811.5 186,331 190,453 1,463,613 
Intimate Story ......... . ; : . , y 131 | 
Movie Star Parade... i a a ee ee a AS Las 
a hd os ince 19.3 16.7 180.2 163.7 8,297 7,177 77,283 70,233 i Pas 60 
Personal Romances ........ 30 Wl w20 «Mis 5,580 5,628 60,950 60,806 (Continued on Page 60) 
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Papa works from 9105. 


... more than 1,775,000" fathers in PARENTS’ MAGAZINE 
homes... young fathers . . . conscientious fathers (a higher 
percentage of male readers than any other Women’s magazine)... 
men who, despite their youth, have relatively high spending power. 
(PARENTS’ ranks Ist among all magazines in percent of 
reader-families with incomes $4,000—$9,999!) 


Mama works from '7 to QO .. 


(a.m) (p-m) 


. more than 1,775,000* mothers with well over 
3% million growing children in PARENTS’ MAGAZINE 
homes... young mothers whose families buy 
virtually all kinds of goods and services 
annually to the extent of $7 billions! 


1 t4rents’ Magazine works 


from J 8054 


. the only major magazine devoted exclusively to families 
with growing children—biggest buyers of most products— 
PARENTS’ reaches by far the highest percent of MOTHERS 
18-34 years of age! (Twice as high a percent as any other 
Women's, Monthly, or Weekly magazine.) 


oo. Pee 


To increase your sales in biggest-buying families with children, let PARENTS’ 
MAGAZINE work from 18 to 34 for you! 


cmcuuarion cuaranree 1,775,000" 


ahME Ng _ *effective with Janvary 1958 issue | 
SD Maun to CHILDREN IN PARENTS’ MAGAZINE FAMILIES 


nee | er 


3,775,000 


pi 2 i 
MONTHLY READERSHIP 


6,000,000 


COMMANDS CONFIDENCE! 


UPS SALES! ill 
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Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept.  Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept.  Jan.-Sept. Jan.-Sept. 
1957 1956 7 1957 1956 1957 1956 seer _ = oes 1957 1956 1957 1956 
Comics Magazines ee. Se ae : 0 10,192 10,192 86,535 87,406 
MD vudhsivanki3%5 48.5 783 4245 562.3 8.827 14,242 77,160 102,330 
American Comics Group ....... 7.0 7.0 63.0 63.0 2,646 23,814 23 o— 36.0 40.0 311.0 348.0 6,300 7,000 54,426 60,920 
TtArchie Comic Group ........ 8.5 5.8 37.3 28.8 3,193 2,173 14,092 11,035 British ......... 71.5 855 5820 696.0 13,299 15,803 108,159 129,356 
National Comics Group RE dels... esses 915 875 6315 6765 16653 15,925 114933 123,171 
Red Unit .... 8.5 9.3 61.1 60.7 3,213 3,497 23,126 22,900 SE 41.0 40.5 402.3 345.0 6,970 6,842 68,382 58,821 
Blue Unit 2 ite nebeve 8.0 8.3 56.1 58.2 3,024 3,119 21,366 21,954 <a 18.0 19.0 140.0 147.0 3,348 3,534 26,040 31,178 
Yetel Group .............. 320 SOA BTS BOI Thos ita 823598 79,703 ep SRI GS 84.0 76.0 8035 286.0 14,700 13,300 140,612 51,050 
t Published bi-monthly; figures shown are for September-October issue. French-Swies ..........+--- 24.0 22.0 198.0 202.5 4,200 3,850 43,922 35,438 
German ..... 90.0 1160 7180 846.0 16380 21112 130,676 152,958 
Ms dine, « 5 bis .0 29.0 228.0 . 5,460 , 41, x 
Canadian National Weekend Newspapers (Rotogravure Linage) pina 30 StS) ORS a76, 4 686=sSS7S. slay SLs 
os i ciecaeuis 85.0 85.1 5613 616.3 84,971 85,077 561,292 616,256 MD cuits nisi 65.0 51.0 469.0 339.0 11,830 9,282 82,810 61,698 
ty ee Re 60.0 86.0 515.6 583.3 59.813 85,903 515,698 548,399 ER dp dabiwxivs 72.0 718 04.0 $43.0 12.834 13,390 uus.sis 108,876 
$Star Weekly ............... 598 47.9 6466 5541 52,314 45,075 564,188 524,942 SOD fathead cn h's . Y 0 5, . 792 56,952 
{Weekend Magazine .......... 127.0 132.7 9039 851.4 123,864 129,412 883,347 £830,170 Rialto vin ysd no's 55 56.0 422.0 514.5 10.30 10,192 79,170 93,709 
Total Group ...........+.- 38 «SL? Fe274 T6051 3205962 345457 2522525 2,519,767 Military Overseas ....... . _ ‘ — 9,1 57,148 satieme 
t Four issues in September 1957; five issues in September 1956. ¢ Changed from a 950-line page to an 875-line page in — ee teen eees = = = or ago = as =m 
: a ee ee oe) fhe .........-.-.- 84.0 1055 6615 763.0 14,700 18463 115,761 133,525 
South African ............ 96.0 M80 7385 8295 17,184 21,122 132,101 141,368 
Southern Hemisphere .... 38.0 37.5 2840 3235 6,916 6,825 51,688 58,877 
Canadian = ieee Se 35.5 45 286.0 382.0 13,703 7,533 106,889 66,931 
Canadian Home Journal ....... 40.5 38.6 307.8 336.3 27,535 26,276 209,321 667 Ce 1387.0 1,466.9 11,547.7 11,353.6 264,930 263,983 2156112 2,034,637 
Canadian Homes & Gardens. 60.5 57.4 370.9 406.0 40,099 39,057 252,214 276,047 § Because current month linage figures for several publications are not yet available this group is broken into a September 
PTT TTT 51.0 52.9 349.7 366.0 34,670 35,939 237,815 248,858 | section and an August section. 2 Net included in totals; cumulative totals are for May through September in 1956. ¢ 1957 
0 ae 28.4 30.0 264.7 271.0 12,241 12,870 133,556 136,559 | pages and fines for Military Overseas edition do not include 78 pages of advertising in the Japanese Troop edition, which was 
ESD 130.9 127.1 819.4 821.2 89,000 86,420 557,173 558,347 | replaced by the Military Overseas edition in March 1957. 
Reader's Digest 
English Edition ........... 918 2.0 715.3 7328 17,062 17,108 128,309 233,011 e Pages \ + Lines _ 
French Edition 938 1033 7108 7703 16,698 18,792 131,221 140,365 Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. 
Revue Moderne .............. 25.6 252 2040 1965 17,423 17,043 138,752 133,601 1957 1956 1957 1956 7 1956 1956 
Revue Populaire ............ 224 301 168.7 2196 15,693 21,062 118,232 153,613 
{Samedi ..... 253 390 2309 3228 17751 27.323 ©«161.773«—«(2a8.782 | Foreign (August) 
#Time-Canadian 1148 1541 1,199.9 15293 48,160 64,715 503,895 642,285 | Life International: 
§Saturday Wight ............ 22.2 338 208.1 307.4 9,317 9,987 87,504 129,224 English Edition ........... 67.0 611 5223 535.9 45,560 41,565 361,930 364,395 
Total Group ........ 0.6. S702 STS TAL TTT WET WEISZ 2,068,366 2,334,850 | , Sranish Edition -...-..--.. 67.0 86594 865183 524.9 = 45,560 40,460 352,410 = 357,255 
Serer cee Eoens Ses Sas 2 Cuenacey Sane, ¢ Muar fem te Setentey SEER Give teenes te Coty | specttis Gillon ........... 63.0 528 5223 3736 26,460 22,190 219,380 156,905 
. 1956. # Not included in totals; figures shown are for August 1957 and August 1956. § Three issues in August 1957; two t ESR 48.6 50.0 496.0 432.6 20.405 21.000 208 320 181.720 
7 issues in August 1956; not included in totals as figures shown are for August 1957 and August 1956. MAUION Ga cateccde an «acess 428 48.7 365.7 4568 17,990 20,440 253,580 173,470 
es Time International: 
‘Foreign (September) Time-Atlantic ............ 273 85.3 838.3 7485 41,020 35,805 352,065 314,775 
Time-Latin American ....... 3 95.2 824.2 780.2 44,205 39,970 346,150 327,670 
Popular Mechanics: - <i 4 
Mecanica Popular (Spanish) 25.6 20.6 254.9 219.0 5.725 4,616 57,105 49,051 wae ececccesesces 79.9 74.2 661.9 664.8 33,495 31,150 278,005 279,195 
rece eee ean, 6 SOO. eee akO 00d ees) aw'oes «Biase | Visao-Portuguese Edition... 165.0 1575 9045 773.0 69,300» 66,190 378/890 324,660 
#Populaer Mekanik (Danish) 8.5 12.0. 62.8 44.0 1,904 2.688 14,063 9,856 a 
tt Popular Mekanik (Swedish) 5.5 9.5 75.3 34.8 1,232 2.128 16,875 7,784 Mexican Edition ........... 22.3 21.8 118.0 97.7 9,380 9,170 50,560 40,970 
Reader's Digest: Spanish Edition ........... 918 80.7 513.0 462.3 38,570 33,880 215,460 194,180 
I ots ois cctkeanes 36.0 55.0 304.0 456.0 5.868 9,240 49,792 75,033 i Peer 850.4 786.7 62845 58503 391,945 361,780 3,016,750 72,715,195 
GS 3 sv cn ae sks ccs 4995 695 430.0 435.0 9,009 12,649 78,260 79,170 | + Cumulative totals are for March through August in 1956. 


Mogge Agency Moves 
The St. Louis offices of Arthur | building at 111 S. Bemiston Ave.| for the creative and production de- 
R. Mogge Inc. have been moved to! The new offices include a confer-'| partments. 


Control Proposal 


Salja den INFLYTELSERIKA POST — som ager 


det mest aktive inflytande pa massmarknaden. 


EVEN IN SWEDISH IT’S: “Sell the POST 


INFLUENTIAL —the mass market of active influence.” ‘health. 


Sen. 
|measures would call for 


|enlarged quarters in a new office|ence room and improved facilities N.Y. Lawmakers to 


Weigh Cigaret Ad 


estab- 


The GIRL SCOUT LEADER now 
reaches more than 700,000 adults 
active in Girl Scouting. 


THE LEADE 


The LEADER serves women who 
guide and influence the 2,300,000 
girls in the organization. 


toes ~ “* . ; whe 
ee Re age Si, aie RE none: beg SE | am © Ae ot Sanne 
, 


Girl Scout 
Leader 


155 East 44th Street 
New York 17, N. Y. 


Reach this influence group for only 
$3.36 per page per 1,000 in The 
GIRL SCOUT LEADER. 

published by 


PLACES Girl Scouts of the U.S.A. 


iz for all adults in Scouting. 


The LEADER is the one magazine 
read by all Girl Scout adults because 
it contains basic material they need 
in their Scouting work. 


tising and set up minimum health 


|standards for filters, papers and 


cigaret tobacco. 


The Desmond proposals would 


also require cigaret packages to 
earry labels showing the amount 

ALBANY, N. Y., Sept. 3—Cigar- jof nicotine and tar in the cigarets. 
ets and cigaret advertising will| They would include a continuing 
come under strict scrutiny in New analysis by the health department 
York if a state senator has his way. of cigaret tobacco, filters and pa- 

Sen. Thomas C. Desmond, New- pers to determine tar and nico- 
burgh Republican, said today he tine contents, and publication of 
will introduce bills at the 1958 the findings. 
session of the legislature here that | 
would bring cigarets, filters and|= Sen. Desmond, a 69-year-old 
cigaret makers’ claims under the | non-smoker, cited a sharp rise in 
eye of the state department of lung cancer among New York 


|state residents in the last 20 


| 


|cal Review of Independent 


Desmond indicated his’ years. 


“There are too many people ap- 


lishing and enforcing rules cover- parently dying puff by puff,” he 
ing all health themes in adver- said. + 


| American Airlines Elects 
| Willis Player VP 


American Airlines, New York, 
has elected Willis Player a vp in 
the public relations department. 


Willis Player 


Mr. Player until 
recently has been 
vp of public re- 
lations of the Air 
Transport Assn. 
of America. He 
will assume his 
American Air- 
lines duties early 
in September. 
Although 
American has 
made no official 
statement, indus- 


try sources predict that Mr. Player 
will succeed Rex Smith as vp of 


public 


relations, 


and that Mr. 


Smith may retire possibly within 
the next 10 months. Mr. Player also 
}has held pr posts with Northwest 
| Qrient Airlines and Pan American 


World Airways. 


British TV Data Published 


The third semi-annual Statisti- 


TV 


Advertising, a review of commer- 
cial tv billings in Britain for the 
six months ending March 31, has 
been published by Media Records 
Ltd., London. It lists advertisers, 


their agencies, 


how much they 


|spend in tv and on what station. 
| Total billings of the stations are 


also listed. 


It’s available from 


|Media Records Ltd.’s New York 
office at 32 E. 57th St., for $5.88 


a copy. 
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Time of Purchase Market ? 


It’s the young homemaker 
market that needs your product 


NOW... and [EQUI is 


FOR YOUNG HOMEMAKERS (iia 


the Time of Purchase Magazine 


The Time of Purchase market is the one that has the need, the interest, and 
the money to buy your product RIGHT NOW ... America’s young homemakers! 
Statistics on infrequently purchased home products show that these young 

families are your first market, accounting for more sales than any other 
market today. And the only magazine edited exclusively for this Time of 

Purchase market is LIVING For Young Homemakers. Every month, 

Living tells your best customers . . . young families with the readiness to 
buy ... what to buy, where to buy and how much to pay. Invest your 
first money in Living’s t.o.p. market . . . today! 


MAKERS 


‘ike 
* 


S575 Madison Avenue * New York 22, New York 


A STREET AND SMITH PUBLICATION 
© Street & Smith Publications, Inc. —1957 
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Sagging Consumer Sales Will First Spur Ad 
Spending, Then Inhibit It, Says ‘Value Line’ 


New York, Sept. 3—If a reces- 
sion in sales of consumer goods is 
imminent, will it affect the volume 
of national advertising? 

The question is raised and an an- 
swer projected in the current issue 
of “The Value Line,” published by 
Arnold Bernhard & Co., in its 
quarterly analysis of the publish- 
ing industry. 

“An advertiser is concerned pri- 
marily with selling his product. 
The amount of advertising space 
(or time, as regards tv and radio) 
he uses and the price he will pay 
for that exposure depend to a great 
extent on the size of the market 
that he believes exists for his (and 
competing) products,” the publica- 
tion says. 

“Because of the many conflicting 
influences now at work in our 
economy,” the report says, “it is at 
this time extremely difficult to 
project with confidence the path 
which advertisers will take over 
the next 18 months. 

“Approximately one-third of to- 
tal advertising expenditures are 
made by manufacturers and pur- 
veyors of durable goods. The ma- 
jority of product sales in this cate- 
gory in recent years,” the report 
says, “have been made possible 
through the use of credit. 


s “We distinguish between the de- 
mand for an item and the market 
for that item by regarding the for- 
mer as representing the number of 
people who want to buy an item, 
and the latter as the number of peo- 
ple who will be able to buy it. 

“The level of interest rates now 
is so high (relative to rates pre- 
vailing during the past decade, in 
which many of today’s businesses 
were started) as to suggest that a 
recession in sales of consumer 
goods (both durable and non-dur- 
able) is imminent. Our reasons for 
reaching this conclusion,” the re- 
port says, “are as follows: 


e 1. “The willingness of a finance 
company to accept an instalment 
contract is geared to the spread be- 
tween the price it has to pay for the 
money it borrows and the yield 
on the paper it purchases. When 
the spread narrows, it becomes ne- 
cessary to exercise more care in is- 
suing credit to minimize credit 
losses. Such is now the case. Many 
people who would have had no 
trouble in securing financing last 
year are being turned down this 
year. Unless money rates soften, 
the number of rejections is likely 
to increase. 


e 2. “Most retailers finance their 
inventories largely through bor- 
rowings. The cost of these self- 
liquidating loans has risen nearly 
75% during the past two years. In 
some instances, the cost of borrow- 
ing is such that, considering the 
risks involved, it is not possible to 
earn a satisfactory profit on the 
sale of the inventory. 


e 3. “Since the issuers of consumer 
credit are making it more difficult 
to borrow, and current high inter- 
est rates are making it less attrac- 
tive to maintain inventories larger 
than absolutely necessary, manu- 
facturers’ markets seem likely to 
shrink. 

“The pertinent question,” the re- 


in Texas! 


Channel 4 Dallas | 


ASK A BRANHAM MAW 


port says, “is this: If a manufac- 
turer foresees a diminution in his 
market, is he likely to increase, or, 
at least, maintain his advertising 
budget in an effort to stave off a 
lower sales volume, or is he likely 
to cut his budget in an effort to 
contro] his costs? 

“As we see it,” the report says, 
“the answer is that he is likely to 


do both. First, the budget would 
probably be increased in an effort 
to stimulate sales. If it subsequent- 
ly appeared that increased adver- 
tising would not stem the ebbing 
sales tide, a reduction in ad outlays 
might well be the order of the 
day.” 

But the Bernhard analysis fore- 
sees another factor likely to pre- 
vent an early cutback in advertis- 
ing expenditures—namely, the fear 
of losing competitive position. 

“Unless advertisers act in con- 
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cert in reducing ad budgets,” it 
says, “those whose axes fell heavi- 
est would be likely to see their 
products falling fastest into the 
oblivion of ‘public unawareness.’ 


# “Our projections,” the report 
says, “allow for an increase in ad- 
vertising expenditures in the cur- 
rent half which would boost full- 
year outlays to $10.6 billion—7% 
above the 1956 total. 

“For 1958, we tentatively set the 
total of $11.1 billion, a gain of 4.7%. 


(These compare with increases of 
nearly 11% in ’56 and of 5.2% in 
*54, when the growth of the econ- 
omy was last interrupted.) 

“The expansion of advertising 
revenues visualized for 1958 by no 
means heralds a boom year for 
media,” the reports says. “Indeed, 
since space and time rates will 
average 10% above current rates, 
the 4.7% gain in total revenues im- 
plies a reduction in space and in 
sales. The ability of magazines to 
reach a pre-selected audience will 


Chilton announces... 


AIRCRAFT 
AND MISSILES 


@ The first truly industrial maga- @ The only magazine in the field @ The only magazine in the in- 
zine directed to operating exclusively edited for manufac- dustry to offer advertisers ex- 
management in the aviation turing design and production per- clusive coverage of aviation man- 
manufacturing industry sonnel ufacturi 


FIRST ISSUE JANUARY 1958 


AIRCRAFT AND MISSILES MANUFACTURING is unique 


The prime purpose of this new monthly publication is to 
promote better communications between engineering and 
production personnel and between the manufacturers 
within the industry. In the past there has been no single 
publication serving as a common meeting ground and 
forum for the airing and solution of the combined com- 
plex problems of production and design. Original feature 
articles will deal with engineering and production by the 
most economically feasible methods. The approach will 
be one with emphasis on the whys and wherefores and 
on practical solutions to manufacturing problems. 


New planes and missiles will be traced from design en- 
gineering, through the production line and all the way 
to inventory. Stress will be laid on how the design and 
the production engineers can and must work together to 
deliver the goods to the user—civilian or military. 


AIRCRAFT AND MISSILES MANUFACTURING is needed 
Research has proved the need for an entirely new kind 
of publication to fill a void that people in the industry 
feel strongly exists today. Independent studies by John T. 
Fosdick Associates, New York, conducted by personal 
interviews among key operating executives in manufac- 
turing companies, indicate a “strong desire for concen- 
trated information on new design and production tech- 
niques.” These studies are being continued to keep a 
finger on the pulse of this fast-changing market. 


A and MM controlled circulation 

Through extensive field work, which is continuing, a list 
of more than 15,000 names has been built, one by one. 
Every name on the list represents someone whose func- 
tion is related to manufacturing, engineering or purchas- 


ing. This includes design engineers (in manufacturing); 
production personnel, such as plant superintendents, tool 
engineers, and department heads; and purchasing execu- 
tives. A and MM’s bull’s-eye circulation eliminates from 
your advertising expenditure the high cost of mass-circu- 
lation, general-appeal aviation magazines. You do not 
have to pay for reaching people connected with air car- 
riers, maintenance operations, terminal airports and the 
like when your market is primarily the manufacturers of 
aircraft, missiles, engines and parts. 


A and MM fits the new industry pattern 


Due to current trends in the industry, contracts are being 
awarded with far greater care as respects costs. As a re- 
sult, the prime and subcontractors must iearn to produce 
more economically and efficiently. They are eager for in- 
formation on how to do their jobs better. They want to 
get it authoritatively and with the minimum of reading 
time—preferably between the covers of one magazine. 
This is the objective of AIRCRAFT AND MISSILES 
MANUFACTURING. 


A and MM’s own editorial and advertising staff 


This new monthly publication, backed by Chilton’s years 
of publishing experience, will have its own editorial and 
advertising staffs—completely separate from any of the 15 
other Chilton publications. 


AIRCRAFT AND MISSILES MANUFACTURING, a stand- 
ard-size publication, has been professionally designed and 
styled by George Samerjan, well-known New York in- 
dustrial and periodical designer. The base rate for a black 
and white page on a 12-time basis will be $490. See 
September Standard Rate & Data for complete listing. 


AIRCRAFT AND MISSILES MANUFACTURING 


56th and Chestnut Streets * Philadelphia 39, Pennsylvania , st 


A Chilton () Publication y 
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probably prove an asset when ad- 
vertisers focus on those segments 
of the population most closely 
identified with the use of their 
products. 


s “The increase in magazine ad 
revenues resulting from higher 
space rates will, in the absence of 
sharp further boosts in wage and 
paper costs, enable publishers to 
maintain profit margins at current 
levels. 


assumption that the growth of ad- 
vertising revenues will weather the 
temporary economic downturn 
which we believe will be felt in 
the months ahead,” the report says. 
“If that assumption proves correct, 
we would expect a vigorous in- 
crease in advertising usage when 
| the economy again turns upward. 
| “But,” the report warns, “it is 
| not impossible that advertisers will 
|reduce their budgets if they fore- 
|see a reduction in their volume. 


“The foregoing is based on the|Should that happen, publishers 


would be faced with a real profits 
squeeze. The reductions in space 
sales would probably more than 
outweigh higher rates. 


s “However,” the report concludes, 
“our analysis of the most probable 
course of events suggests that the 
major publishers will show some 
earnings improvement next year 
and wide improvement over the 
next three to five years. But the 
next 18 months will be the critical 
period.” # 


Names Norman D. Waters 

McGregor-Doniger Inc. has ap- 
pointed Norman D. Waters & As- 
sociates, New York, to handle a 
special promotion of nautical wear 
in five boating magazines next 
spring. A tie-in four-color section 
is being planned in cooperation 
with other manufacturers inter- 
ested in the marine field. On the 
media schedule are Boats, Motor 
Boating, Rudder, Sports Afield, 
Boating and Yachting. 


McGraw-Edison Sets 
Campaign Stressing 
Corporate Versatility 


New York, Sept. 3—McGraw- 
Edison Co. will launch its first cor- 
porate advertising campaign in 
national magazines this month. The 
first in a series of corporate ads 
will break in Time (Sept. 9), 
Newsweek (Sept. 12), and U. S. 
News & World Report (Sept. 20). 

The ads will be page units, each 
plus a facing column. Each will be 
pegged to a statement of Thomas 
A. Edison and will present practi- 
cal problems which McGraw-Edi- 
son research and production have 
solved. The facing column from 
time to time will carry pertinent 
Edison historical anecdotes, plus a 
listing of subsidiaries and divisions. 

Following the merger of Mc- 
Graw Electric Co. and Thomas A. 
Edison Inc. last January, the man- 
agement decided that a corporate 
advertising program was essential 
to the future development of the 
broadly diversified company. Mc- 
Graw-Edison operates 30 divisions 
and subsidiaries, which make more 
than 35,000 electric products for 
utilities, industry and the home. 
Products range from such well- 
known brand names as Toastmas- 
ter, Coolerator, Tropic-Aire, Speed 
Queen, Manning-Bowman and Ed- 
ison, to a variety of utility equip- 
ment, medical and aviation instru- 
ments, fire detection systems and 
children’s furniture. 

J. Walter Thompson Co. is the 
agency. + 


Schafer Buys Altman-Gilbert 
Car! L. Schafer, for the past eight 
years advertising director and as- 
sistant sales manager of Farmers 
Hybrid Co., Hampton, Ia., has pur- 
chased Altman-Gilbert Advertising 
Agency, Cedar Rapids, Ia., and is 
now operating the agency. Mar- 
garet A. Gilbert, who founded the 
agency and has operated it since 
1944, will remain with the agency. 


GE Advances Akridge 


Dale O. Akridge has been named 
advertising and sales promotion 
manager of the television receiver 
department of General Electric Co., 
Syracuse, N.Y. He previously han- 
dled ad duties for the GE refrig- 
erator line. Mr. Akridge succeeds 
T. G. Fielder, who has resigned to 
join Cunningham & Walsh, New 
York. 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! Consistent high 
program quality, at the lowest 
cost, makes WGN a good buy 
—your smartest buy today in 
Chicagoland! 
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is the most important new factor in the 
sale of products today. And the spirited 
leaders of this enjoyable, on-the-go 

way of life are Holiday’s 875,000 reader 
families. With incomes nearly triple the 
national average, they go more, 

do more, buy more—and look to Holiday 
for sprightly new ideas. If your product 
gives people more leisure or pleasure, 

it belongs in Holiday. 


HOLIDAY readers are the leaders of the new active leisure ! 
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Ad, Promotion Industries Grow as 
Mexican Economy Spirals Upward 


By Robert S. Benjamin 

Mexico City, Sept. 3—The ad- 
vertising and promction industry, 
cashing in on Mexico’s current in- 
dustrial boom, term it the “awak- 
ening of a giant.” 

Today this nation is the best of 
the Latin American markets and 
the third largest customer of the 
U. S. But, more importantly, it 
has developed an ever-increasing 
national market in a fantastically 
rapid upward climb in gross na- 
tional product, coupled with a 
stable political and economic pic- 
ture. The sales figures for nation- 
al manufactures are spiralling up- 
ward with no indications of ceil- 
ings. 


® The Mexican advertising indus- 
try, a struggling infant ten years 
ago, has now become a strapping 
adult. Local experts pinpoint four 
major factors to account for the 
bewildering rate at which adver- 
tising expenditures have been 
soaring: 

1. The gradual evolution of a 
larger middle class which did not 
exist ten years ago. Much credit 
is given to the government’s suc- 
cess in holding down inflation— 
you can still buy a soft drink for 
the equivalent of 2.4¢, or go to the 
top first run movie house for 32¢ 
—while permitting salaries to 
rise. 

2. Restrictions on luxury im- 
ports, thus channeling available 
cash into consumer necessities. 

3. Increase of private invest- 
ment into basic industries—steel, 
cement, glass, agricultural mach- 
inery, pharmaceuticals, etc. 

4. A big increase in competition 
among all major suppliers and 
manufacturers. 


® Until a few years ago, com- 
panies in many fields had a mon- 
opoly on the products they sold. 
No longer. Competition is becom- 
ing fiercer by the day. 

A good example is a bread com- 
pany, Pan Ideal. With industri- 
alization and modernization of 
life, the lowly nutritious tortilla 
has gradually been giving way to 
sliced white bread. One company, 
Pan Ideal, long controlled the 
market but scorned advertising. 
A competitor, Bimbo, came along 
and with a large advertising cam- 


HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


|paign established itself as the 
number one brand in less than a 
year. Ideal bread now trails bad- 
ly. Bimbo has become synony- 
mous with white bread. 


s For 65 years the beer business 


was made up of regional mono- 
polies—“You stay out of our terri- 
tory, and we'll stay away from 
yours.” 

Today the most hotly-contested 
advertising field in all media is 
the brewery business in its fight 
for the national share of the 170,- 
000,000 cases of cerveza consumed 
annually by Mexicans. There are 
no longer any territorial agree- 
ments. 

The tobacco industry is another 
example of the complete about 


face from the old policy, “We sell 
all we produce, so why ad- 
vertise?” New brands are appear- 
ing on the market with great 
rapidity—and_ radio, television 
and print as well as other media 
are reaping the harvest. 


s Although there are no exact 
statistics on the amount being 
spent in advertising in Mexico, 
Edward Noble, president of the 
agency bearing his name, one of 
the largest in Mexico, has come 
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up with the following estimates 
of annual expenditures based on 
research: 


RE . $26,880,000 
Tee. dane aos 2,800,000 
Movie ads ... 2,040,000 
Newspapers . 5,600,000 
Outdoor ..cccsss....... 800,000 
Trade publications 160,000 
Magazines ............ 1,200,000 
Other Print 8,000,000 
Total: 


(U.S. Dollars) $48,480,000 
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Try rating these ad characteristics on their ability to interest readers of POWER ENGINEERING: 


GOOD 


1. Dominant square photograph [| [] 


2. Two-line headline we 


3. Short copy C] 


POOR 


O 
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GOOD POOR 


4. Medium-size rectangular drawing C] * 


5. Three-word headline [ ] [| 
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Barney Kingston Merchandising Director 
Den't be fooled by the “outlet map” 
on your wall! It's one thing te put 
your preduct in stores——it's quite an- 
other te move it. 

If your product er service lends it- 
self te personal sclling—whether in « 
home, office, store, institution, service 
station, ete.—it will pay yeu te in- 
vestigate the booming $9% billien 
DIRECT SELLING FIELD. Manufac- 
turers ageney executives often 
amased te learn how easy and inex- 
pensive it is te move merchandise 
through modern direct selling—in ALL 
counties of the 48 states and in the 
provinces of Canada. 

we analyze or 
service without obligation on your 
part. If your product has potential in 
eur field, we submit 
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from $250,000 te more than $12% 
millien anaually. 
Send faetusl date te cur Merchan- 
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The breakdown may seem 
somewhat unusual. Radio com- 
pletely dominates the expendi- 
tures since Mexico suffers from a 
lack of adequate national maga- 
zines; one of the best available 
visual media is the use of motion 
picture advertising, much of it in 
color, and very popular with the 
agencies. The low figure for out- 
door is accounted for by a series 
of Mexican national laws sharply 
restricting the use of highway 
signs. 
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Seven of the major U. S. agen- 
cies are represented by branch 
offices in Mexico, and they all 
seem to be doing well. JWT, Mc- 
Cann, Young & Rubicam, D’Arcy, 
Grant, Kenyon & Eckhardt and 
Foote, Cone & Belding have their 
shingles out on or near Mexico’s 
Madison Ave., the Paseo de la 
Reforma. Dillon-Cousins is an- 
other agency with offices in both 
Mexico and New York, while Rob- 
ert Otto & Co., alone of the ex- 
port agencies, has a major opera- 


tion of its own in Mexico. The 
Mexico City telephone directory 
classified section lists several doz- 
en local agencies. The biggest 
of these is the Noble Advertising 
Co. In the scheme of things it is 
difficult to come up, again, with 
an exact picture of billings. No- 
ble, McCann, and JWT all claim 
to be number one in total billings 
but the fact that Noble, a com- 
pletely local operation, stands 
toe-to-toe with the two top U. S. 
branches shows what can be done. 


Other important local agencies 
such as Interamericana, Anun-| 
cios Modernos, Agusto Elias Inc., | 
and Camacho & Orvananos all 
have enough billing to be signi- 
ficant parts of the local advertis- 
ing scene. 


# With competition and increased 
ad expenditures, there is a bigger 
premium on creative talent, and 
the musical chairs moves of ac- 
count executives ere as active and 


hard fought as in New York. At 
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There’s new research behind the 20-second quiz 
at left. We think you'll find it helpful research 
—whether your chief interest is art or copy or 
layout. It tells what’s most likely to succeed in 
interesting the readers of POWER ENGINEERING, 
and why . . . shows that certain techniques are 
likely to be much better or much worse than 
average. (Answers to the six choices are printed 


Over 1200 Readex-rated advertisements were 


the winners? 


analyzed by J. W. Rosberg, Director of Re- 
search of The Buchen Company and nationally 
recognized authority on readership research. 
The results are presented in text and charts, 
with examples, in an absorbing new booklet 
““How to Improve Readex Interest Ratings in 
POWER ENGINEERING.” It’s yours for the asking. 
All costs have been underwritten by POWER 
ENGINEERING to make its pages of even greater 
value to advertisers. 


ee) a 


a 


Authentic information on reader-scored interest, based 
on Readex ratings of 1288 POWER ENGINEERING adver- 
tisements—color, space, subject, headline, copy, and 
urge-to-action characteristics—are presented in text 
and charts in this new free booklet available from 


ee Technical Publishing Co. For your free copy, call the 


POWER ENGINEERING representative near you, or write 
on your company letterhead. 
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New York 17 

Joseph E. Halloran 
1613 Graybar Bidg. 
Murray Hill 5-3779 


Chicago 3 

Warren F. Soos 
110 S. Dearborn St. 
Dearborn 2-5453 


Ohio 
William L. Block 
1530 Ruth Ave. 


Cuychoge Falls, Ohio 
(Aion) Swondele 4-8736 


7 


Power Engineering 


Technical Publishing Co., 308 E. James Street, Barrington, Illinois 


Publisher also of PLANT ENGINEERING 


Representatives: 
Philadelphia San Francisco 5 Denver 2 
Oscar Wilds J. Leslie Meek one A Heidersbach 
i McDonald- Thompson Donald- Thompson 
a 625 Market St. 222 Colorado National Bank Bidg. 
Turner 7-6688 Yukon 6-0647 Keystone 4-4669 
6 
Putebergh 19 pte agg L From Ni. Vicere 
Connie J. Grabb y 
Robert R. Anderson . McDonald- 
: McDonald- Thompson 
oes Se Ee 3217 Montrose Bidg. 
1-487 3727 W. 6th St. 
Cont 1-467 Dunkirk 7-5391 Jockson 9-6711 
New land Seattle | 4 
Sek Lippold T. Horry Abney Ted R. Travtman 
5 Spring St. id- Thompson McDonald-Thompson 
Riverside, Conn. 1008 Western Ave. 2010 South Utica 
Neptune 7-2210 Elliott 3767 Riverside 3-198! 
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VITAMIN TONIC—Housewives get 
weary in Mexico, just as they do 
in the U.S., this ad shows. 


‘‘there I was 
in left field 


...two men on and 
the sun in my eyes” * 


*KToo many salesmen 
and two few leads” (A 
problem Lemarge solves 
every day with Mass 
Mail.” ) 


Don't confuse Mass Mail 
with a hit-or-miss direct 
mail barrage. Mass Mail 
means a highly organized, 
researched campaign. It 
requires new methods, 
new machinery and men 
who are masters of this 
new advertising medium. 


You'll find this unique 
combination at Lemarge. 
We're writing the book on 
Mass Mail, from idea to 
income. Whether your 
market is a neighborhood 
or the nation, Lemarge 
Mass Mail will bring 


results, 


Get the full Lemarge story 
by clipping your business 
card here and mailing it 
to the address below. 


LEMARGE 


Mailing Service Company 
417 South Jefferson Street 
Chicago 7, Illinois 


pa your business card here 
and mail it to Lemarge for 
complete information. 
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least two topnotch Mexican ac- 
count executives have gone pro- 
gressively up the ladder through 
four agencies in two years. 

And more imagination on cam- 
paigns: A recent McCann cam- 
paign for Richard Hudnut (Du- 
barry) Calypso Red lipstick pulled 
out all the stops of top flight color 
ads, fashion shows, special sec- 
tions, department store tie-ins. 
Even the singing commercial 
written for the lipstick got al- 
most to the top of the Mexican hit- 


parade. 

McCann, Thompson and Noble 
are all billing in the neighborhood 
of $3,500,000 a year, give or take a 
half million. The McCann billing 
has increased 500% in five years. 
Noble says that 70% of his total 
volume didn’t exist in 1950. New 
accounts at that shop include Ea- 
gle Pencil, Western Air Lines, 
Kimberly-Clark. 

Thompson has increased its busi- 
ness five-fold with greater expen- 
ditures from long time accounts 


which have been vastly suc- 
cessful in Mexico as well as such 
new accounts as Gerolan (vitamin 
tonic) and Cafe Oro, a big new 
coffee and instant coffee produc- 
er. Thompson now lists 55 ac- 
counts in Mexico, compared to 
about 20 in the early 1950s. 


= Under the administration of 
Roland Welch, McCann has broken 
away from its former partner in 
Mexico, Mariano Guastella, to 
surge ahead into one of the front 


runners in the field. 


Kenyon & Eckhardt, the newest ae 


arrival on the Mexican scene, has 


made slow but steady progress || 
from one account to 12 and now/|/® 


bills about $400,000 a year. 

K&E had high hopes to snare 
the Pepsi-Cola account for Mexico, 
but it has remained solid at In- 
terAmericana, an agency run by 
Eulalio Sanchez, a close friend of 
Pepsi management. Nor has RCA 
ever billed nearly what had been 
projected. Yet Avedon and his 
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~ KELLOGG’S | 


ORE THAN 60% OF ALL 
CEREALS SOLD ARE MADE 


In 1895 an idea sparked an industry that was to change America’s 
eating habits . . . for in that year the cereal industry had its beginning 


in Battle Creek. 


Today Battle Creek is recognized as the ‘‘Cereal Capital of the Worl as 
and rightly so, for the ready-to-serve cereals manufactured here account 
for more than sixty percent of the nation’s sales. Battle Creek is the 
headquarters of Kellogg Company, Post Division of General Foods and 
the Battle Creek Food Company. Important also, are Ralston Purina 
and National Biscuit companies which produce cereal foods in Battle 


Creek. 


These five cereal manufacturers contribute greatly to the community’s 
healthy economy and stable year round employment. 


the BATTLE CREEK market... 


The cereal industries alone employ over 7,000 persons, and 


their combined annual payrolls exceed $32,000,000. Battle Creek’s 
high per family buying income ($6,100) and full employment make 


it one of Michigan’s most profitable markets. Advertisers get 


complete coverage of this metropolitan area with 


one newspaper 


BATTLE CREEK 


MICHIGAN N 


Cereal Food 
Capital of the World 


. «+ The Enquirer and News. 


: Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


READY-T0- SERVE 


IN BATTLE CREEK 


) ENQUIRER anp NEWS © 


Py 
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LIPSTICK — Mexican advertising 

would look at home in any high 

fashion U.S. publication, as witness 
this Richard Hudnut ad. 


staff have picked up some good 
small accounts locally and are 
proving the thesis that the ex- 
panding economy of Mexico is 
providing plenty of prospects. 


® Researchers stumbling through 
the morass of figures to find out 
“how to spend our client’s money 
where and when it will do the 
most good” say “we make esti- 
mates based on estimates of esti- 
mates.” Some independent sur- 
veys, such as radio and tv, have 
given them a fairly accurate lay- 
out of Mexico City and a few oth- 
er large cities. 

Statistics of production don’t 
exist, because the companies won’t 
give them. Big companies can 
only calculate what share of the 
market they have by guessing 
from the sales of principal deal- 
ers. 

Another factor is the lack of 
national media. Because approxi- 
mately 45% of the population is 
illiterate, radio and movies are 
the only means to reach the ma- 
jority of the middle and lower in- 
come groups. 

Television, which is growing 
rapidly and may end up the 
strongest medium in the country, 
is currently restricted to a com- 
paratively few major cities. One 
of its chief advantages is the 
amazingly low cost. 


= Chain stores have not yet 
evolved to any extent, so there is 
little opportunity for national pro- 
motion as done through chain 
stores in the U. S. Only Mexico 
City and a few other large cities 
have supermarkets and it is ex- 
tremely difficult to utilize mass 
displays or other modern mer- 
chandising methods in the small 
neighborhood stores or village 
markets. 

The drugstore is gradually de- 
veloping into the diversified op- 
eration of the U. S., selling and 
advertising non-pharmaceutical 
items on a large scale. 


@ The agencies have arrived at 
some tentative statistics: 

Although Mexico has a total na- 
tional income of $8,800,000,000, 
only 10,000,000 people out of its 
30,000,000 population are econom- 
ically active and represent a buy- 
ing market. Further, only 31% of 
the people account for 63% of the 
gross national income. 

Out of the 20 states, one terri- 
tory and the federal district, only 
12 states comprise 80% of the gross 
national product of $7,520,000,000. 
Mexico City alone represents 
13% of the total market. 

But these figures are changing 
almost from day to day as the 
new salary class grows with the 
industrialization of the country. 
As one executive succinctly put it: 
“There’s no end in sight.” # 
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: Tomato Juice 


for every slimming diet ! 
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Astonishing how fast your brand 
image fades in the “time lag” 
between home and store . . . how 
costly “impulse buying” has 
become today to even the 
most powerfully advertised 
national labels. Fight fire 
with fire. Put more of your 
ad dollars where they deliver 
more sales . . . closer to 
shoppers . . . right in the retail 
marketplace. Put your product 
on CRITERION POSTERS 
—one market or 2,000— 
more direct advertising, 

more continuously, for less 


y 


money . . . and where it counts most! 


i ee ae ee ee eee eee A 


Use CRITERION POSTERS (0 sell 
your product in the retail marketplace 


ie SNRs A oo = See age teh 
CRITERION ADVERTISING COMPANY, INC. — NEW YORK — BOSTON — CHICAGO — PHILADELPHIA — PITTSBURGH — ST. LOUIS — SAN FRANCISCO ~ MONTREAL 
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4 The contest’s main requirement | watches. 

5-P age Coronet’ Ad E a 25-words-or-less statement md Win one of the 1400 valuable prizes 19 Harriton s | The Sunday supplement ad will 
; “The Hamilton watch I prefer is | 3 Stang © ample: of style leodertup by | be b&w and will run Sept. 15 in 
Launches Hamilton s | the (model name) because .. .” 7100,090 HANMILTON | Family Weekly, Parade, This Week 
$100,000 Contest | The entry blanks also include a| STYLE PxX* FERENCE CONTEST . Magazine and 12 independents. It 
list of watch features to be) | will be similar in content and for- 
LANCASTER, Pa., Sept. 3—Hamil- checked. Blanks must be obtained | Sain atlas bok Sigs <p nas @ = | mat to the first page of the Coronet 

ton Watch Co. is aiming both to/from, and returned to, Hamilton | oe pao ote ; | insert. 
rouse and to research the watch | jewelers. Ee See See j 1,400 Hamilton watches will be 
business with a “$100,000 Style According to Rufus A. Fulton, | |awarded as prizes, with the first 
Preference” contest it will adver- | marketing vp, the company hopes | prize to be the $5,000 Saturnalia, 
tise during September in Coronet | that the contest will not only build | 


| eee mem metered ot a lady’s lapel watch set with 205 
and Sunday supplements. | Store traffic and retail watch sales, ~~ = ' ; diamonds. 


For dealers, Hamilton has pre- 
Advt. i oaeere emere | parcd a promotion kit and a three- 
inn dimensional motion display with 
interchangeable elements. 
N. W. Ayer & Son is the agen- 
cy. # 


ane ' | 


+ me emcees 


he eo . Heckman Returns to Republic 
" Henry T. S. Heckman, for the 


: past year and a half advertising 
WIN A WATCH—The b&w page on the left leads into a four-page in- | manager of Harris-Seybold Co., 


sert in this Hamilton Watch Co. October Coronet ad announcing | printing press and powered paper 
its $100,000 contest. cutter manufacturer, Cleveland, 


; ; ; has retvrned to Republic Steel 
but also provide consumer design | opening with a b&w page which|Corp. as assistant director of ad- 


preferences for future product explains the contest in general| vertising. He replaces Jack E. Os- 
planning. terms (details must be obtained | man, who has resigned. Mr. Heck- 

from a jeweler). The following|;man was with Republic for 15 
® The Coronet ad will be a five-| four pages are in four-color and | years prior to working for Harris- 
page insert in the October issue, piciure 20 different Hamilton’| Seybold. 


In the Ist half of 1957, more scaffolding advertising was published in Engineering News- 
Record than in any other construction magazine. Important scaffolding manufacturers who 
advertised in FN-R during the past year are: PATENT SCAFFOLDING, BEAVER-ADVANCE, B.M. 
HEEDE, UNIVERSAL MANUFACTURING. and its division, AMERICAN TUBULAR ELEVATOR, ete og The Pat — 


EWS-RECORD + ABP ABC + A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET. NEW YORK 36.N. 
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5 successful extensions of BH&G’s idea-power: 
Better Homes & Gardens Idea Annuals 
... open to advertisers this year for the first time 


re ices 
| There's still time to get your ad in 
Mah } the 1958 issue of 


HOME BUILDING 
IDEAS ANNUAL 


CLOSES: Nov. 15 


Better Homes & artes 


HOME BUILDI 


. 

7——|)~ ON SALE: Jan. 18, 1958 

4 = 4 An important market for any product used in building a new home or improving an old 
one. The thousands of home-centered families who study this specialized publication for 
r STILE sable ideas and advice, want buying help and guidance, too! 

j OPEN! 


“ier Homes 4 Gardens , 


| CURIS IES 


Bete Homes Geils Detier hes Atcudems 


' 
; 


= & LANDSCAPE 


2 Se ees 


KITCHEN IDEAS ANNUAL GARDEN IDEAS ANNUAL HOME FURNISHINGS IDEAS ANNUAL CHRISTMAS IDEAS ANNUAL 
Closes: Oct. 15, 1957 Closes: Dec, 13, 1957 1958 Issue Closes: July 15, 1958 1958 Issue Closes: Aug. 15, 1958 
On Sale: Dec. 18, 1957 On Sale: Feb. 19, 1958 1957 Issue on Sale: Sept. 18, 1957 1957 Issue on Sale: Oct. 18, 1957 


a YOUR PRODUCT MAY BELONG IN ONLY I OR 2...OR IN ALL 5 OF THESE TIMELY, SELECTIVE BOOKS 


Each Ideas Annual is an extension of Better Homes & Gardens’ well- specialized publications. Call your BH&G representative right now. 
known talent for stimulating reader action. You deepen your pene- Ask him to give you facts and figures to help you decide which of 
tration of the market created by BH&G when you advertise in these these 5 annuals provide the best advertising climate for your products. 


Another success story from 


America’s biggest publisher of ideas for today’s living and tomorrow’s plans... 
Meredith Publishing Company 


J 
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The World of Children...“Why I’m 
Rewriting My Baby Book,” by 
Doctor Benjamin Spock, page 22. 


The World of Fashion...8 pages of 
Fall fashions from Paris and 
America in the September Journal. 


“Wonderful The World of Beauty...““Why Diets 
Cheese Dishes” —page 84. Fail” —page 73. 


Women have 


a magazine of 


their own... 


and how big it is! 


For the first nine months of 1957, Ladies’ Home Journal 
circulation will average an all-time high—over 5,450,000! * 

At the newsstands, the Journal continues to outsell— 

and by a wide margin—all other magazines edited for women. 


And during the same period, advertisers invested more 
money—and by a wide margin—in Ladies’ Home Journal than in 
any other women’s magazine. They invested 

nearly $22,000,000—an all-time high. 


Proof that person-to-person editing to women 
creates a climate for person-to-person advertising to women. 


The No. 1 magazine for women 


NO. @ IN CIRCULATION NO. @ IN NEWSSTAND SALES 


NO. @ IN ADVERTISING REVENUE 


*Pub. Est, 
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The World of Art...Four pages of The World of Public Affairs. ..“Chil- The World of People...“ America’s 


color reproductions from the Abby dren Crowd This Sunday School” 10 Richest Women,” page 60. 
Aldrich Folk Art Collection. —an article by Margaret Hickey, 
page 43. 
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SEPTEMBER 
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WOMEN 
BELIEVE IN 


Cewmistian oro0oR 


CASTILE © of LANVIN 


HUGERT a GivEtncHry 


PARIS 


FASHTONS 


DIOR 
CHANEL 
GIVENCHY 


RAYMOND BAREAE of Fat OU 


AMERICA’S 10 RICHEST WOMEN-—-WHO ARE THEY? 
CONDENSED Nove. THE UNFORGETTABLE MISS JONES ay oororny s.iack 


THE MAGAZINE 


SVEND 
CASTILLO-LANVIN 
PATOU 

Ten pages of Pari accessories... 
exclusive designs for Ladies thome Journal 
and American fall fashions 


The World of Fiction... Two short 
stories, a condensed novel, and the 
beginning of a new serial in the 
September Journal. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail 
Assn., 40th annual convention, 
Park Hotel, Washington, D. C. 

Sept. 11-13. Newspaper Advertising 
Managers’ Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal. 

Sept. 11-14. International Advertising 
Assn., 2nd International Advertising 
Conference in Europe, at Scheveningen 
(The Hague), Netherlands. 

Sept. 17. Magazine Publishers Assn., 
Waldorf-Astoria Hotel, New York. 

Sept. 17-18. National Business Publica- 
tions, New York, regional conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, Sth marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Repre- 
sentatives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Sept. 26-28. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, 
Penn Harris Hotel, Harrisburg. 

Sept. 26-28. Advertising Federation of 
America, Tenth District, El Paso, Tex. 

Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edgewater 
Beach Hotel, Chicago. 

Sept. 29-Oct. 4. Newspaper Food Edi- 
tors Conference, Drake Hotel, Chicago. 

Oct. 7-8. National Business Publications, 
Chicago Regional Conference, Drake Ho- 
tel, Chicago. 

Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, Tenn. 

Oct. 10-12. Midwest Advertising Agency 
Network, Columbus, O. 

Oct. 11-14. American Assn. of Advertis- 
ing Agencies, western region, Sun Valley, 
Ida. 

Oct.13-15. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Adver- 
tising Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 27-29. Central regional meeting, Na- 
tional Newspaper Promotion Assn., Faust 
Hotel, Rockford, Ill. 

Oct. 28-29. New England Newspaper 
Advertising Executives Assn., University 
Club, Boston. 

Oct. 28-30. Assn. of National Advertisers, 
fall meeting, Chalfonte-Haddon Hall Hotel, 
Atlantic City, N. J. 

Nov. 1-2. Broadcasters Promotion Assn., 
annual convention, Hotel Sheraton, Chi- 
cago. 

Nov. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, Boca | 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 14. Advertising Research Founda- | 
tion, third annual conference, Hotel Plaza, | 
New York. 

Nov. 19-20. American Assn. of Advertis- 
ing Agencies, eastern region, Roosevelt 
Hotel, New York. 


Advertising 
Sheraton 


June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Adver- 
tising Executives Assn., The Broadmoor, 
Colorado Springs, Colo. 


‘SAE Journal’ Ups Boyer 

E. D. Boyer, for the past year 
and a half eastern sales manager 
of SAE Journal, New York, has 
been named advertising sales man- 
ager of the publication. He will 
continue to handle eastern sales 
operations. 


Totc1 Newspaper 
Readership Dipped 
3,389,000 in Strikes 


Riptey Park, Pa., Sept. 3— 
Newspaper strikes in Boston and 
Detroit resulted in a national 
newspaper readership decline of 
3,389,000 during the week ended 
Aug. 17, according to Sindlinger & 
Co. The Detroit strike ended Aug. 
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23, the Boston strike Aug. 29. 
Sindlinger has figured the U. S. 
now has about 100,000,000 daily 
newspaper readers. The average 
dropped to 96,641,000 in the week 
ended Aug. 17. The decline abated 
slightly during the week ending 
Aug. 24, when the average was 
put at 97,864,000 readers. 
Newspaper readership in the 
fourth week of August would 
have reached a new high of 102,- 
000,000 but for the Boston and 


Detroit strikes; Sindlinger found 


“slight increases” in 200 other 
markets, # 
Stebbins Publishes Work 

Hal Stebbins, owner of Hal 


Stebbins Inc., Los Angeles agency, 
is author of a new book, “Copy 
Capsules,” an idea source-book of 
1,059 capsules of advice aimed at 
people who work with words. Mc- 
Graw-Hill is the publisher. Price 
is $4.95. 


Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. | 

Apri) 8-12, 1958. National Business Pub- 
lications, spring meeting, The Greenbrier, 
White Sulphur Springs, W. Va | 

May 5-7, 1958. Assn. of Canadian Adver- 
tisers, 43rd annual convention, place to be 
announced. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statiler Hotel, Dallas 

*June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Vancou- 
ver, B. C 


astest 


COPY-FITTER EVER! 


That's what thousands say 
about the famous 


Artists, ad men, printers, editors, 
students swear by it. Never 
obsvlete. Money back guarantee. 
At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN 


Haberule Visual Copy-Caster! | 
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Sheps: 


Contadina Will Put 
All Ad Eggs in One 
Little Bitty Container 


San Jose, CAL., Sept. 3—Hersh- 
el California Fruit Products Co. is 
spending 100% of its budget this 


year on crazy, mixed-up radio 
spots for Contadina tomato sauce | 
and Contadina whole peeled to-| 
matoes. 

From Sept. 9 to Nov. 23, two | 
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sets of commercials will be aired|top talent, although expensive, | by Peggy Taylor and the Rhythm-,dina whole peeled tomatoes, and 


in 15 markets at the rate of 50 per! should be used “because it more 
week per market, using the “wave! than pays off in results.” 
technique”—i.e., first om a heavy! 


aires, and then, in two of the spots, | 
the announcer has considerable | 


trouble with a lady who uses the 


schedule, then withdrawn, then|# Four franatic radio spots, mak- | paste to handle wallpaper, or cries 


heavy again, etc. ing up the tomato sauce campaign, 
The commercials are the zany/are built on last year’s theme. | 
handiwork of Stan Freberg, who | “Who puts eight great tomatoes | 
has his own CBS-TV show, and the in that little bitty can?”—a theme) 
radio-ty department of the San) that has been successful to the ex- 
Francisco office of Cunningham & tent that customers now actually 
Walsh. The campaign is based on|ask for tomatoes in “that little 
the theories that (1) commercials | bitty can,” the agency reports. 
should be fun to listen to, and (2) 


“Bottoms up,” as she pours it over 
the rocks. 

In another spot, Stan Freberg 
heckles the announcer by demand- 
ing to know “How do they get the 
eight great tomatoes in that little 
bitty can?” until the announcer 


| finally whispers, ““They use ships.” 
This theme is well worked over | 


Three other spots extol Conta- 


. usership 


the step beyond readership 


Usership is the step beyond readership. It’s a force so powerful 
...80 rare...it is creating a brand new measurement of a 
magazine’s ability to do a job. STEEL has Usership because its 
editorial content is geared directly to the needs of a certain kind 
of reader ...a more alert, progressive reader with the power to 
make things happen. STEEL’s editorial content, by keeping faith 
with this type of executive, has developed a close relationship 
with him. He has come to depend on what STEEL says. He uses 
STEEL to spark metalworking’s forward moves. For instance: 
advanced management methods in STEEL’s famous ‘“‘Program 
for Management” were picked up and used by over 1500 progres- 
sive companies throughout metalworking. Usership works for ad- 
vertisers, too. That is why more advertisers to metalworking are 
placing more advertising in STEEL than in any other magazine. 


usership is the strength of G33 


the company reports that while 
many a campaign has promoted 
tomatoes, this is the first to be de- 
voted to the whole, peeled variety. 


s In these commercials, Stan Fre- 
berg, the Hi Los and DeLos Jewkes 
(“The world’s deepest voice’’) see 
how many variations they can 
work on the words “whole peel- 
ell-ed to-ma-toes-a” which are “so 
round, so f-f-firm, so you know 
what” that “you can lift them out 
of the can with a fork.” 

In one spot, Mr. Freberg com- 
ments, “Stacked one on top of the 
other, uh? Like red tennis balls?” 
and then laments “But they don’t 
bounce as good.” 

The 15 markets scheduled are 
Buffalo, Chicago, Cleveland, De- 
troit, Kansas City, Los Angeles, 
Milwaukee, New Orleans, New 
York, Philadelphia, Pittsburgh, 
Providence, San Francisco, St. 
Louis and Syracuse. # 


Eastman Kodak Advances 
A. D. Johnson, Edwin Grauel 
Eastman Kodak Co., Rochester, 
N.Y., has appointed A. Dexter 
Johnson advertising manager and 
Edwin L. Grauel assistant ad man- 
ager, reporting to W. B. Potter, 
who continues as Kodak advertis- 
ing director. 
Mr. Johnson, who joined the 
company in 1934, was named act- 


A. D. Johnson 


Edwin Gravel 


ing general manager of Kodak’s 
Pacific northern sales division in 
San Francisco in 1956, and re- 
turned to Rochester ad duties ear- 
lier this year. Mr. Grauel formerly 
was assistant director of advertis- 
ing. 


Blake Joins H. K. Porter 

Donald F. Blake has been ap- 
pointed advertising and publicity 
manager of the Connors steel divi- 
sion of H. K. Porter Co. Mr. Blake, 
formerly southeastern sales repre- 
sentative of Rand-McNally Co., 
Chicago, will supervise advertising, 
publicity and sales promotion for 
both the Connors Works, in Bir- 
mingham, Ala., and the West Vir- 
ginia Works in Huntington. 


You're in 
good company 
on WGN-RADIO 
Chicago 


lamps 


il 


i, 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! Consistent high 
program quality, at the lowest 
cost, makes WGN a good buy 
—your smartest buy today in 
Chicagoland! 
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wherever you look today 
you find 


PLASTIC 


wherever men work with plastics 
you find 


MODERN 
PLASTIC 


ee eee tert + 
me es 


ef Soe eee oretemee at 


... the magazine of selling—for manufacturers of chemicals, 
materials, machines and equipment the plastics field can 
—and for molders and converters of plastics. 


ABRESKIN PUBLICATION ABC/ ABP 
...a8is MODERN PACKAGING, the magazine of packaging 


575 Madison Avenue, New York 22, N. Y. 
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A Whitt, a Snitf—and Even Finicky Fido 
Will Tie into Nutrena, Says New Campaign 


MINNEAPOLIS, Sept. 3—Your dog j 


won’t turn up his nose at this dog 
food. No, sir. All it takes, even for 
Finicky Fido, is “a whiff—a sniff 
—and he eats like a tiger.” 

That’s because it has “silent 
scent”—a “mysterious aroma that 
only your dog’s nose can detect. It 
reaches right out, tickles his snif- 
fer—and makes him hungry!” 

A happy, cartoon dog tells this 
story in a new lighthearted cam- 
paign for Nutrena dog food, a Nu- 
trena Mills product. 


® In describing the campaign, 
Ralph Hollingsworth, Nutrena dog 
food department manager, said, 
“We are purposely taking an off- 
beat approach in our new cam- 
paign. We want ads and commer- 
cials that are completely different 
from anything used by competitors. 

“However,” he added, “we’re not 
being different just to be cute or 


IN 
BAY CITY 


MICHIGAN 


Retail sales amounting to $135,000,000* 
for 1956 in Bay City were 41% greater 
than the national average according to a 
recent marketing survey.** Food sales per 
family were 38% higher. Automotive 
equipment and supply spending exceeded 
the national average by 36%, and spend- 
able income was up 18% over the national 
average.** Here is a target area in which 
your advertising can aim at a substantial 
bonus. 


Bay City is a solid, prosperous, stable 
market supported by the buying power of 
16,600 factory workers in over 108 area 
industries. To that total, add 13,300 other 
wage and salary earners. Home ownership 
is a record 76%, with $65 million worth 
of new homes since 1950. 


One advertising medium puts Bay City in 
your corner. The Bay City Times has 
93.2% coverage of all the homes in the 
city zone. In addition, this powerful news- 
paper’s influence offers more than 20% 
coverage in 8 more adjacent couities. 


The Bay City Times will make profitable 
is sales for you. Be sure it’s on your schedule. 


N\A W — So . | a *Estimoted from Michigan Sales Tax Collections— 1956 
: = — Se **Standard Rate Data Service 


The Bay City Times «+ Evenings and Sunday 


if ee Carried 15,016,176 lines of advertising In1956 + Serving N. E. Michigan and its $150,000,000 tourist industry 


BOOTH 


THE BAY CITY TIMES «= THE ANN ARBOR NEWS 
THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL — THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A H Kuch, 260 Madison Ave, New York 16, MUrray Hill 5-2476; Sheldon B._ Newman, 435 N. Michigan Ave., Chicago | 1, 


Superior 7-4680, Brice McQuillin, 785 Market St, San Francisco. 3, Sutter 1-3401, William Shurtlift, 1612 Ford Bldg, Detroit 26, @odward 1-0972 


OnuUsS 


WHOOOOSH—How to get your dog 
to “eat like a tiger” is explained 
in a new Nutrena campaign. 


funny. We’re doing it because we 
feel this whimsical approach tells 
our product story clearly and with 
impact ... And, it’s the sort of 
intriguing idea that people remem- 
ber.” ~ 

The campaign is running in 34 
newspapers and on 26 radio sta- 
tions throughout the Midwest. In 
addition, 20” stuffed dogs, com- 
plete with tiger-striped vests, will 


HAPPY—A tiger-vested stuffed dog 
helps promote Nutrena Mills’ dog 
food in a new campaign. 


be used as point of purchase pieces. 
The dogs also will be available to 
consumers for $3 and box tops or 
labels. 

Bruce B. Brewer & Co., Minne- 
apolis, is the agency. # 


Hong Kong Publishes 
Commerce Directory 

The department of commerce 
and industry of the Hong Kong 
government has published the 
1957 “Directory of Commerce, In- 
dustry, Finance.” Designed and 
printed by Marklin Advertising 
Ltd., Hong Kong, the 198-page il- 
lustrated directory is designed as 
an overseas business man’s guide 
to the commerce, industry and fi- 
nance of Hong Kong. 

The British colony’s administra- 
tive and economic development 
are described, its resources and 
services are outlined, and trading 
practices and procedures are dis- 
cussed. 


Keystone Maps Print Push 


Keystone Camera Co., Boston, 
will launch a print campaign Oct. 
13 promoting its K-109D movie 
projector as a “complete home 
movie workshop” for the fall and 
Christmas selling period. 51 news- 
papers, augmented by five con- 
sumer and four trade magazines, 
will be used. Dealers will be sup- 
plied co-op radio, tv, window and 
point of purchase displays and 
aids. Bresnick Co., Boston, is the 
agency. 
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“Spot-T'V helps maintain sales J 
at quota-level in each market, J 


says Perry L. Shupert, 

Vice Pres., Miles Laboratories, 
reporting sales-effectiveness 
of KING-TV, Seattle-Tacoma 


You like the flexibility of Spot-TV, Mr. Shupert? 
Yes, we use Spot-TV both for flexibility and for 
selling-power—especially controlled selling- 
power. 


Controlled? In what way? 


Controlled to keep product-movement in step 
with sales-quotas in each market. For successful 
marketing today, it’s not only important to set 
realistic quotas but also to see that they are met. 
So Spot-TV plays a big part in the marketing 
strategy on our major products. 


Do you feature them all on TV? 


At the proper season, yes. Our major products 
include Alka-Seltzer, One-a-Day Brand Vita- 
mins, and Bactine. Each has been brought to 
leadership in its particular field through air 
media. And Spot-TV enables us to hold that 
leadership, area by area. 


How closely can you check product-movement? 


Very closely. Years ago the Market Research 
and Sales Departments established a system 
whereby sales-effectiveness could be measured 
in a given division and in a given market by 
cells, until the product reached the ultimate con- 
sumer, and we feel that everyone who has had 
a hand in bringing our products to the consumer 
should be properly compensated. 


Do wholesalers and retailers welcome TV Spots? 


Definitely. Because we have the precise knowl- 
edge of movement of our stock, by package 
size, we can determine at all times the extra 
sales efforts. 


As to Sales-effectiveness of Spot-TV? 


Whenever we feel that any area merits extra 
sales effort, Spot-TV enables us to supply it 
economically. In the Pacific Northwest, for 
example, our concentration on King-TV is 
paying-off handsomely. I know at first-hand, 
because earlier this year I made a personal 
tour of that section. 


PERRY L. SHUPERT, Vice President in Charge 
of Sales and Advertising, Miles Laboratories, 
Inc., Elkhart, Ind., who utilizes the close-control 
of Spot-TV to keep sales in step with quotas. 
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Television’s 
BLAIR-TV «" 
For sales building availabilities on these major-market stations ...Call National 
Representative 
WABC-TV—New York 
WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO-TV—Providence WEWS—Cleveland KGO.-TV—San Francisco WFBG.-TV—Altoona 
WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma | WXYZ-TV—Detroit KVOO-TV—Tulso WIIC—Pittsburgh WCPO-TV—Cincinneti | KFJZ-TV—Dallas-Ft. Worth] KTVI~St. Louis 
WOW.TV—Omahe KTTV—Los Angeles KFRE-TV—Fresno WFLA-TV—Tampo-St. Petersburg | WNBF-TV—Binghamton WMCT—Memphis KGW-TV—Portland WJZ-TV—Baltimore 
OFFICES: NEW YORK * CHICAGO * BOSTON * DETROIT + ST. LOUIS * JACKSONVILLE * DALLAS * LOS ANGELES * SAN FRANCISCO + SEATTLE 
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First, Gimbels-Cheltenham, then Old Orchard-Chicago, and Northiand-Detroit. Now, 
Cross County in Westchester-New York—the fourth and latest in SPORTS ILLUS- 
TRATED’s spectacular series of Sports Festivals at major shopping centers across 
the nation. Wrote Sol G. Atlas, President of Cross County Center “We are extremely 


Just 10 of 78 product tie-in windows and displays at the SPORTS ILLUSTRATED- 
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Wallachs, inc. — Hart Schaffner & Marx John Wanamaker — RCA Victor Town & Country Fashions 


Gimbe! Brothers — Samsonite Luggage 


County Wines & Liquors — Martins V.V.O. Camera Craft - Eastman Kodak 


ee ee a se 
ee ie ae FRR nes oo aie : 4 Oe al ee ee ie Oe ee > See se rs fi a Sie ehh ae re ahh ae 
ts, | Se En Le OEE ERE Ce Te 
E ps Me ; 
Soe 
ae . a shat 
- -- 
ee ae A ye ¢ | 
ee i 7~ : 
ee L r We ste Wes] \ 2 
ate hk ts ‘ - . 44 ; 
= Teen (i . st) 
; : ts al ’ - aly, oo a ie a a = : 
pi | er | 
Spare +" —- lw 5 : 
aa u -22 - - — 5 at Le ¥ Nh) 
Bees ‘ : an en | > zi, 4 | 3 \ om . is Me wr 
— Z : \@ AAS be bee Se \e S | 
2 A | - yeaa reTUNAL | OLS 
- ony! | See OARTS RRS LAL | a 
te = | : | J xe eSPO au SE 
rs as . a <n , i ; 
. ! | | | 
eae i 
oe <t 4\ nt} \ ~ — 
a == IN : t/| ’ 5 _ a 
tt pee 1 RiWIUL Tyne hE Fee Oe eee Sede —* 
6 3; . 4 ~ f = Sse > es , ’ : 7 ‘ ‘s ‘ os . Bre — : 
«a be tne at ba a Maa” Ae TOM} : 118 AY he tf a SS eon i ae Te & 
tie wD oe eS Sak Oe. byes sielees. | Mies ag eal wt . \ ! a 
me RNs SE RT ATA Wt W IRR PEG ate 
us -_ bes ~~ ’ ote = > Zz + | P) Bie we b, 2 a s 
- SPORTS se Pa BA Aes Jo Re LAE ea STEW RI gl Cael CER hc ae LN 
a ( just Pear a Mars ee apd rhe ti hn ete ee OO ie (EO, OUET, YS a 
us a ] - as oe at iy a ba 4 ia , } i de " "7 a oy ; A on: Ae 4 { 
a ea tC ir eS Rye OA YF Wo ee re eel ate! ) SN” ; ma ee, AY 
te »?¢ ag LN aii 7 = 1 ew, * alee re 2 qCA TE s-@ 
in nS Vg eel ay" A eS , fe) 
ME ie = ad y , . ’ 4 - { - — ‘ « 48 | a} ‘ sat \ ; 
} OF ar, ae a — : : os “ 1 a oni’, oe \o ‘ i 
s ‘ ige* . ‘ - : 4 ye ‘ ‘. 3 We ‘ : 
: "> j AS, Hd r- A Mn ~ a ‘w 4 ahi 3 a v- 
; —_ = (] , J at * ~aS > 4% J i 
— \ Te * —_—- . Oe eee  @ ey . : 
i i : . - ; & ~<a , . =< : 
2 gt. << . LE = Y ' \\ AN Ni “y . ; . . at ? 
3 fot iid fd af te -'! - , jome ~~» - 
e - Beh Sif ' \ ete [\, [| rie hf a 
a aS ‘ ‘4 My id % 4 a 4 { ss a \Y 
a. oe p son, AW 
5 eos m ‘ 7 ; | 
re - ae - o~ ‘ i ; 
ao a oy ; re? eae : ire : 
ee | » | 
pa \ . 
: me 
are an, . 
iS é | 
ae 
5 sie . 
wae aie, » 
5 a 
ea, eee : 
aS a 46 © ~* As ib | 
a i ern Se ake. A a ' fis ——— : , 
2 a q (-— ao ae: r nia . aa : | 
ae : a ~ 0 at ee 2.3 ve | 
<s es et © —— ea oa eT Oe 
; . z “a, 8 i or : ah: ad i im . ah gee 3 vs ey = | . : i 
, Wage ites a ¢ ae ec eae 2 7 4 t ~ 
_—s . — , . 
ae | ae = Re, OR oe y 
= ~ —. . oa. : 
a oe . } Bae < ’ , j 
! oc iit eae a 4 a, 5 i >. ; 
; <i i hene oe : i ’ = ‘ 
Cor : oc : +. < : i , ies {| : 4 OP . {3 . t | : 
ae - we a \- | r= Vie Rs eh 7 
Dae 2 3 ¥ .. wor oan — 5 * bi 
lee . oa * oe K » Ne oT » A oT : 
i a sa AG Se ae eS « , ai; - 
| . is ‘ai. foi. 
‘z *CROSS COUNTY PARTICIPANTS: Don Budge, Frank Parker, Bertha Ragan, George Mikan, John Mize, Claude Harmon, Jimmy Nichols, Vic Ghezzi, Mercer Beasley, Red Grange. Otto Graham, Ralph Branca, Bobby Clotworthy, Steve Klisanin, Muze Patrick 
Sve “he Sas ernie as eee ga cai ae a se gain Lik ot Pa ae ee, 9 
Sea : oe ie aah Be oe - Pmt, Misgeree Piges Ser SSS Sen gmetad (es Ge : egies a soa As : ae Pe Mire o a agi e iis: Ee i — “ge a 35 Sore oa oa oa 2 7 oe. — oo 
PES A ke glint ee ie cen reece tn a i so ae RO ee Me oe ge ce ee Be ey 


‘ jue 
. 
? 


se “yks a. . 


Oy Set rsa 


een 2s ir a 


proud that SPORTS ILLUSTRATED picked Cross County Shopping Center for the 
: Sports Festival in Westchester County. The Sports Festival is the biggest, best and 
: greatest service ever given to the shopping center trading area’s 1,500,000 Be z, 
consumers.” What a setting for selling! | 


Cross County Sport Festival, August 22nd to 24th. 


Browning King — Daks Slacks Gimbe! Brothers — Yardley 


Walgreen Drug Store — Pepsi Cola Gimbel Brothers — Alligator Rainwear 
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WAVE Radi 


_ WFIE-TV, Channel 14, the NBC offiliate in Evansville, is now owned and operated by WAVE, Ine. 


Advertising Age, September 9, 1957 
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NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES FARM PICTURE—For the first time in a decade, Prudential Insurance 
‘s - Co. of America has scheduled a nationwide farm ad campaign using 
b&w pages in Successful Farming. The ads run monthly, Septem- 
ber through December and February and March of 1958. Each ad 
stresses a phase of insurance protection—the October ad on the left 


reminds farmers of Prudential’s 
sickness and accident plans, the 
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YY Its Near Beer Too 
Near, Buffalo Brewer 
Goes to 0.5% Ratio 


Burrato, Sept. 3—A _ Buffalo 
brewery is manufacturing beer 
with less than 0.5% alcohol con- 
tent to sell in Canadian groceries. 

Although Joseph C. Stein, pres- 
ident of George Stein Brewery 
Inc., declined comment on the re- 
port, it was learned reliably the 
beer is being manufactured by 
the Stein interests but probably 
will not sell under the Stein name. 

Word that the beer was being 
manufactured here to supplement 
light beer stocks now being sold 
in Canadian groceries came from 
the Greater Retail Grocers Assn. in 
Toronto. It said a sample ship- 
ment of the drink has been sent 
to the Ontario Liquor Control 
Board for analysis. 
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® Previously the Ontario Liquor 
Control Board had declared the 
near beer sold in some stores was 
intoxicating and its sale should be 
permitted only with government 
control. 
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At about that time, two truck- 
ary : loads of near beer brewed by the 
Stein brewery were held up at 
y |the Canadian border because the 
‘ liquor board contended it con- 
Fre : tained more than the 2.5% alcohol 
TT me - permitted in beer sold in Ontario 
groceries. Brewery spokesmen at 
SSS The Salt Lake Intermountain market is BIGGER that time maintained the beer con- 
tained less than the maximum al- 
AND DIFFERENTER than you might think ! ate. © 
~ ‘ : : |Wade Heads Ad, PR Unit 

Buying and selling does not stop at the imaginary boundaries  ealay, Paul Wede, tormerty man- 
: . . : ager of public relations of Centra 
me of Salt Lake City with its 303,245 persons . . . nor does it stop | Mllinois Public Service Co., Spring- 
” North, East, South or West at the Utah State line. The entire | —. nes been moans mennaes of 
" j}advertising and public relations, 
market, as designated by the U. S. Department of Commerce following the merger of the two 
and the National Retail Dry Goods Association, comprises | departments. The advertising de- 
» ‘ 1 illi ' S partment formerly was headed by 
all or parts of four states with a population of 1% million! So |C. W. Chiles, who has retired after 

ae think bigger about Salt Lake City . . . because by buying Salt |35 years as advertising manager. 

Lake’s two metropolitan newspapers you reach the entire | Needham, Louis Names Three 
market: 1% million prosperous prospects! | Needham, Louis & Brorby, Chi- 


|cago, has named Helen Kane and 
| Joseph Benge Jr. to its copy staff 
land Bill Erin to the writing staff 


of its radio-tv department. Miss 
AO” Co, ae Sey “— ay) — 
7 CS - o. in Ne ork. , 
The Salt Lake Tribune $ 2 DESERET NEWS AND ay with M. M. Fisher haat 
> jand Mr. Erin ith J. Wal 
(MORNING & SUNDAY) % P= Salt Lake Telegram (eveninc) epeac. vac 
“AGENT 


Simeon & Renard Moves 

Simeon & Renard, New York 
agency, has moved its offices to 104 
E. 40th St. 
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...one reason why the field of electrically operated products 


UT 
S 


is growing 70% faster than our growing economy! 


In just 10 years, electrical-electronic products have had an immense 

effect on our way of life. Television and air conditioning were still 

novelties in 1947. Tape recorders and hi-fi? Laboratory experiments. THE MONTHLY MAGAZINE 
And what about frozen foods! 


OF DESIGN ENGINEERING 
How many offices had electric typewriters, electronic computers, 
copying machines, portable dictating equipment or inter-com systems? in the fleld of 
electrically operated 


Intercontinental guided missiles, production lines without people, 
tools that run themselves and correct their own errors ... were all in 
the world of tomorrow. 


Products like these ...and many, many more... have made this 
the nation’s greatest growth field. And it promises to be even: greater 
as our technologies advance at a phenomenal pace. 


Beamed at the design engineering level and serving every plant 
that designs and makes electrically operated products . . . is ELECTRICAL 
MANUFACTURING magazine. It’s the basic advertising medium of this 


whole broad field. 


THE GAGE PUBLISHING COMPANY 


Electrical eee §='200 Sixth Avenue, New York 20, N. Y. 
Manufacturing 


The 85 S.1.C. industry groups that make 
up the field of electrically operated prod- 
ucts fall into 4 major market segments. 


3578—OFFICE AND STORE MACHINES, nec. 
5755.0 | up 


193» 


MII—LIGHTING EQUIPMENT 3572— TYPEWRITERS 


These are: 
© Heavy Industrial Machinery 

© Light-Duty Machines & Appliances 

© Electronic & Communications Equipment 
© Primary Electrical Equipment 


1956 


70.0 


= 89% 
1947 | | 1954 ! 1956 


3042 SURGICAL AND ORTHOPEDIC 306) PHOTOGRAPHIC EQUIPMENT 


Pelt 3 


Available on request . ..a complete compendium, including dol- 
lar value of factory shipments, of the 85 S.1.C. industry groups 
which make up the total field of electrically operated products. 


in one of these market segments — LIGHT- 
DUTY MACHINES AND APPLIANCES -—the 9 
groups charted here exceeded the 76.9% 
growth of Gross National Product in the 
period 1947-1956. 
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Phony Price Ads Hurt Advertising, 
Not ‘Unfooled’ Consumer, Says Riehl 


(Continued from Page 3) 
a blatant misuse of savings claims, 
that the public—while not neces- 
sarily disturbed, confused, or up- 
set about it—is simply ignoring 
such advertising. 


s “Obviously, nothing could be 
worse for advertising than for the 
public to walk off and leave it. 

“Our own observation, after 
spending almost a year in actively 
meeting and discussing this prob- 
lem with prominent advertising 
executives, store presidents, etc., 
is that we should concern our- 
selves with the probability that 
certain phases of advertising, as 
currently used, are a_ horrible 
waste of white space, which might 
very well be used to better advan- 
tage in another way. 

“It is not easy, and we have no 
right,” Mr. Riehl says, “to per- 
suade an advertiser who has 
thrived and prospered on the bar- 
gain appeal to relinquish that ap- 
peal without a definite showing 
that he could do better otherwise. 

“I don’t think that anybody,” 
Mr. Riehl says, “retailer, adver- 
tiser, or better business bureau, 
can definitely prove that savings 
claims of one sort or another do or 
do not harm the public. Some of 
the retailers with whom I have 
discussed the subject, and who 
are sincerely desirous of doing 
something about it, admit this. 


= “I have reached the point where 
I am unwilling to urge advertisers 
to do something that I cannot 
prove, or disprove, is harmful ei- 
ther to the public or to the adver- 
tiser himself. 

“I am convinced that women, 
in the main, will buy on no other 
basis than the bargain appeal,” 
Mr. Riehl says. “It is not at all 
unlikely that women love the ex- 
citement of the marketplace and 
they do not take literally the sav- 
ings claims made. These claims 
merely add up to creating an at- 
mosphere of bargain hunting and 
saving, which is a powerful at- 
traction to the average consumer. 

“I make a lot of speeches,” Mr. 
Riehl says, “and I have talked to 
a lot of women in the 38 years 
that I have been in better busi- 
ness bureau work, And I am quite 
sure that women love the idea of 
a bargain. It is likely that you are 
not going to be able to sell her 
very successfully on any other bas- 
is. 

“You can see, therefore, that the 
combination of what she wants 
and the fact that she is not de- 
ceived or harmed leaves an open 
question as to whether we ought 
to do anything about it at all (ex- 
cept, of course, outright untruths). 


s “Most of the advertisers that I 
meet,” Mr. Riehl says, “agree that 

ere is a point beyond which the 
customer cannot comprehend what 
the advertiser is saying. This is 
illustrated by the recent study 
made by Duquesne University, in 
which it was pointed out that 
when you promise savings of more 
than 20% you ‘lose’ your audience. 

“This, again, is not a question 
of misrepresentation or deception. 
It is merely the innate inability 
of an individual to comprehend 
the possibility of saving in excess 
of 20%. Any advertising space 
contending beyond this point is 
wasted. 

“So cogent is this idea that some 
of our advertisers locally have 
been talking about adopting a vol- 
untary rule making no savings 
claim in excess of 20%, regard- 
less of the facts. 

“Retailers as a whole,” Mr. 
Riehl says, “want to do something 
about this situation—if they could 


just find out, either themselves or 
through someone else, what to do. 


s “There are a certain number of 
illustrations on both sides of the 
case that further confuse a stu- 
dent in this field,” Mr. Riehl says. 
“On the one hand, certain out- 
standing stores use no compara- 
tive prices or savings claims at all. 

“Here in St. Louis, by voluntary 
agreement, no retailer advertises 
comparative prices on furs. The 
retailers tell us that they are no 
less successful in so doing than 
they were when they were using 
comparative prices. 

“On the other hand, retailers 
can cite instance after instance in 
which they have tried to sell some- 
thing without savings claims, and 
were not successful—and then 
have turned right around and of- 
fered savings claims on the iden- 


tical promotion, and it turned out 
to be a huge success. 

“Abuses in the use of savings 
claims, comparative prices, etc.,” 
|Mr. Riehl says, “must be consid- 
ered from several viewpoints. If 
I know what I am talking about 
after all this effort, and I am sure 
that I do, I believe that the ‘abuse’ 
of comparative prices is of much 
greater concern to business men 
themselves than to consumers, 
whom we are dedicated to protect. 

“Every responsible retail adver- 
tiser with whom I have talked is 
concerned with this problem,” Mr. 
Riehl concludes. “They are all 
willing to do anything in coopera- 
tion with others, if they can be 
sure what that should be. 

“To me,” he adds, “the possi- 
bility of anti-trust action in a vol- 
untary agreement to do something 
helpful to the public, is a highly 
unlikely possibility.” 


DAYTON APPLIANCE 
MEN GET AD CODE 

Dayton, O., Sept. 4—A code of 
ethics for household and electron- 
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ic equipment advertising has been 
approved by the Dayton Better 
Business Bureau, Hazel L. Nolan, 
manager, revealed. 

The code was approved after a 
series of meetings with representa- 
tive groups in that line of business, 
Miss Nolan said. 

The code deals with the various 
facets of advertising and Miss No- 
lan said it is designed to eliminate 
any false practices which might 
have existed locally. 


= In essence the new rules provide 
that all descriptions must be ex- 
plicit and accurate, she said. Other 
rules, Miss Nolan added, will pro- 
vide: 


e Description of finishes, sizes and 
capacity must be accurately given 
when used. 


e Trial offers must clearly state 
the time limitations and be used 
only when there is a genuine un- 
derstanding with the customers 
that the merchandise can be ob- 
tained without cost and returned 
without obligation. 


e Limited quantities should be 
Stated clearly; credit terms shall 
be specific and available as ad- 
vertised. 


e “Below cost, at cost, dealer’s cost 
plus manufacturer’s cost, discount” 
and similar phrases shall be elim- 
inated. 


e “Underselling claims, can’t be 
beat, sells for less, will not be un- 
dersold” and like phrases shall be 
eliminated. 


e The lowest price cannot be in 
larger type (in newspapers) than 
the price quoted for the appliance 
illustrated. 


Miss Nolan explained that the 
rules apply to newspaper, televi- 
sion and radio advertising. + 


Ideal Names Western Boss 

James V. Pannarale, formerly 
with The American Weekly and 
Better Living, has been named 
western advertising manager of 
Ideal Publishing Corp. He succeeds 
William Mettam, who has joined 
Capper Publications. Mr. Panna- 
rale’s office is in Chicago. 
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Metropolitan Areas 
Washingt 


Department Store (iacsghaemaa 


Sales Barometer |e 


Metropolitan Areas 
Birmingham .. 
Change from 1956 Jacksonville .. 
a 
Miami City .. 

Atlante ............ 
Week Ended 5% ioe 
Aug. 31, ‘57 nw mag 
City 


Chicage District ....... 
Jan. 1, ‘57 to Metropolitan Areas 
Aug. 31, ‘57 2% : 


|| Department Store Sales... 
Pre-Labor Day Sales Rise 5% 
WASHINGTON, Sept. 5—U. S. de- % Oe ee 
partment store sales in the week 
ending Aug. 31 were 5% ahead of wee a a City “~ “— 
sales for the comparable week of| UNITED STATES ................ +4 @F8 
1956, the Federal Reserve Board) Besten District ..................... ct) —s3 
reported today. Sales for the four| Metopolitan Areas ll: al 
weeks ending that date were 3% Downtown Boston .......... —7 —13 
ahead and for the year to date 2% Suburban Boston .............. +4 +8 
ahead, the board said. —~- ee ee 
= Of the 12 FRB districts, only — OE | +7 +3 
/ three reported sales behind last) Springfield 0.00.0... +6 +3 
\ year: Boston, 2%; St. Louis, 1%; New York District .................. +8 +2 
Ig and San Francisco, 1%. Atlanta re-| “etyopolitan Areas —10 
ported no change. The remaining| New York-NE. 
districts all reported gains as fol- New Jersey +6 
lows: New York, 10%; Philadel-| Newark ~~ a 
phia, 15%; Cleveland, 5%; Rich-| Rochester ._ —10 
mond, 10%; Chicago, 4%; Minne- Syracuse soee —6 
) apolis, 9%; Kansas City, 1%, and " Gaieanins deen a SS > 8 
| Dallas, 6%. WUMINGON eeccercccenee P+ 9 +8 
a gy for — a Trenton NC ER BOR AL r+ 4 iy 
. istricts wi available next |  LAMCASLOT ..0..recrcevinneeeesrerrsnns — 
| week. Sales for the previous two ~ - eamm i eRe +3 re 
: weeks broke down as follows: Scranton +1 0 


wa | st. Leute District 
Wilkes-Barre—Hazleton . +4 —2 yg Areas 
Cleveland District .................. %1 =—8]. Soe Ce 
a Areas St. phar omen 
a +2 Memphis . + 
AKTON  .......00 ems om B — 5 o ommnaneane 
CINCINNALL ooccenee — 3 —12| Minneapolis District ...... 
ChOVEANA cecceccccecsccvsssvenneenme 4 3 —1| Metropolitan Areas 
jumbus ........ +3 0 Mpls.-St. Pall ...........00esse0 
Springfield . =. +7 Mpls. and Suburbs ...... 
Toledo ........ _ 0 —7 _> .” eee ev 
Erie . +8 —4| Cities 
Pittsburgh . sonais ae 0 Duluth-Superior ...... . 
Wheeling-Steubenville .... —3 —2| Kansas City District .............. 
Richmond District .................. +5 + 2| Metropolitan Areas 
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were invested in 


Spot TV advertising 


by leading tobaceo manufacturers during 1956. 


Millions and Millions of Dollars 


' Tobacco advertisers don’t spend money in Spot TV... they buy value! For every 
- Spot TV advertising dollar earns many more sales dollars. When it comes to 
‘ investing in Spot TV, rank these great stations at the top of your schedule. They 


viewed regularly and loyally. 


KOB-TV seeeeeeeess- Albuquerque 
WSB-TV sebec vtec e ces 6 6 pen 


KERO-TV ............Bakersfield 
WBAL-TV .............Baltimore 
WGN-TV ......6560005+.++Chicago 
WFEAA-TV .......52000+++-Dallas 
WESH-TV .........Daytona Beach 
WTVD ...........Durham-Raleigh 
WD wc cccccccccccccscesccme 
WNEM-TV ..........Flint-Bay City 
WANE-TV............Fort Wayne 
KPRC-TV ..............-Houston 
WHITN-TV. . . .Huntington-Charleston 
WJHP-TV ...........Jacksonville 
KARK-TV .............bittle Rock 
KCOP........++++.+.hos Angeles 


_ Television Division 


Petry & Co., I 


THE ORIGINAL STATION REPRESENTATIVE 


KSTP-TV ......Minneapolis-St. Paul 
WSM-TV ........++++..Nashville 
WTAR-TV .......++++++.-Norfolk 
WTVH . 0. wwe eee ee eee es Peoria 
WJAR-TV ........... Providence 
KCRA-TV ............Sacramento 
WOAI-TV............San Antonio 
KFMB-TV .............San Diego 
KTBS-TV .............Shreveport 
WNDU.-TV......Sound Bend-Elkhart 
KREM-TV ..........+.+.++.Spokane 
TU ccccccccccccccsece cee 
KARD-TY ......200+0++++Wichita 


nc. 


BOSTON - DETROIT - LOS ANGELES - SAN FRANCISCO - ST. LOUIS 


cover 1/3 of all TV homes, are the leading stations in their communities, and are 


7 
7 
9 
1 
1 
* 
2 
10 
1 
4 
4 
14 
0 
3 
6 
6 
5 
: VICTOR W. ROSE, formerly assistant 
to the general sales manager of the 
7 instrument division of Thomas A. 
1| Edison Industries of McGraw-Edi- 
8!son Co., West Orange, N. J., has 
6| been named advertising and sales 
7| promotion manager of the division. 
11 
2 
IGG GE cecccneneesctiserierteineeintan —2 
2 Topeka —9 
1 Wichita ....... +6 
St. Joseph .... +3 
Albuquerque —2 
Oklahoma City .... —4 
Tulsa +27 
Cities 
Joplin —1 
Se GIP ctncsnmcttignen ” —3 
Dallas District 0... +1 
Metropolitan Areas 
+1 
—8 
+2 
+3 
0 
San Francisco District .......... —2 r42 
Los Angeles-Long Beach .. — 7 +2 
Downtown Los Angeles. — 9 —3 
Westside Los Angeles .. — 4 —2 
Sacramento ....... +30 = 
0 
+1 
—1 
—4 
+3 
+7 
+3 
—ll 
r—Revised. 
*Data not available. 
Five Join in Red Scissors Deal 


A campaign of full-color Sun- 
day comics ads has been launched 
in 22 marketing areas of the West 
to promote the products of five 
major western food companies 
joining in a Red Scissors coupons 
deal. The campaign features Red 
Scissors coupons given with Bor- 
dens evaporated milk, Dr. Ross 
dog food, Rancho soups, Langen- 
dorff cookies and Luzianne coffee. 
Nelson Baker Inc., San Francisco, 
is handling the drive. 


NEW LONDON’s 


Auto Sales! 


New London average 
family auto sales have 
soared to $1849— 
higher thon any other 
Connecticut city with a 

* population of 25,000 or 
more. This high-speno- 
ing city rides regally. 
(SM °57 Survey) 

To boost your sales 
easily, surely, cover this 
isolated 61,547 ABC 
City Zone in The Day— 
New London's only daily 
newspaper. 


Che Bay 


NEW LONDON, CONNECTICUT 
Notional Representatives: 


_ GILMAN, NICOLL & RUTHMAN 
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Television Gross Time Charges 
Source: Publishers Information Bureau 

July July % Jan.-July Jan.-July % 
1957 1956 Change 1957 1956 Change 
ONC er $ 6,348,496 $ 5,532,030 +14.8 $ 46,443,714 $ 44,013,185 + 5.5 
ee el 18,537,069 18,481,719 + 0.3 135,299,556 124,981,144 + 83 
ge 13,935,529 13,733,765 + 1.5 107,735,033 103,263,497 + 43 
. So BERT $38,821,094 $37,747,514 + 2.8 $289,478,303 $272,257,826 + 6.3 

Income is UP for Kansas farmers 
: 1957 NETWORK TELEVISION TOTALS TO DATE 

USDA Reports Cash Receipts from Farm Marketings ABC CBS NBC TOTAL 
(Jan.-May 1957) . . . Jemeery sevecsesesrnee $ 6,715,581  $ 20,231,474 $ 16,554,941 $43,501,996 
13 MILLION DOLLARS OVER 1956 February oc... 6,175,488 18,309,088 14,900,631 39,385,207 
TIED -ccssncsrenetubiiinente 6,848,848 20,172,173 16,631,974 43,652,995 
. » + for the same period es 6,682,786 19,385,098 15,154,388 41,222,272 
NO araer 7,258,807 20,307,762 15,811,033 43,377,602 
WW. . « Kanens f s have 6,413,708 18,356,892 14,746,537 39,517,137 
RAIN — CROPS — MONEY 6,348,496 18,537,069 13,935,529 38,821,094 
$46,443,714  $135,299,556  $107,735,033 $289,478,303 


Johnston Joins Lamport, Fox 


Morton Bailey, 62, 


ANSAS FARMER 


STATE FARM PAPER FOR KANSAS. 


Use * 


James R. Johnston has joined 
Lamport, Fox, Prell & Dolk, South 
Bend, Ind., as a copywriter. He 
previously was with Buchen Co. 


‘Post’ Ad Director, 


and Don Kemper Co. 


Curtis VP, Is Dead 


New Beprorp, Mass., Sept. 4— 


Cy 


fe Fay aba ae HE 


7-Up display courtesy of Hutcheson Studios, Omaha, Neb. 


HERE’S THE TAPE you've been waiting for—to help you do so 
many jobs that ordinary tape just couldn’t do! “_DUBL-STIK” is a 
thin, tough film, double-coated with a special colorless, 

translucent, extra-strong Kleen-Stik adhesive. The result is a 
versatile two-sided tape that holds even relatively heavy displays 
and other items. 


To apply, simply press on like any other transfer tape— 
DUBL-STIK bonds instantly to practically any surface... 
porous or non-porous materials . . . flat or irregular shapes. 
Then peel off the backing, and presto! —there’s a second adhesive 
face . . . ready to stick tight on walls, windows, counters, etc. 


DOUBLE the Benefits of KLEEN-STIK Pressure-Sensitive Performance! 


@ STICKS TIGHT on any smooth, clean surface: Glass, Wood, 
Plastic, Metal, etc. 

© SELF-STICKING— needs no give or water. 

@ ELIMINATES tacks, staples, etc. 

© QUICK, EASY APPLICATION— apply tape, peel off backing, 
press in place. 

DUBL-STIK is available in Y2", %", 1", 1¥2", and 2” widths, in 

rolls 72 yards long. Wider widths on special order. 


KLEEN-STIK PRODUCTS, INC. 
Pioneers in Pressure-Sensitives for Advertising and Labeling 
7300 West Wilson Avenue ¢ Chicago 31, iil. 


KLEEN-STIK DU Bi"Siil 
PRL I RT. a TS) 


Morton S. Bailey, 62, vp of Curtis 
Publishing Co., Philadelphia, and 
advertising director of The Sat- 
urday Evening Post, died Sept. 2 
at St. Luke’s Hospital here. He 
and Mrs. Bailey had been visiting 
friends here over the weekend, 
when Mr. Bailey suffered a heart 
attack the day before his death. 
He had resided in New York since 
he transferred his office from 
Philadelphia to New York in May, 
1956. 

After graduation from the Uni- 
versity of Colorado, Mr. Bailey 
became an advertising salesman 
for Capper Publications in 1920. 
Six years later he joined The Sat- 
urday Evening Post as a sales- 
}man. In 1927 he was appointed 
|manager of Country Gentleman, 
‘and in 1929 he became manager 
|of the Curtis advertising office in 
|San Francisco. 

In 1947, Mr. Bailey was named 
advertising director of the SEP. 
In 1954 he was made a vp of the 
publishing company. He moved his 
| office to New York two years later. 

He was a member of the Mid- 
|day Club, Downtown Club and 
Merion Golf Club, in Philadelphia, 
and of the Bohemian Club, of San 
Francisco. 


ALEC S. NYARY 

| New York, Sept. 4—Alec S. 
|Nyary, 42, column editor for Na- 
'tional Broadcasting Co.’s press 
department, died Aug. 31 at the 
| Hospital for Joint Diseases. He 
|had been ill for three weeks with 
hepatitis. He had been with NBC 
for six years as a staff writer 
and editor. Before that he was a 
publicity writer for DuMont 
Broadcasting Corp., J. Arthur 
Rank, and United Artists. Born in 
Norwalk, Conn., he was graduated 
from New York University and 
served with the 4th division as an 
interpreter in World War II. 


RUTH N. CALLAHAN 


San Francisco, Sept. 3—Ruth N. 
Callahan, 59, one of the first wom- 
en to gain prominence in advertis- 
ing in the West, died Aug. 19 at her 
home after a long illness. An ac- 
count executive with Fielder, Sor- 
|ensen & Davis before illness forced 
| her retirement three years ago, she 
was the first woman elected vp of 
the Advertising Assn. of the West. 
At the time of her death she was a 
director of the YWCA and had 
been secretary of the Advertising 
& Sales Club. 


_WALTER H. WOOD 


| Montrea, Sept. 3—Walter Har- 
| per Wood, 73, advertising manager 
|of the Sherbrooke Daily Record, 
\died Aug. 23 after a brief illness. 
| He was born in Toronto and was 
| associated with the Bank of Nova 
| Scotia before joining the advertis- 
| ing department of the Daily Record 

in 1935. He later became manager 
| of the department. 
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WINTER 
CARNIVAL 


Many of your biggest customers will be cooperating. Will you be there? 


EVERYWOMAN’S will hold a mammoth nation-wide chain 


promotion during January and February, called “EVERYWOMAN’S 
Winter Carnival —a basket full of values” —featuring 


all grocery store products. 


Special editorial food sections in both issues will support 
the “Winter Carnival” theme. 


Already, cooperating chains are ordering merchandising kits of 
in-store display material and newspaper mats for the store-wide 
promotion and the advertised products. Many advertisers 


will participate in these merchandising kits. 


Here is another way you can increase your sales by 
concentrating more of your advertising and selling in the chains 


that distribute Everywoman’s. 


For details on participating in the 
“Winter Carnival”, write: 


Everywoman’s 


MAGAZINE 


NEW YORK...16 East 40th Street, New York 16, N. Y., MU 9-4757 


CHICAGO...35 E. Wacker Drive, Chicago, IIi., RA 6-O802 


SAN FRANCISCO... .Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Selma 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


GETS RESULTS 


PROMOTION 


3000 supermarkets will feature Everywoman’s 


Vertical E : 
includes aa 
cards and - 


IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 22 billion to 5.3 billion in 6 years!) 
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name, appearing against a back- 
ground of two heads, which are 
in contrasting colors. 


Curtiss Candy Sets 
"Big Bite’ Ad Push 
in Dailies, Outdoor 


Cuicaco, Sept. 3—The Curtiss 0 
Candy Co. will devote a big slice i a 
of its advertising budget to a ‘ Ro 
“big bite” promotion for its line gt 
of candies during this month and 
October. 4 ‘ 

ge 9 Reap gute fi Seta “big bite” because it is designed IY 
markets wi e principal me- i a th tail ut i ; ; 
dia. Large-space newspaper ads 0 give the retailers a “big bite *\ ¥ 

WS - 
: 4] 


this month will promote Golden of the candy sales dollar and of \ 
| 


® In addition, Curtiss will run 
spreads and page ads in about 12 
food field publications. Direct 
mail, point of sale material and a 
publicity campaign will support 
the consumer promotion. 

The campaign was dubbed the 


Sue 


apyRuth) 


Line box candies in newly de- higher-than-average candy prof- 
signed packages. A second news-| YUM YUM—Curtiss Candy Co.’s new outdoor posters will feature only | its,” according to Curtiss’ agency, 


paper push in October will push the candy bar and two faces. No copy will be used. Wentzel, Wainwright, Poister & 
Hallowe’en “trick or treat’ can- Poore. Curtiss called the promo- 
dies. candy bars, alternating monthly, | The copyless posters feature only | tion one of the largest in company 


Baby Ruth and Butterfinger | will be promoted on outdoor signs.'the candy bars, bearing the brand | history. + 


at al aN get. 


444 / CORTES CANDY COMPANY Ore Sehannng Founder CHICAGO LL HLLIRONS 


| TRICK-OR-TREAT—Curtiss Candy Co. 

| will run humorous ads in news- 

papers to promote its Hallowe’en 
“trick or treat” candies. 


Ni Sd ries 
#at'l Besik 


| QUALITY CANDY—High fashion ads in 

newspapers will be used to push 

|Curtiss Candy Co.’s “golden line” 
of candies. 


STRATEGIC 
ADVERTISING 
COVERAGE 


| 

| OF THE WORLD-WIDE 
| $38,000,000,000 
| Military Market 


The six world-spanning Army 
Times service publications ore 
the mass circulation media read 
most by the military. Write or 
call for full information. 


SUCCESS STORIES 


WMAQ 


RADIO - CHICAGO 


+ 


ARMY TIMES + AIR FORCE TIMES * NAVY TIMES 
The American WEEKEND - MILITARY MARKET Magazine 


The ARMY-NAVY- AIP FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Charleston, S. C., Chicago, Hono- 
tulu, los Angeles, Miami, New York, Philodel- 
phic, Son Francisco 
FOREIGN OFFICES: Fronkfurt, London, Poris, 
Rome, Tokyo 
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the fifth major personnel change in; creative and publishing depart-;a pattern consultant. vertising and promotion in July. 
|the pattern division in the past|/ments, was named manager Aug.| Kurt Lassen, formerly promotion| Lita Hassard was named fashion 
|two months. Herbert Bijur, for-|21, succeeding Walter J. Boyle,| director of Seventeen, succeeded| coordinator, and Albert Chaiken 
merly director of the division’s| who remains with the company as/| John S. Robling as director of ad-| was appointed designer in August. 


SAN DIEGO-=- 
YOUNG GIANT MARKET 


ALOFT—Robinson-Lloyds, Great 
Neck, N. Y., will promote Dry Im- 
perator with b&w half pages like 
this in Cue, Esquire, Gourmet, 
Holiday, Modern Bride, Promenade 
and Town & Country this fall and 
winter. Ben B. Bliss Co., New York, 
is the agency. 


1956 Retail Sales: 
$1,002,462,000°° 


Grocery Sales Hit | With total retail sales of more than a billion dollars, 
eqns s 8 | San Diego ranks 25th among the nation’s 262 

$39 Billion in ‘56, ; Metropolitan County Markets .. . 

Up7%: ‘Reporter 


New York, Sept. 3—An alltime 
high of $39.34 billion was spent 
in the nation’s grocery stores last 
year. Sales in general rose 6.8%, 
and of the 15 top items showing 
sales percentage gains, liquid de- 
tergents led the pack. 

These are among the highlights | 
in the annual “What the Public 
Spends” survey, published in the | 
current issue of Food Field Re- | 
porter. Included in the report are | 
1956 sales in grocery stores and 
in all retail outlets for 294 indi- 
vidual products, covering 28 basic 
product categories. Sales for 1955 
and 1954 also are shown. 

Among the top 15 grocery prod- | 
ucts, their 1956 sales, and per- 
centage of gain over 1955 are 
liquid detergents, $77,190,000, with 
a sales spurt of 80.8%. Next high- | 
est gain was scored by frozen pre- | 
pared foods, totaling $338,570,000, 
up 29.7%. Prepared food drinks | 
showed a 22.4% rise. Packaged gel- 
atin desserts climbed 15.3% and 
frozen meat 15.1%. Smallest gain 
among the 15 grocery items was 
shown by bottled green olives, up 
12.4%. 


bigger than — 


Indianapolis, Indiana . . . $911,459,000 
New Orleans, Louisiana. 885,619,000 
Louisville, Kentucky .... 802,712,000 
Dayton, Ohio ........ 741,111,000 
Rochester, New York... 680,497,000 


Reach and sell San Diego — Young Giant Market 
of the West — through the 83% saturation coverage of 
The San Diego Union and Evening Tribune. 


Sales estimates copyrighted 1957 Sales Management Survey of 
not I 


Buying Power. Further reprod: 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


® Among the 15 items with an- 
nual sales of more than $20,000,- 
000 that showed losses, the leader 
was frozen fish sticks, whose $25,- 
040,000 constituted a 14.8% sales 
drop. Soap flakes, chips and pow- | 
' ders dropped 11.3%, tobacco and | 
R snuff, 6%. The remaining drops | 
were below that percentage— 
down to fresh poultry, which 
showed a 0.1% loss. Some of these 
losses are due to reductions in 


price. + 

‘McCall's’ Appoints he E : 

Pattern Division Execs € be? ee ._s T 
Arthur J. Imparato, formerly | fk : E a? : 


business, advertising and promo-| 
tion manager of Butterick Pattern 
Book, has been named publisher of 
McCall’s Pattern Book and Mc- 


Call’s Needlework & Crafts Maga-| - F BAY, 
zine, succeeding Bradford Briggs, ~» EE 
who resigned to join Ziff-Davis re eel pt 4 


assistant to the president. This is 
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British Courts Teem with Publishers’ 
Litigation over Too-Similar Magazine Titles 


entering the 
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station ownership in a fall promotion featuring GF’s ; Mapping, will raise its circulation 
field. National Telefilm Associates,|Log Cabin syrup as a new glaze| base from 4,000 to 5,000 and boost 
New York, has purchased a con- for Wilson’s new Tender Made| its advertising rates, effective Jan. 
trolling interest in KMGM-TV, Slice ’n’ Serve ham. Color spreads /|1, 1958. Rates for a one-time b&w 


Lonpon, Sept. 3—‘What’s in a) Publications Ltd. was then joined | Minneapolis. Subject to the usual in the November Ladies’ Home page will move from $120 to $144. 


name?” asked Shakespeare. Plen- 
ty, apparently, when it happens to 
be the title of a publication. There’s | 
been a rash of litigation in British | 
courts recently over magazine | 
titles. 

Morgan Bros. (Publishers) Ltd. 
sought an injunction to restrain | 
Maclean-Hunter Ltd., agents for | 
Maclean-Hunter Publishing Co. | 
Ltd. of Canada, from publishing or 
circulating a magazine called Elec- | 
tronics Engineering of Canada, The 
plaintiffs also sought to restrain | 
the defendants from publishing the 
magazine in any other form calcu- | 
lated to pass it off as Electronic | 
Engineering, a magazine published 
by Morgan Bros. 


® It was said the Canadian journal | 
was originally intended to be called | 
Electronics Engineering and added | 
the words of Canada after repre- 
sentations by Morgan Bros. 
Maclean-Hunter said it didn’t 
intend to sell the Canadian journal 
in Britain and undertook to make 
it clear when advertising was so- | 
licited that it was a Canadian jour- | 
nal. An order was made on the | 
agreed undertaking. 


® Publication of a British edition 
of the U.S. magazine Sports Cars 
Illustrated led to another action. 
Pearl, Cooper Ltd., publisher of 
Sports Car & Lotus Owner sought 
an injunction on the grounds that 
publication of a magazine under 
the name Sports Cars Illustrated 
would lead to confusion. 

Defendants were Richmond Hill | 
Press Ltd. W. Richmond Hill 
Printing Works Ltd. and Hulton 
Press Ltd. 

A chancery division judge re- 
fused an interlocutory injunction 
restraining the defendants from 
printing and publishing any mag- 
azine under the title Sports Car 
or Sports Cars Illustrated or under 
any other title containing the words 
Sports Cars or Sports Car in any | 
manner likely to cause confusion | 
with the plaintiffs’ publication. 

Plaintiffs alleged their magazine 
was, in fact, known as Sports Car. 
They did not claim a monopoly 
on the words but said the defend- | 
ants must not publish a magazine | 
with a title comprising the words 
Sports Car in any way likely to 
cause confusion. 


® The defendants said they were 
publishing a British edition of an | 
American magazine which had a) 
prior right to the title Sports Cars | 
Illustrated. To this the plaintiffs | 
replied that the American and 
British magazines were entirely 
separate. 
The judge said it seemed to him 
that if publishers chose to use) 
common and highly descriptive | 
words in common use they had a) 
very heavy burden upon them to | 
discharge in restraining other per- 
sons from using the same common | 
words. The claim for an interlocu- | 
tory order was not made out and 
all that could be done was to grant 
facilities for a speedy trial. 
| 


Pan | 
| 


s In other recent actions, 
Books Ltd. was granted an interim 
injunction restraining World Dis- 
tributors Ltd. from selling any 
book under the name or trade mark 
of Pem Books; and Associated-Re- 


diffusion Ltd. was granted an 
injunction restraining Scotsman 
Publications Ltd. and Scottish 


Television Ltd. from publishing, 
advertising or selling a periodical 
under the title Scottish TV Times. 

In the latter action Associated- 
Rediffusion claimed they were the 
registered proprietors of the trade- 
mark TV Times. Defendants said 
they did not intend to publish a 
paper, but an associate company, 
Scotsman Publications Ltd., 
planned a publication under the 
title Scottish TV Times. Scotsman 


|}called TV Guide. # | 


in the action. 


FCC approval, the company has | Journal and Oct. 14 Life, spot tv, 


Scotsman Publications Ltd. has | bought 75% of the stock of United |and in-store display material will! Roth Joins Case Co. 


since announced the projected pub- | Television, present owner of the|be used. Young & Rubicam, New 
lication, giving details of programs | station. Loew’s Inc. retains its 25% | York, is handling. 


on Scottish Television, will be | interest in KMGM-TV. 


N oe 
NTA Buys Station Interest ow It's Ham ‘n’ Syrup 


Another tv film distributor is 


Frank M. Roth, formerly direc- 
tor of publications, University of 
Pennsylvania, has joined the ad- 
‘Surveying’ Boosts Rates vertising and merchandising de- 
| Surveying & Mapping, Washing-| partment of J. I. Case Co., Racine, 


General Foods, New York, and! ton, quarterly journal of the Amer-| Wis., as general supervisor of staff 
Wilson & Co., Chicago, are joining ican Congress on Surveying &| services. 


ALU|TIOIMIA|TIIOIN 


idea 1 


idea 


Changing trends give marketers new directions for sales expansion 
Findings like these shocked marketers with the speed at which 


automation is sweeping industry ... when ASTE surveyed metal- 


working last year. 


Right now, fully 22% of all equipment orders are for automated 


machines. 


By the time industry is 16°, automated, more than 200,000 ma- 
chine tools, 55,000 grinders and finishers, 50,000 metal forming 
machines and 25,000 production welders will be replaced by new 


automatic machines. 


Additional equipment will be needed for modifying 125,000 ma- 
chine tools, 25,000 grinders and finishers, 40,000 metal forming 
machines and 12,000 production welders. 


All this — for just 16% of metalworking alone! It’s time to capi- 
talize on the opportunities for new sales expansion this market offers. 


idea 2 


This new purchasing pattern unfolds this new sales opportunity 


& 


“who designs the system?” 


*“... will be replaced by automatic machines” 


Automation creates new pattern of volume purchasing outside 
regular markets. Example: Controlling a petroleum plant called 
for 1,000 separate thermocouples, plus other electronic equipment. 


Another example: A tracing control for a machine tool required 
38 motors, 224 tubes, 250 relays and starters, plus power and 
mounting equipment and wiring. 


Who does the buying? You'll find the answer in another question. 
Who designs the system? 


The idea that makes automation a bigger, more promising market 
for the future than any other industrial market we know today is 
this—automation is parts and equipment organized into manufac- 
turing systems. This—in essence—is why automation is different 
from production engineering, factory management, or any other 
function in industry —a new sales opportunity, a new market. 


‘the magazine of 
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Ohio AMA Elects Brunner 

Dr. James A. Brunner, associate 
professor and chairman of the 
marketing department of the Uni- 
versity of Toledo, has been elec- 
ted president of the Northwestern 
Ohio chapter of the American 
Marketing Assn. Other officers 
are Jane E. Arnot, Textileather 
division of General Tire & Rub- 
ber Co., vp; William A. Hamilton, 
Libbey-Owens-Ford Glass Co., 
secretary; V. Paul Felton, Dun & 
Bradstreet, treasurer, and Philip 


A. Sinclair, Electric Auto-Lite 
Co., delegate at large. 


Wyatt & Bearden Change Name 

Wyatt & Bearden Advertising, 
Dallas, has changed its name to 
| Jack Wyatt Co. No changes in per- 
sonnel or account servicing are 
involved in the change. Ed Bear- 
den Art Studio will continue to 
|serve the agency’s clients, with 
| Mr. Bearden serving as director of 
visual creative services for Wyatt 
& Co. 


Daroft Buys Broadstreet's 

H. Daroff & Sons, Philadelphia, 
one of the largest men’s clothing 
manufacturers in the U. S. and 
producer of Botany 500, has 
bought controlling interest in the 
nine-store retail chain of Broad- 
street’s Inc. The deal reportedly 
involved some $2,000,000. 


Calvert Names Derringer 
Bernard Derringer, formerly as- 

sociate production manager, has 

been appointed merchandising 


manager of Calvert Distillers Co., 
New York, a Seagram subsidiary. 


signed to enter sales promotion. 


Delehanty, Kurnit Adds Three 


|}pointed to handle advertising for 


N. Y., Biscayne Terrace Hotel, 


wear Inc., New York. 


ij for advertising rab marketing - sales executives 


idea 3 


A new wedge to help you open up the automation market 


| You may find new sales in this set of facts and figures. 


Fifty-eight per cent of all metalworking equipment in use today 
is at least 10 years old. Another 21% is at least 20 years old, ac- 

| cording to a recent survey. Machines less than 10 years old are 
about one-third more productive than older ones. 


But automated equipment and accessories can boost productivity 
of older tools. It’s being done in many companies right now. Many 
| more are more receptive to the idea today than ever before. 


Tools too old for modification will be replaced entirely . . . but not 
before management fully explores the advantages of automating 
| that equipment. 


, Can you show management how your products fit into their changes? 


idea 4 


“Tools too old for modification”’ 


This urgency-authority-responsibility factor is making things happen for advertisers 


Show an AUTOMATION reader something he can use and you'll get 


action —fast. 


Feedall Incorporated 


in Automation.”’ 


te “‘a special task force’ 


Ferguson Machine & Tool Company, Inc. 

“Analyzing over 400 inquiries received in six months through adver- 
tising and news releases in Automation proved to me that Automation 
reaches the top men in the top companies. We are convinced that your 
publication is right for telling our story to mass production industries.” 


“We contribute a good part of our growth in the past 12 months to 
the very fine orders received as a direct result of our advertising 


The reason AUTOMATION readers move so fast —once they make the 
decision to investigate a purchase —is the importance of their jobs. 
They’re a special task force fighting costs, and they have manage- 
ment’s authority to act. In fact, it’s their responsibility to produce 
action as fast as they possibly can. You’re on-the-spot where this 
kind of action starts—when your advertising is in AUTOMATION. 


You'll find many more ideas in AUTOMATION’s new booklet, 
“10 ways these salesmen can help you do your job better’. 


Write for a free copy today. 


a | automatic operations QHOWOOAWIOC) 


a|PENTON | Publication / Penton Building / Cleveland 13, Ohio 


He succeeds Jack Wachtel who re-| j 


Delehanty, Kurnit & Geller Ad-| 
vertising, New York, has been ap-|j§ 


three accounts. They are Slantfin| 
Radiator Corp., Richmond Hill,| 


Miami, and Weber Knit Sports-| § 


Oe 


SET ‘EM UP—Johnson Wax Co. has 
put up its new rug cleaner (AA, 
Aug. 19) in 32 oz. beer cans and 
includes a beer opener with this 
convenient four-pack. Lippincott & 
Margulies designed the cans and 
package. 


Smith-McCarthy Magazines 
Issue New Rate Cards 

B. L. Smith-McCarthy Pub- 
lishing Co., Toronto, has issued 
rate cards for its bi-monthly Ca- 
nadian Beverage Review and 
monthly Canadian Dairy & Ice 
Cream Journal. Beverage Review 
will raise its b&w page rate, one 
time, from $126 to $140. Dairy & 
Ice Cream Journal’s one-time b&w 
page rate will go from $138 to 
$152. Both cards become effective 
Sept. 1, 1957. 


‘57 ‘Statistical Abstract’ Out 

The 78th annual “Statistical Ab- 
stract of the U.S.” is now available 
to the public. It contains 1,061 
pages, 1,185 tables and 40 charts 
on industrial, agricultural and 
sociological subjects with the addi- 
tion this year of data on the 
atomic energy industry. It is avail- 
able for $3.50 from the superin- 
tendent of documents, U. S. Gov- 
ernment Printing House, Washing- 
ton. 


Barcalo Maps Fall Campaign 

Barcalo Mfg. Co., Buffalo furni- 
ture maker, will go into color 
spreads and pages in major con- 
sumer magazines this fall. Better 
Homes & Gardens, Ebony, Esquire, 
Ladies’ Home Journal, The New 
Yorker, Progressive Farmer and 
Successful Farming are among the 
magazines to be used. Spot radio 
and extensive point of sales promo- 
tion will also support the cam- 
paign. 


You’re in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


| 

| Join the nation’s smartest 
time-buyers who select WGN 
for results! Consistent high 
program quality, at the lowest 
cost, makes WGN a good buy 
—your smartest buy today in 
Chicagoland! 
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MERE ARE THE RANKINGS... 
California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


1. Los Angeles-Long Beach 
2. San Francisco-Oakiand 
3. San Diego 
4. RIVERSIDE, SAN BERNARDINO, 
ONTARIO 
. San Jose 
. Sacramento 


5. 
6 
7. Fresno 
8. Bakersfield 
9. Stockton 
0. Santa Barbara 

see the man from 
RIVERSIDE PRESS 


and ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


Q-Tips Are Used 
by ‘Whole Human 
Race, Ads Say 


(Continued from Page 2) 
since it already had about 80% of 
its own specialized field. (Johnson 
& Johnson shares the remainder 
of the market with private label 
makers.) 

At that point, “everyone used to 
sit around trying to think up new 
ways to use Q-Tips,” and to little 
avail, ADVERTISING AGE was told. 
Then the company decided to try 
a market survey. It was promptly 
pleased—and frequently perplexed 
—by the diverse and often eccen- 
tric ways in which customers 
were putting Q-Tips to work. 

These uses boiled down to three 
main categories: baby, cosmetic, 
and personal hygiene and first 
aid—but with innumerable varia- 
tions. Some customers used the 
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LITTLE CHERUBS—An “alphabet” series of one-column ads promotes 
Q-Tips in women’s and baby magazines on a regular basis through- 
out the year. 


swabs to dust off plant leaves. 
Others used them to moisten 


IT TAKES A 

FORT WORTH NEWSPAPER 
TO SELL THE 

FORT WORTH MARKET 


It takes a Fort Worth newspaper to sell the Fort Worth market. 


Newspapers published in cities other than Fort Worth do not 


penetrate the Fort Worth market with ample coverage to be con- 


sidered merchandisable. The Fort Worth Star-Telegram combined 


daily and Sunday influences virtually every home in the metro- 


politan area, and reaches over 20% of the families in 48 counties 


combined daily, and 20% or more in 55 counties on Sunday. 


FORT WORTH STAR-TELE 


AMON G. CARTER, Jr., President and National Advertising D 


LARGEST COMBINED DAILY CIRCULATION IN TEXAS 
without the use of schemes, premiums or contests 


“Just @ good newspaper” 


stamps or apply glue, touch up 
scarred furniture, clean cigaret 
holders, decorate Easter eggs, etc. 


s Heartened by these responses, 
the company began listing multi- 
ple-use suggestions in its package 
inserts about three years ago. 
Then, in February, 1956, it began 
its current campaign—in Life and 
on spot radio in 50 markets—to 
point out that “babies aren’t the 
only ones—today the whole hu- 
man race uses Q-Tips.” 

The multiple-use campaign is 
definitely paying off, the company 
believes, because so far in 1957 
the swab market has increased 
17% while the baby population 
has increased only 10%. 

For the Life ad, colorful, hu- 
morous artwork (including some 
by Steig) is used. For example, 
one drawing shows a baby pout- 
ing; the quote: “Imagine stealing 
Q-Tips from a baby.” Smaller 
sketches then show Dad blotting 
his ears after shower or swim; 
Junior cleaning his typewriter; 
the dog getting the vet treatment 
—all using Q-Tips. 


® The company reports it has 
been “extremely successful” with 
radio. Since this multiple-use ap- 
proach was undertaken, it has 
placed less emphasis than before 
on the use of women’s daytim: 
shows. 

In the past year, the company 
has also been testing tv in three 
markets—Boston, Detroit and 
Philadelphia—with a high-fre- 
quency schedule for a 52-week 
period. Per capita consumption 
before, during and after the test 
is being closely watched in the tv 
areas and compared with outside 
“scientifically chosen areas.” 

For its tv and radio commer- 
cials, the company purchased the 
rights to a onetime hit song and 
transposed it into, “It’s so nice to 
have Q-Tips around the house.” 
On tv, animated spots first show 
the house, then peek into each 
window to reveal Q-Tips being 
used in many ways. 


s The multiple-use program is a 
natural for tie-ins with other 
merchandise, the company has 
also found. Example: It has de- 
veloped a floor stand which pic- 
tures at least three uses of 
Q-Tips. Three-fourths of the 
space displays Q-Tips, while the 
other quarter is left empty for the 
retailer to fill with a related prod- 
uct, such as nail polish remover 
or first aid medications. The re- 
tailer can then sell the two prod- 
ucts together at a special price if 
he wishes. 

Q-Tips also is being used in a 
special treatment kit for athlete’s 
foot, put out by Isodine antiseptic 
(International Latex Corp.). And 
they are even included in a 
finger-painting set—the Jingle 
Dingle Dib ’n Dab kit put out by 
Grosset & Dunlap—with Q-Tips to 
be used in lieu of fingers. The 
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company is particularly fond of 
this finger-painting idea: “It sure 
uses up a lot of Q-Tips.” 


® This emphasis on Q-Tips-for- 
everybody in no way eclipses the 
company’s regular baby cam- 
paign, which runs consistently all 
year long in the Alford Baby 
Group, American Baby, Baby 
Care Manual, Baby Post, Baby 
Talk, Congratulations, Every- 
woman’s Magazine, Family Circle, 
Good Housekeeping, True Story 
and Woman’s Day. 

This campaign this year con- 
sists of a series of two-color one- 
column units picturing a cherubic 


baby against a blue background| 


which matches the blue Q-Tips 
box pictured at the bottom of the 
ad 


The ads are an “alphabet” se- 
ries: “D is for Dimples,” “B is for 
Birthday Suit,” ete., with each ad 
recommending Q-Tips for a par- 
ticular baby care use. 


= The Q-Tips was launched in 
1925 by Leo Gerstenzang (now 
chairman of the board), who was 
then a partner in a baby supply 
company. The cotton swab was 
born the day Mr. Gerstenzang 
watched his wife attempting to 
twist some cotton on a matchstick 
with one hand, while the other 
hand was busily trying to hold 
their baby daughter. 

He set to work devising a ma- 
chine that would produce a swab 
“untouched by human hands” and 
planted a few boxes of his new 
product (then called Cute-Tips) 
in department stores which car- 
ried his other baby goods. The 
product caught on quickly, be- 


cause it not only filled a need, but]! 


had the additional selling point of 
being sterile. 

The product literally built itself 
without a sales force, and the 
company did no advertising of 
substance until 1946, when it ap- 
pointed Lawrence C. Gumbinner 
Advertising, the agency which has 
handled the account ever since. 

Q-Tips had the cotton swab 
field to itself until around 1948, 
when Johnson & Johnson, Rexall 
and others stepped in. # 


Warren & Litzenberger Adds 3 
Warren & Litzenberger, Daven- 
port, Ia., has been appointed to 
handle advertising for three new 
accounts. They are Carver Foundry 
Products Co., Muscatine; Tri-City 
Dog Food Co., Milan, Ill., and Roy 
Roth Co., Rock Island, Ill., maker 
of turbine pumps and fuel tanks. 


Billy Bullet 


CONFOUNDS THE EXPERTS 


sé 
di — 


“For our new product we were well 
satisfied with ‘professional’ predic- 
tions of modest initial sales. 

“To our pleasant surprise, within 
30 days we received more orders 
from our quarter-page announce- 
ment in The RIFLEMAN, than we 
had hoped for the first full year!” 


(Name on Request) 


“AMERICAN 
— RIFLEMAN®.:« 


SCOTT CIRCLE 


WASH 60.C 


|Carter, Phillips-Jones 


Co-Sponsor ‘West Point Story’ 
Carter Products for Rise and 


shirts will co-sponsor the “West 
Point Story” on ABC Television, 
starting Oct. 8 in the 10-10: 30 p.m. 
Tuesday time slot. Last year Gen- 
eral Foods Co. sponsored the show 
on CBS Television. Grey Adver- 
tising Agency handles Van Heusen; 
Sullivan, Stauffer, Colwell & Bay- 
les has Rise. P. Lorillard Co. has 
ordered the 10:30 to 11 p.m. Tues- 


Phillips-Jones for Van Heusen) 


day slot on CBS-TV. The order 
was originally placed for Kent 
through Young & Rubicam, Lennen 
& Newell, which now handles the 
entire Lorillard account, hasn’t de- 
cided on programming or what 
product will sponsor the show. 


‘Pawtucket Times’ Names Blue 

Philip H. Blue has been named 
advertising director of the Times, 
| Pawtucket, R.I., Mr. Blue, former 
advertising director of the Post- 
Tribune, Gary, Ind., succeeds to 


the post left vacant by Irvin R. Van 
| Aurmen, who has become publish- 
ler and general manager of the 
| Telegraph, Nashua, N.H. Before 
|coming to the Times, Mr. Blue as- 
sisted the publisher of the State 
Times, Jackson, Miss. 


Business Charity Studied 

The Chicago chapter of the 
Public Relations Society of Amer- 
ica is studying the policies of 500 
Chicago companies relating to 
contributions to charitable organ- 


izations. The study is aimed pri- 
marily at learning the rationale 
behind the allocation of such 
funds as well as what the policies 
of allocation and the amounts are. 


Agency Finance Group Elects 
Harold W. Scheer, Leo Burnett 
Co., Chicago, has been elected 
chairman of the advertising agency 
financial management group of the 
Chicago Assn. of Credit Men. Fred 
H. Winter Jr., Tatham-Laird, was 
elected vice-chairman of the group. 


ee 


We're sorry, ma'am. You've been a faithful listener for years. But there just wasn’t any 
room for them in our plans for the future. At American Radio we're programing for 


3. Night TV satisfies the demand for drama.*** 


music... 


***Pure logic 


live singers . 


housewife wants. 


*A. C. Nielson 
**RAB Survey of Radio and Housewives, March 1957 


the |linve one is 


| today’s new audience—the on-the-go housewife who's busier than ever, and who has 
g formed new listening habits. So out go soap operas. 


“What's taking their place?’’ you ask. Live music, that’s what—and here's why: 


1. Soap operas have dropped 37% in share of radio audience.* 
2. 60% of today's housewives listen to music, while only 34.8% listen to soap operas.* * 


That's why at American Radio we're programing live radio exclusively. That’s why we’re 
sold on the new live Herb Oscar Anderson Show, 10-11 every weekday. It’s live, top tune 
. . live orchestra. It’s fun radio, and it’s what today’s young 


BROADCASTING 
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Give Your Prospects This 


New" HANDI-KUTTER" 


2 pe 


Guard prevents blade slipping ouvt* 


ow-cost PREMIUM! 


Low-Cost 
Now safer than ever, this new Kenworth 
“HANDI-CUTTER” is ideal for all kinds 
of cutting or trimming jobs at the office, 

or home. In attractive anodized 

with space for name 


FREE sAmpLe 


shop, 
colors, 
imprint. 
* Double Life for each 
blade—remove and reverse 

1 quant ces 
for new edge. ane ee = 


KENWORTH MANUFACTURING CO. 


12315 W. Lisbon Ave. — Milwaukee 10, Wis. 


Opinion Research Elects 

Opinion Research Cof’p., Prince- 
ton, N. J., has realigned its execu- 
tive posts naming Dr. Claude 
Robinson, founder and former 
president of the company, to chair- 
man of the board of directors. 
Dilman M. K. Smith becomes 
vice-chairman, Joseph C. Bevis has 
been named president, and Walter 
G. Barlow, exec vp, specializing in 
program development. Last month 
the company broke ground for its 
new $600,000 building in Prince- 
ton Research Park, a 70-acre devel- 
opment adjacent to the Princeton 
shopping center. 


INS Names Hubbell, Buning 
Richard W. Hubbell, formerly vp 
and general manager of Carlos 
Franco Associates, and John A. 
Buning, formerly general manager 
of WHOO, Orlando, Fla., have been 


named business representatives for 
International News Service. Both 
men will handle client relations 
and sales to radio-tv stations, 
newspapers and advertising agen- 
cies, with Mr. Hubbell working out 
of New York and Mr. Buning out 
of Atlanta. 


Norge Names John Moran 

John J. Moran has been ap-| 
pointed assistant to the vp of dis- 
tribution of Norge division, Borg- 
Warner Corp., Chicago. Mr. Moran 
was formerly general manager of 
Jet Ignition Co., Mineola, N. Y., 
and for the previous 20 years was 
associated with Philco Corp., 
Philadelphia. 


S. A. Levyne Co., Baltimore, has | formerly : 
been appointed to handle advertis-| Blind Co. Joseph Katz Co., Balti- 


Levyne Adds Eastern Products | 


} 


ing for Eastern Products Corp.,| more, is the former agency. 
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PREVIEW—A new package combines the Minox III-S miniature cam- 

era and exposure meter for holiday sales. The gold foil box was 

created by Herbert Baker Advertising for Kling Photo Corp., New 
York, U.S. distributor of the Minox. 


the Eastern Venetian! ABC Radio Combines, 
Revamps Three Departments 


ABC Radio, New York, has com- 


TWO-IMPRESSION IMPACT 


ONE-IMPRESSION C 


It’s almost like getting one of the colors free... 
when you use a colored ink in eye-arresting 
combination with one of Beckett’s compatible 


colored papers. 


Think of the impact a second color adds to 


your printed piece. It flashes with importance! 
It flags the reader's interest! It helps, powerfully, 
to get the message read! 


HERE! . . . see for yourself what the colored- 
ink-on-colored-paper treatment does for 
this bottle hanger . . . and for practically the 
same total cost as printing the job in black 
on white (see costs below). 


It’s just plain smart to discard the limited 
interest of black-on-white printing when the 
impact of colored ink on colored paper is 
only a matter of pennies-per-thousand 


more in cost. 


RED INK ON 
YELLOW PAPER 
$8.50 per M 


LOOK!...PRINTING COSTS 
are almost the same! 


NOTE: Both costs figured on a 3%" x 6%" 
die-cut and scored bottle hanger, using 70 
Ib. Wove finish, Beckett Offset. 


BLACK INK ON 
WHITE PAPER 
$8.25 per M 


HAMILTON, OHIO 


FREE! 


Makers also of the world’s whitest papers—Beckett Hi-White and Beckett Brilliant Opaque 


Miniature sample books of six of the most popular 
grades in the Beckett line of colored papers. Request 
yours on your business letterhead today. 


THE BECKETT PAPER COMPANY 


bined its sales service and station 
clearance departments into one 
operation. The move was made to 
gain greater efficiency in dealing 
with stations and advertisers. 
Betty Boucher, formerly head of 
station clearance, will not head the 
new department. 

ABC Radio has replaced its sta- 
tion relations department with a 
stations department. The new de- 
partment, in addition to taking 
over the former work of the sta- 
tion relations department, will 
work to strengthen local programs 
with the idea that an increased au- 
dience for local programming, 
benefits network shows. Edward 
J. DeGray, who has been vp in 
charge of station relations, as- 
sumes the title of vp in charge of 
stations. 


! 
OST 


Clark Promotes Henderson 
Robert F. Henderson, for the past 
two years market research analyst 
of Clark Equipment Co., Buchanan, 
Mich., maker of electric and gas- 
powered stock handling trucks, 
has been promoted to director of 
market research, reporting directly 
to the president. Before joining 
Clark, Mr. Henderson was with 
Ford, Bacon & Davis, New York, 
consulting engineer. 


Allen Joins ‘Popular Boating’ 

George L. Allen has been named 
advertising manager of Popular 
Boating. He was formerly with 
Motor Boating. 


Davis Joins Ward-Griffith 

Robert M. Davis, formerly with 
Sykes Advertising Inc., has joined 
the Detroit staff of Ward-Griffith 
Co. 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! Consistent high 
program quality, at the lowest 
cost, makes WGN a good buy 
—your smartest buy today in 


Chicagoland! 
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Advertising Age is important to important people 
because it has the PHYSICAL RESOURCES to gather 
. quickly, accurately, 


and print the news .. 
completely 


There are five essential ingredients in the development 
of editorial competence in any publishing enterprise. 


The first of these is purpose — a clearly defined reason for being; 
knowing what you intend to do and how you intend to do it. 


The second is people — good people, competent people, knowledge- 
able people . . . and enough of them to really cover the waterfront. 


The third is money—to hire enough good people, to pay them well, 
and to provide them with the physical resources which enable them to 
use their skills to the greatest advantage. 


* * * * 


It is possible to do a superlative news job without enough money. 
But it is easier (and far less chancy) to have an editorial budget that 
enables you to take advantage of every opportunity .. .. to turn half 
a dozen men in as many cities loose on the same story,if need be.... 
to speed up news handling with leased wire teletype... . to have in- 
stantaneous transmission of copy from copy desk to typesetting mach- 
ine, as is provided by the facsimile transmitter shown above, installed 
at the managing editor’s desk in Chicago. 


impotlawt to importtauit people 


» WESTER 
= UNION 


FACSIMILE TRANSMITTER AT MANAGING 
HEME DESK IN CHICAGO FOR INSTANTANEOUS TRANSMISSION 
MEME OF COPY TO TYPESETTING MACHINES A MILE AWAY 


ei eeoeemnaarnaparans 
. 


EDITOR'S 


Advertising Age has never kidded itself about the value of plain, 
old-fashioned money in adding to editorial competence, hence has 
consistently devoted a disproportionate share of its total income to 
editorial activities. 


Ponder this startling fact: Advertising Age’s 1957 editorial budget 
figures out to an expenditure of $8.69 per subscriber. This covers sal- 
aries for 31-full time editorial employes, transmission, engravings, 
traveling and communication costs only. It does not include the huge 
costs of printing, paper, postage or circulation. 


This is still another reason why Advertising Age is “important to 
important people” — important to more important people in advertis- 
ing and marketing than any other publication in the world: almost 
40,000 subscribers, very nearly 150,000 regular readers. 


200 EAST ILLINOIS STREET * CHICAGO 11 ° 


480 LEXINGTON AVENUE * 
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To sell more where more is sold 


oooif’s FIRST 3 FIRST? 


= Vacation Environment 


OIE Mh < 


A remote and peaceful lake may provide a wonderful spot for a refresh- 
ing vacation. But, when trying to build ever increasing sales for your 
products, it is generally most profitable to concentrate your heaviest ad- 
vertising effort on the mass purchasing power of the nation’s most out- 
standing markets. 

The 3 top city and suburban areas of New York, Chicago and Phila- 
delphia consume !/5 of all U.S. food and grocery products. In these con- 
centrated, most profitable sales areas the family coverage of General 
Magazines, Syndicated Sunday Supplements, Radio and TV thins out. In 


The group with the Sunday Punch 


Rotogravure e Colorgravure 


these outstanding markets there is no substitute for FIRST 3 MARKETS’ 
solid 62% coverage of all families. 

Further, in 279 Industrial North and East counties—where 27% of 
total U.S. families account for 32% of the nation’s grocery product pur- 
chases—FIRST 3 MARKETS GROUP delivers an audience of 1% of all 
the families. 

To make your advertising sell more where more is sold . . . it’s FIRST 
3 FIRST! 

Circulation in excess of 6,000,000. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 « Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 


~epeee 2  - 


a 


Ne ga a en, ! a ee uA ee cl eee Me ys Ne peerage | ORT ee toned ENCE 0 eerie, em aed fe, Re caper" Pee 
ete 1, ts ag OE (ee. See — Be ey Re: cM 5 AG ae a eee ete ts Se ae ie a Ae ee ae ee ae ‘alee. Fa ee ee ie a Et ; ae, ries Rie 
eo, Se ae tae Me ges ool ra Una eke > ets > see ie Pe. = ae a eae aes, ees ine ls «png Ge Oar ae! BP gt org sae 
ia. 2 z : ' HN 

e 
ae 
+ 
REP LIT, SBT RASA ERE Ea aE / 
ae Ka 
oa 
. 
os 
ial ag 
‘ : : — . - 7 ~ . be: 
| eS tae Ole SY afer S ie 
3 . e. ™ ’ ‘ve Se See me 
we J * 5 he i 
; a? . ‘ce re TO ye EL »~ : 
4 ‘4 - P . r bode * a . 4 
: ” al , : Re 4 ‘- AY 4 ' .™ oe 7 « a, Js 
é mr, “ a, ep, Po =s . w™ . > ‘ : + 
: ; “? ~ te: oe aia 
ce ' 4) *~ . Pe init & Ny 1 a 
%, “€ - ee ty a ie a en i 
-. i 
: s ‘ ‘ ‘ % e ’ red ra Y ' ; ei 
| << ~ ~,e. Pe Sir 
_ . wie rs : ; rd - “4 
i ce . a : f —_ a a - 
sh ¢ mS sine >, 3 7 oa 
é ? ff & +. ‘ 4 . a? ) a 
- - . ” . J r > , 7 = 
™ ’ 7 F n 7 oe] - ¥ . a. ; : -4 
; “Sa . - 4 P ; 4 w - « } : 
’ ee ee BPS aS ee SS . be i MP a yi 3 oe € ; Bg am, = é : . 8 
: Se” el ee) he of) oo eae ee ae : Sell aaa . a _* ~ a 2 ee a 
oe” OE ae Fe ae 4 : + ‘he » £ CE MER. Ce eee ean ee ae ae : 4 se q f Nie = 
4 pe in 2 ee Se c * 2 ee oe & sg es Se Sg So eM eS a as Pe Say ' = _ ' j ties 
= [Ley [ne Ae eee Oe ia | N 4, st ~ | : 
- 7 ee = ts ae ; hel » ¢ aaa Sea yc Lo eee ll 2. ” ig Fy ee 
Fe Ge we =e . Ata he Bee ae = eae es a Stes - i ~ ‘ aw, : 
Bie? te. Sy Loree Ss oo ee ee CS ae ‘aie > 4 ec 
eg pres! Sie iS eee a eg ee ee es we : s . ie 
2 ee a ie pee a Seas ke 2 5. <n. ee : ne a ye! a t ee . \. y Re: a : —. ° ; is 
lS (ERNE ee RC yk Ngee SE F . - Yom d oe t . a . - aa 
; iste s me Sel, ao a oa os ee si . i on -* 
, pail : iia SB Ape! Laer. 86 
os 7 ~.- " li F , 7 : ; 
7 ea eh ea ae: win 50.87 92h oe i i. tlle -~* ‘ re 4 
| ee Brae. ee me OO? , 
, ope hoes J Anon oe te ‘ De ekectiae is ae ‘aa . oe Gee bok » L ; 
, — tg << M 7, é 7 7 se : i 
: 7 , oe ae eee oA A as ye & E - a 
a i ae ; a Oe | NSIT Wael, dia cain ~ — * f : “" i i en a 
c Pg —— - . = tthe a io - eigen = ; 4 5 i he ‘ ae i 
a vs —— _ * aed _ Se ae ae ee ents sales v Sees ee ; ~ i ; . : ae . » * ¥ en 
bcd - Since a ees : “~ tate lal bik eee hie De e . ahd ~ vam, ph, 
‘a “ane _omapengeaereeennenaniselinetipoesat- Se < * k . to age ee te f*, in . a < am shee »’ §£ — 
A epremendee ES. Se ees i aretngy S Sosy Pa : : ; . Peis | ] 
a 7 pans aoeecee cov omeneee Keno somone wn ee aerate actocti «  neceeelll — F rey if he * bs Ae : ie ‘. . : "3 
~ ee TTT mem eR nea ment 7 om : : - oe ; age ” y , y aoa / oy 
. ae ee = —— a ee , ¢ aoe ae ps . ss 
ieee eC OTTO <staanteieatnmaaantttteT 8 A ACT — ; @ : . seem eS . { “3G 
——— e____ mee ‘ 4 . As 
snanemnatnaren gman nnn aang mace ses are on oan a . a ; a A 4 - ; ad ee 
es ‘tee aus en ~ women ol F's ™ e ee : * ee 
s . TT ne sina — vee iene ee , 4 : = 3 ~ fe fer 
We 3 “4 sala St emetened on ns occa Re REO 7 A: ’ =. », vy ¢ é‘ ’ ee 
4 aoe ceeemmaeieiii ase nes see Seana ~ oe Mea? P ‘ a 4, » a 
mee ee - ial ? ey Vv" . say } : 7 
¥ e - capidainnnnonnronree™ . mae seen mn” cs sas nee ys / Ce » . i " 4 — mi . | 2 
out , zr al . TE * Md h, ies p ; 
= . kp RAO : " al? Pe. aed a, 
a7 oe 8 fl se gi iia ae . . : . ies ie, / code 
= eh. > ‘ — eo de, re, = b i ‘ , < i ‘ i a es ie, 
. aol ite, tin PEE gene a. J . F - ” e 2 tha 7 
re nr” a \ . ; a : : ‘ 
: ‘ . Ce co nets 3 a : < , oo : : - , , be 
nly . 3 i Fe tie a i, . ‘ "ee » a y 
sy! - 29 te Pte an cS ee a ‘ # P a . i a 
ei : ——— es wane folios ks 5 # (7 a . ¢ ' oad 
— a . ye Sada me Stim. 2. sii ne a a . « . ‘ crs 
ee eget OE / ‘ aie gees ; ee ra 4 “ » }  * = 
si a * Bp omy | oe . crease “ y Sas ; AY ” nll : a ; Re 
4 "a SNORE in wil ae Bie Me ee a . ‘ ad 
aa ee Seweees sales Environment an e 
aes ‘ i re. Bee: . af . Lig Bate ‘ i ‘ 
ala 2 EE ee ie any. Oe -—* See: ‘ . 
: “4... ern . Te Rr rage eo oS Ae ag eae ilies eee 7 > ie! -_ . a a" ; 
f d n i " ap * Fee hea Mee e a — its me Pda Sos ites ees eS , a - oy ee ~ = . ; i aren 
; C fs Ae ee : ‘ te So engl eon Tf GM Nr ta ok ‘ha - A ae ‘ 3 diet A 2 fil mn 
mh (ides %,. be Bo. ; ee ces A Pe ae hae «, Tari e et 3 — a ok “Or i é : 
poge ee i Bac “Seca , nae — oe . Ze he a ee , has oe RP ae Be ae 
ha “$s Bae Prag. ee * a a iene. =~ _ wry TR a _ ay cries Di 2 ae ; a ae 
er: hy “"- F eee " SS tm ees i . a Sen are earn a 2 7 4 a Pe vo re ‘ig On rr ee a 
ee ‘Si eee geKnn Oe eae Sar he sige ac ee aan i ! ‘ iz P : ~ ' fs ah re eget, . on 
a hs ; . OR e om testes. * ‘ a A a 4 f d 4 . in 
on on 
Poe ey 
F a 
ot) od 
7 : eo 
ek a 
“a ie 
; on 
| ae ie 
aie a 
: i 
‘ ee 
te: i 
a ae, 
a i * 
: < Po 
aE ; * L we 3 
[= Ry 1 
4 ; i sis ‘ tbe & 
elie: % ed ; “ 
3g a “ad ; al sie i, “7 B .. © ; 
iy ON 0)" SGROUD oe oy 
ee , 
———E ee i 
ciate ea a a a ii a ee et ee a ; ein ; ‘ a d 4 ; Be 
| eS RII a ic ai Oa cei he aia AEN = ee eS i Tn = AE Silla 
Sener eee Rt | a Oi as le i Ee ee eS 
st poe ‘eS RRR ae Reg ee  vignate (eee a eet ones a, cae ee Oe ee ygeaen 2 eles le a. 2 See: Mee ey et te ee See esa sales ie ae Rp pee aah 
a | oe || ale Same a eee eye ror UI ape Se aire A Fe ads (se ees eee ee ok em hs eee ose eC eA Se eR ep tees) ke, a | ee ne en eee Ee er 


Advertising Age 


Feature Section 


Bedell: How to Sell a Steak 


Adjectives Don't Add, Says Woolf 


Mail Order Needs Study: Borton 


Movie Moguls Miff Agencies 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welceme. 
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Salesense in Advertising ... 


Spare That Adjective 


By James D. Woolf 
Advertising Consultant 

In The Saturday Review, issue of Aug. 
10, there appears a guest editorial, “Spare 
That Adjective,” which should be of in- 
terest to every copywriter. The article 
comes from the pen of G. L. Mehta, who 
has been India’s am- 
bassador to the United 
States since Septem- 
ber, 1952. 

Says Mr. Mehta: “I 
have always had a 
feeling that adjectival 
exuberance produces 
an effect precisely the 
opposite of that intend- 
ed. I have found that 
economy in adjectives, 
as in the use of words, is conducive to 
clarity in thinking and dignity in ex- 
pression ... Whenever, therefore, I use an 
adjective before a noun, I remember 
Laski’s salutary advice and ask myself, 
is this adjective necessary or is it super- 
fluous? If it is to be used at all, is it an 
appropriate adjective? And could a mild- 
er adjective do as well—‘bold’ instead of 
‘audacious,’ ‘militant’ instead of ‘war- 
mongering’? That advice is a necessary 
yellow signal before the green light.” 


# One of Bruce Barton’s six points of 
prime importance in producing good ad- 
vertising is this: “After you finish a piece 
of copy, go back and cut out all the ad- 
jectives.” 

“Henry Ward Beecher’s father was once 
the chairman of a committee to draw up 
resolutions of slavery. One sentence in his 
resolution read: ‘It is an outrage.’ Some- 
one suggested that it should read: ‘It is a 
terrible outrage.’ Beecher said that was 
the way he had it in his first draft, but he 
had cut out the word ‘terrible’ for the sake 
of emphasis. Adjectives are like the 
leaves on a switch. They make the switch 
look pretty, but if you want to hit a blow 
that will cut, you take off the leaves. Lit- 


Tips for the Production Man... 


erature that cuts has very few adjectives. 
The greatest things in life are expressed 
in one-syllable words: love, hate, fear, 
home, wife, child.” (Reported by John 
Caples in “Advertising for Immediate 
Sales.” Harper.) 

“Literature that cuts has very few ad- 
jectives.”” Consider, for example, Chapter 
I of the First Book of Moses, a piece of 
“copy” of approximately 800 words. The 
“product” it has to sell—a concept about 
the origin of the world and man—is a 
tough “copy” assignment. But, tough or 
not, millions upon millions of people, over 
a long period of time, believed this story 
and have been “sold” by it. Very sparing 
is the use of adjectives: a mere 13 in the 
total composition of 800 words. And these 
adjectives are modest ones: one, first, 
second, good, dry, green, own, greater, 
lesser, moving, living, winged, creeping. 
Not once, moreover, are there used such 
admen’s superlatives as amazing, astound- 
ing, stupendous, extraordinary, remark- 
able, marvelous, astonishing, greatest. 


= Read again the opening paragraph of 
this article, and note what happens to it 
when rewritten as follows: 

In the erudite Saturday Review, scintil- 
lating issue of Aug. 10, there appears a 
brilliant guest editorial, “Spare That Ad- 
jective,” which should be of absorbing in- 
terest to every alert and studious copy- 
writer. This scholarly article comes from 
the gifted pen of G. L. Mehta, who has 
been India’s renowned ambassador to the 
United States since September, 1952. 

I firmly believe with Mr. Mehta that 
adjectival exuberance produces an effect 
precisely the opposite of that intended. + 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IUl., for “Salesense in Adver- 
tising,” available on five days’ approval. 


‘Piggy-Back’ Headline Construction 


By Kenneth B. Butler 

I never thought I would see the day 
when space would be eliminated between 
lines of large display type. But that day 
is here, and the presence of all-cap lines 
riding piggy-back on one another is one 
of the growing techniques. 

Definite factors have to be present in 
order to make this cohesion gimmick suc- 
cessful. First, there has to be a zig-zag 
arrangement of alignment; second, there 
has to be variation in tone or color of the 
alternating lines. 


s So far, the best examples are those 
where all caps are used. This is because 
top-and-bottom alignment is important 


in establishing a visual line to take the 
place of the white space usually present 
between the lines of headlines. 

The contrast in tone of letters is neces- 


BYES? 


IDENTICAL LETTER COUNT—This house publi- 

cation title, with first line in blue and 

lower line in red, was able to eliminate 

zig-zag and to bleed title off edges of 

sheet, by the fortunate circumstance that 

each word contains an equal number of 
letters. 


sary in order to establish legibility. 
Whether this variation in tone is achieved 
through screening, through reverse plate, 
or through color, most of the interesting 
examples seem to set up a dimension in 
depth which is interesting. 

Historically, space between lines of a 
headline has been a must, for purposes 
of legibility. The best typographers did 
not feel, even, that the depth of the de- 


For the finest, fastest equipment war 4 
get in ine with, ° 


GONSOUDATED. 
NE 


SINGLE COLOR—Provocative indentation and 

alternating screen and solid made this 

head practical even though printed in 

black ink. Note the interesting headline 
lead-in. 


scenders was sufficient, and additional 
line-leading was inserted. Generally, the 
larger the type the greater line-spacing 
was required. 


| ao 


s The piggy-back style substitutes align- 
ment and change in tone. Helping to 
maintain legibility is the introduction of 


cations, too. This head was able to use 
regular printer’s type by alternating the 
lines black and red. 


horizontal jets of white space. Flush mar- 
gins, while neat, jumble some of the head- 
line words and hamper the word images 
from projecting themselves into the con- 
sciousness of the reader. 

The new technique adapts itself to 
hand-lettering, and to paste-up type, 
whether obtained from single-letter forms 
or from reproduction proofs pulled from 
foundry type. Photographic screening is 
also part of the production technique. 

Those of you who print direct from 
foundry type can still employ the piggy- 
back idea if you have a second color 
available. The compositor’s color separa- 
tion permits kiss or overlap register in 
order to achieve this close-knit letter 
formation. 

The gimmick is more dramatic when 
type sizing of jumbo proportions is used, 
although we have seen several neat but 
less forceful examples using type as small 
as 24 point. # 


On the Merchandising Front... 


Take a New Look at That Basic 
Stock Plan for Retailers 


By E. B. Weiss 

Developing a basic stock plan for the 
retail trade is almost traditional mer- 
chandising in some fields. And there is no 
doubt that, over the years, many retailers 
have stepped up their merchandising per- 
formance as a direct 
consequence of 
the mathematical guid- 
ance they obtained 
from a supplier’s basic 
stock plan. 

There is some reason 
to question, however, 
whether basic stock 
plans developed by 
manufacturers have 
quite kept step with the 
vast changes in retailing that have oc- 
curred in the last 10 years. But before 
getting into this, let’s take a quick look 
at a fairly typical basic stock plan of- 
fered by a manufacturer. 


E. B. Weiss 


= Quite typical is the plan developed by 
General Electric-Telechron. It suggests to 
Telechron retailers that 25% of the re- 
tailer’s unit stock of Telechron kitchen 


and wall clocks should be in models re- 
tailing at $4.98, with another 24% in the 
$5.98 numbers. Other ratios suggested 
are: 14% for the $3.98 models; 12% for 
the $6.98 models; 7% for the $9.98 models; 
1% for the $19.95 model and 1% for the 
$29.95 model. It is also suggested that 
stock should be divided 50% in alarm 
clocks and 50% in kitchen and wall clocks. 

Pages of these basic stock suggestions— 
plus a full explanation of basic stock and 
inventory control, case histories of suc- 
cessful retail operations, ideas on display 
fixtures, promotional ideas, etc.—are con- 
tained in a 40-page booklet entitled: 
“Retail-Tested Selling Ideas and Profit 
Pointers.” 


Of Questionable Validity 

Now—what are some of the reasons for 
questioning the present-day validity of 
some (not Telechron’s) basic unit stock 
programs developed by manufacturers? 
Perhaps these may be summed up this 
way: 
e 1—The figures tend to be more appli- 
cable to small stores than to those retail 
outlets giving the manufacturer the lion’s 
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share of their total volume. 


e 2—The figures tend to be averages—- 
and average figures can be highly mis- 
leading when applied in specific instances. 
@ 3—The figures may not be equally per- 
tinent to the wide variety of outlets 
through which a line is sold these days; 
manufacturers may be selling through a 
half dozen or as many as two dozen or 
more different types of retail outlets. 

e 4—Geographical variations in shopper 
demand continue to be huge. It is diffi- 
cult to encompass these variations in a 
basic stock plan. And bear in mind that 
these geographical variations in shopper 
demand apply to styling, to price lines, to 
colors, etc. There continue to be seasonal 
variations in shopper demand also. 

e 5—A retail inventory must bear a rela- 
tionship to the location the line is given 
in a store; to the fixturing it is given in 
the store; to the promotional program (if 
any) put behind it by the retail store. 

e 6—There are a host of other variables 
involved—each of which must be related 
to greater or lesser degree to the specific 
application of the basic stock plan. 

e 7—The larger retail organizations are 
sufficiently well controlled, statistically- 
speaking, to consider some basic stock 
plans suggested by manufacturers as be- 
ing rather amateurish. 

e 8—In the large chains, basic stock pro- 
cedures are subject to the size of each 
unit, as well as to many other factors, of 
course, including the opinions, experi- 


Direct Mail and Mail Order... 


ences and prejudices of the store manag- 
er. 

e 9—Department stores find that basic 
stocks for a branch unit on the one hand, 
and for the main store on the other hand, 
tend to differ quite sharply. 


« Finally, there is the problem that is in- 
volved in filtering this information 
through the manufacturer’s salesman. 
Too few salesmen have the knowledge of 
merchandising arithmetic required to 
work intelligently with their accounts on 
basic stocks. Many salesmen don’t have 
the time. Many salesmen can’t reach the 
proper retail executive. And, of course, 
some salesmen don’t have the inclination 
to work in this direction. 

In brief, a program designed to aid the 
retail trade to improve its inventory po- 
sition on a manufacturer’s line is not eas- 
ily developed so as to have truly broad 
applicability to the outlets providing the 
major volume. It is not easily adapted to 
the requirements of various types of out- 
ets, various geographical areas, etc. And, 
too often, the manufacturer’s sales force 
makes only a small contribution in this 
realm of merchandising the line at the re- 
tail level. 

All of this is not meant to carry the 
implication that any program of this kind 
is doomed either to niggardly results or 
to flat failure. But it does suggest that a 
basic stock program must involve con- 
siderably more than a_ few statistical 
formulas. + 


Mail Order Deserves Closer Study 


By Elon G. Borton 


Mail order advertising in general me- 
dia (outside of direct mail) is almost an 
orphan in advertising circles—known to 
many advertising people only as a name, 
and poorly regarded. The experts on it 
are few and are usually 
with smaller advertis- 
ers or agencies. Many 
copywriters and some 
agencies know very 
little about it and might 
even hesitate to handle 
a mail order advertis- 
ing campaign. 

Looking over three 
well known college 
textbooks on advertis- 
ing, I find that one does not even list it 
in the index, and the two others mention 
it only briefly in connection with explain- 
ing the use of direct mail. Apparently it 
is not stressed much in advertising classes. 
I have yet to see any listing of a course 
on it in the curricula of the more than 800 
colleges and universities which offer de- 
gree credit courses on advertising. 


Elon G. Borton 


s Yet it is the form of advertising which 
comes closest to being scientific. Every- 
thing in it is constantly tested by the 
most rigorous requirements of direct re- 
sults in inquiries and sales. Like most 
retail advertising it must produce quickly 


and surely. There can be no guessing in 
mail order advertising; everything is 
tested and checked all the time. 

There is a little book, “Scientific Ad- 
vertising,” written in 1923 and often 
praised by leaders as one book which 
should be in every advertising man’s 
library (unfortunately it is out of print). 
The author, Claude C. Hopkins, is one of 
advertising’s all-time greats, and at the 
time he wrote the book, was president of 
Lord & Thomas, reported to be the larg- 
est advertising agency in the world. Mr. 
Hopkins wrote: “Mail order advertising 
first established many of our basic laws. 
We learn the principles and prove them 
by repeated tests.” 

Certainly advertising practice today 
owes much to mail order advertising of 
the past and might gain, today, by study- 
ing it more carefully. 


® Mail order advertising would not fit at 
all with some products, and it is not able 
to do some of the jobs we now ask ad- 
vertising to perform. But it demands 
certain habits of thinking in its handling 
and inculcates certain principles of sell- 
ing which will help any advertising prac- 
titioner. I have sometimes thought that 
every young person entering our indus- 
try would benefit by at least a short 
hitch in mail order advertising. 

I know I am glad of the experience I 
had in this form of advertising. + 


Looking at Radio and Television . . . 


Agencies Miffed hy Movie Moguls 


By The Eye and Ear Man 
As the turbulent young amoeba, the 
television industry twists and writhes in 
an effort to seek a long-range stability, 
and more troubles plague the equally 
complex relationship of the advertising 
agency in the new world of entertainment 


and selling. 

One of the accepted functions of the ad- 
vertising agency is the close supervision 
of a television program on behalf of its 
clients. The networks, which get the vast 
majority of their television business from 
recommendations made by advertising 


Advertising Age, September 9, 1957 


The Creative Man’s Corner... 


from being too harsh. 


refer to it as southern magic. + 


HAWAIIAN 
PUNCH 


There’s south ea Iniand magic on your grocer’s shelf today. A ready-made, 
real frost panch with a taste tree! from the tropies A delicous refreshing 
beverage t> make your party s eocomm A name you'll long remember, a 


We've had this Hawaiian Punch ad hanging around now for quite some 
time. Reason is, it’s a pleasant ad, as ads go, is nicely put together and certainly 
shows good taste, which dissuades you—or at least inclines to dissuade us— 


Our chief criticism is that it doesn’t tell us enough about Hawaiian Punch. 
It says it’s “south sea island magic” which isn’t exactly definitive as far as we 
are concerned. It also says it’s “real fruit punch with a taste treat from the 
tropics,” that it’s a “delicious, refreshing beverage,” and will “make your party 
a success.” In addition, it acquaints us with the fact that it’s rosy-red in color. 

We'd like to know what kind of tropical fruits it contains. Is it sweet? Or 
dry? Why is the lady drinking it out of what appears to be either (a) a sea 
shell (b) part of a gourd or (c) roughly one-third of a coconut? Is the stuff 
made by natives, and do they drink it regularly? Or is it copied after some- 
thing the natives drink? And do we only serve it when we have a party? How 
about breakfast? How about before lunch? Is it recommended only for parties? 
If so, how do we serve it—in a punch bowl? 

And while we're at it, what kind of parties? Kids’ parties? Ladies’ bridge 
parties? The only beverage we serve at parties we give comes out of a bottle, 
not a can; and while you can’t call it “south sea island magic,” you can sure 
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agencies to their clients, cooperate com- 
pletely with the agency in a joint effort to 
make the product acceptable from the 
standpoint of good taste and popularity. 


® The independent packagers, who have 
dealt with advertising agencies for a gen- 
eration, from radio to television, have also 
been conditioned to submit scripts for 
agency approval—principally for policy, 
but in some cases for dramatic content as 
well—and welcome comments and sug- 
gestions that might lead to a better show. 

Live shows welcome agencies at all 
rehearsals and the post-rehearsal produc- 
tion meetings inevitably contain the 
creative representative of the agency 
television department and an occasional 
account executive or client. These people 
participate in  give-and-take sessions 
which frequently result in a much better 
final show. 

In fact, everyone cooperates in the tele- 
vision business except the last ones in— 
those who were driven to television by 
problems in their own basic industry—the 
motion picture companies. Reluctantly ac- 
cepting the monster that is devouring their 


talent and their box office, major motion 
picture companies are now actively be- 
coming producers of television programs 
as well as commercials. And are they 
arrogant! 


® Historically, the motion picture indus- 
try was noted for the phony secrecy, 
guards at the gate, dictatorial top execu- 
tives and delusions of grandeur. Beneath 
this ersatz facade, however, lurked top 
talent cynical enough to play the game for 
big money. 

When television began eating into the 
boxoffice, a few bright young men real- 
ized the new game was to be played by 
shared ownership of the profits by star, 
writer and producer, and independent 
production companies sprang up like 
toadstools. The moguls chewed their mani- 
cured nails down to the cuticle and decid- 
ed to join television. First they made 
furtive pitches for commercials, but they 
didn’t have the humility for it. 

Now with a single weakening exception, 
all the motion picture companies are in 
television with old feature films, commer- 
cial production, or program production 
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YOUNG &© RUBICAM,”* 


Advertisin 1g 


NEW YORK + CHICAGO : DETROIT - SAN FRANCISCO « LOS ANGELES - HOLLYWOOD - MONTREAL + TORONTO « MEXICO CITY - SAN JUAN - LONDON 


WHERE DID EVERYBODY GO? 


One second ago 18,988,132 people were out there watching their TV sets. Maybe 
if that commercial had been just a little more fresh and imaginative .. . 
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either directly or through a subsidiary. 
All of these activities are foreign to the 
film companies. 

The closest they ever came to commer- 
cials was doing trailers for the pictures 
they made. They cannot understand the 
painstaking detail necessary to move 
merchandise and not to entertain people. 


= Old feature films as spot carriers are 
another strange facet of the motion pic- 
ture industry. They are often, however, 
the profit item that makes the p.-and-l. 
sheet black instead of red. 

The least knowledge of the motion pic- 
ture industry is in the field of a mass 
audience. More people view the average 
television show in a single minute than 
see a hit picture in its whole lifetime. 

Some pictures were excellent in qual- 
ity but had a selective audience. Others 
were mildly popular. All took a long time 
to make. Shooting a few minutes a day 
was considered remarkable. Television is 
contrary to all this. Two or three-day 
shooting schedules and mass product are 
the rule of the ‘\alf-hour show. There is 
no luxury of w_ ‘ng. The deadline is al- 
ways yesterday a. e clock waits for no 
film. 


® In defense of their inadequacies, the 
motion picture companies retreat to the 
arrogance and secrecy that has marked 


their past. Agency representatives are 
told that they cannot see scripts, cannot 
see rushes, cannot be present on lots, 
cannot check integration of commercials, 
cannot express an opinion—can see the 
show on the air. 

The worst offender in this sense is 
Warner Brothers. The strictly Western 
output of this major studio is considered 
sacrosanct and above criticism or help. It 
is a good product, but any product can be 
helped by suggestions. 

Second most aloof of the big leaguers 
is Disney. This is based more on ignorance 
of multiple sponsorship complexities than 
on arrogance, but it does exist. 20th Cen- 
tury-Fox has been more of the “what do 
you guys know about scripts” school and 
has encountered sales resistance in agen- 
cies this season. 

M-G-M tried to snob out the agencies in 
its first attempt at television, “The M-G-M 
Parade,” but now has learned its lesson 
and is meeting them half way. Screen 
Gems, the Columbia Pictures subsidiary, 
has always been cooperative and is even 
more so since selling has become tougher. 

There is one simple rule, film moguls. 
Learn the advertising business. Millions 
of dollars of business in commercials as 
well as programs is given out by agencies 
which have their clients’ interests at heart. 
Learn to cooperate with agencies and you 
just might improve product as well. + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 


training.) 


SIRLOIN ROOM 
What an easy, breezy, simple life the adman lives! 
He only has to find a pic a movie office gives. 
Then, counting on a barren babe to cast a busty spell, 
He doesn’t have to know what makes an item sell. 
What ere it is his prospects want, he patently ignores, 
And spends his space on other things that can’t be bought in stores. 
For instance if a prospect wants a luscious steak or so, 
His dish is meat and so he’d note an Ekberg torso more so. 


My favorite steak place in Chicagoland 
is five minutes from my home. It's the 
small White Star Inn on Milwaukee, 
north of Touhy. 

There they take a large sirloin, properly 
selected and aged, and subject it to the 
natural compatability red meat has for 
fire. Searing is immediate and seals in 
juices without sealing in the lusty meaty 
smells. Time and fortune work fast from 
then on. Magically, the ribbon of fat 
down one side becomes a crispy-envel- 
oped delectable morsel, while delicate 
crusty dark edges appear. 


® A steak, served hot as fire can make it, 
little wisps of meaty, smoking steam 
arising from it, exclamation marks of 
“pop” and “sizzle” still protesting the 
heat—a fat baked potato stuffed with 
butter—melting and announcing another 
aroma and flavor—is one of the basic 
rewards civilization still permits us. 

Then a sharp knife that opens into 
bright pink center without bruising a 
fiber—salt, a little fragrant black pepper, 
and you've the great he-backbone of a 
meal to set taste-buds wild—a robust, 
complete, self-indulgence to which no 
sauce, no fancy condiment on earth, can 
add one iota of the ultimate. Steak to this 
perfection is delicious, fragrant, satisfy- 
ing, substantial, a sight to behold—noth- 
ing less than a treat for all the senses. 

Somehow, I'd never be able to guess 
much about such a steak, or be made to 
yearn for breiled meat, while gazing at 
a free publicity shot from Metro-Katz- 
Hollywood. Maybe such ads, if they're 
good enough for Metro-Katz-Hollywood, 
actually divert your mind from the ad- 
vertiser’s product. 


the 
QUEEN! 


ANITA EKBERG 


has a full reign as 
a hlm queen 

... and knows 
that you would 
enjoy the royal 
savor of prime, 
aged steak in the 
Sinton Room. 


Select and brand 
your own steak 
from the fabulous 
Steak Throne 
..-and be certain 
to ask for your 
personal crown. 


ANITA EKBERG, 
a starring in “ZARAK”™ 
A Warwick Production 


presented by 
Columtua Pictures, 
now plying at your 
favorwe Theater 
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On the other hand, of course it’s a lot 
easier and simpler to throw an ad togeth- 
er with a bosom and banality than with 
good art and appetite-whetting copy. # 


Advertising Age, September 9, 1957 


What They Were Saying 25 Years Ago 


Ernest Elmo Calkins, formerly of Cal- 
kins & Holden, writing in Nation’s Busi- 
ness (AA, Sept. 10, 1932): 

“The real difficulty of the commission 
basis is this—if $15,000 is .fair pay for 
handling a $100,000 account, isn’t $150,000 


“So then he calls me a Schlitzjerker. 
That’s when I give him the gaspipe.” 
—Gus Levy, New Orleans. 


a little high for a million? Or if the latter 
is just and adequate, then the smaller 
advertiser is getting more than he pays 
for, which was actually the state of af- 
fairs for some years . . . Agencies might 
agree on, say, 25% for an account up to 
$50,000; 20% up to $100,000; 15% up to 
$500,000; 10% up to a million and 5% 
over a million.” 


Peter Michelson, advertising and pub- 
licity manager, Bank of America National 
Trust & Savings Assn., San Francisco, to 
the Financial Advertising Assn. (AA, Sept. 
17, 1932): 

“The word ‘dignity’ has been the lode- 
stone on the back of banks and bank ad- 
vertising for more than’a quarter cen- 
tury. The skeleton of many a brilliantly 
conceived campaign lies whitening along 
the long, long road that leads to present 
day advertising achievements—the vic- 
tims of this aged and malicious public 
enemy.” 


“At the proper time,” said the cook, 
“I shall stuff this turkey. Right now, 
though, I am cutting the celery for 
the dressing.” 


The artist who did the layout has just 
notified Copy it is ready for approval. 
Copy goes in to see, and is met with 
a question by Art: 


“How is the general appearance? Do 
you like the headline style?” 


“How do you spell ‘Couturier’?” says 
Copy, “and you left out the comma 
after ‘gowns.’” 


“Generally speaking,” says Art, “are 
we on the right track? Does this. . .?” 


“Great Scott, man, just a minute! Do 
you know what you’ve done? You 
have indicated a dress with five but- 
tons! My copy calls for only four... 
and the gal has two left feet ... 
one: ..” 


This is not a copy-art communica- 
tions breakdown, for communications 
were not begun. 


Frequently this “commas and but- 
tons” type of criticism is given at a 
time when over-all layout suggestions 
would be of time and nerve-saving 
assistance. 


Next Lesson: “How to Look at Faces” 


Coming: “The Advertising Eye” 
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People read their favorite magazines for many reasons. But 
there’s one exciting reason why men and women read : 
—and reread—Better Homes & Gardens. Ideas. Practical 

ideas that help solve problems and make dreams come true. 


The editors of Better Homes & Gardens, you see, know 3 Vw 
how to bring dreams down to earth, how to make wishes C7 
work. From cover to cover, BH&G is one long parade of * 


ideas about how to achieve a more attractive home, a P/ 
prettier garden, tastier meals, richer family life. 


There’s no better way to get people busy talking and 
doing and buying things than the magazine that’s full of 
: ideas . .. Better Homes & Gardens. Makes it a great place 
for advertisers to set up shop. Because families bent on 
turning those ideas into realities are ready to do a lot of 
spending! Meredith of Des Moines . . . America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


/, ot America reads 
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“It's a fabulous story” 


Richmond Dailies Find 
City Newspapers Reach 
93% of U. S. Households 


RICHMOND, Sept. 4—A news- 
paper’s real “zone of influence” is 
more than five times larger than 
its standard metropolitan area 
and includes almost twice as 
many households, according to a 
new study, “Metropolitan Newspa- 
per Markets,” made by Richmond 
Newspapers Inc. 

In making the study, which 
took two years to complete, the 
|mMewspapers surveyed 381 princi- 
| pal dailies published in the 172 
metropolitan areas. The report 
delineates the market area cov- 
ered—and measures the undupli- 
cated households reached—by 


mead 


Typical page in this 300-page book. There are pages 
like this for each of the countries and market areas 
included in Tue Western European Markets 

Map: © American Map Co., Inc., #11793 


Living standards in Western Europe 
are going up at a faster rate than in 
the United States . . . by 1980 Western 
Europeans should be buying twice as 
much as today. 


This book—Tue Western European 
Markets—tells you where the money is 
in these rich markets. 


If you sell, advertise or are considering 
plant investment in any country of West- 
ern Europe, you will want this book. 

This book gives you up-to-date facts 
essential to effective marketing in 20 
Western European countries, the Saarland 
and West Berlin. It tells you—where the 
markets are—what Europeans earn— 
what they bwy—what Europeans produce 
—and hundreds of other facts on con- 
sumption and distribution. 


If you are now doing business in Western 
Europe—or, are considering these mar- 
kets for the future—you will find the in- 
formation in THe Western European 
Markets indispensable to you. 


This book is to marketing in Western 
Europe what J. Walter Thompson’s classic 
POPULATION AND Its DisTRIBUTION is to 
marketing in the United States. Tue 
Western European Markets will give 
you an understanding of basic trends 
in Europe’s economy —will give you a 
detailed analysis of 22 markets—will 
provide a basis for your decision to 
enter or not to enter these markets. 


Compiled by the J. Walter Thompson 
Company, published by McGraw-Hill, 
Tue Western European Markets con- 
tains 20 marketing maps designed for this 
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20 countries —335 million people 


Today, in volume, Western Europe is the 
world’s second wealthiest market area 


book by the American Map Co. Inc. These 


maps alone are worth the price of the book. 


If you need this book at all—it is indis- 
pensable. Order now! We will mail you a copy 
—within the Continental U.S. for a 10-day 
examination. If you decide you wish to own it 

. remit $18.00 plus a few cents delivery cost. 


MAIL THE COUPON TODAY! 


FP ee a OD OP 8 TSF 
| J. Wavrer Taompson Co., Dept. AA-9, 
420 Lexington Ave., New York 17, N. Y. 

Please send THe Western European 
Markets to me for 10 days on approval. 
I will remit $18.00 plus postage, or I will 
return the book postpaid. (Publisher pays 
delivery costs if you remit with this coupon 
—same return privilege.) 


Name 


Address. 

City Zone State 

Note Orders for delivery outside Continental U.S. 
must enclose payment in full — plus 75 cents postage. 
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Daily's Zone of Influence Exceeds 
Standard Metro Area, Study Shows 


each group of metropolitan dailies 
in the nation. 

The aggregate circulation of the 
381 newspapers is 43,097,000, the 
| study says. Taking account of es- 
timated duplication, the study 
concludes that “these dailies are 
regularly read in 31,449,000 un- 
duplicated households—approxi- 
mately two-thirds of the nation’s 
total.” 

To measure the “zone of in- 
fluence” for each group of metro- 
politan dailies, Richmond News- 
papers includes all counties where 
the dailies in question have 20% 
or more coverage, based on their 
aggregate circulation as a ratio of 
total households in each county. 


@ The study includes these fig- 
ures on the metropolitan daily 
zone of influence (MDZI) and 
the standard metropolitan area 
(SMA): 


SMA MDZI 

No. of counties ........ 1.6 9.1 
lend area (sq. mi.) .... 791 5,930 
hold 68,740 131,450 


Retail sales ($000) «. 260,400 415,600 


A total of 2,544 counties—83% 
of the nation’s total—come within 
|the metropolitan dailies zones of 
|influence, the study says. These 
counties include 93% of all house- 
holds and 94% of all retail sales. 

The total advertising cost of a 
1,000-line ad in all 381 newspa- 
pers would be $123,350, according 
to the report. The same ad can be 
run in the 297 largest dailies (or 
combinations) in each city in 
each metropolitan area for a total 
cost of $78,425. 


s The study contains a map of 


each state, with the zone of in- 


fluence shown for each metro- 
politan daily group along with a 
table showing the number of 
counties, households and retail 


sales in each such zone. Also 
listed are the individual dailies 


|/with their circulation and an es- 


timate of unduplicated house- 
holds reached by each daily 
group. 

The study took care to avoid 
duplication in its estimates of 
households reached, but points 
out that “this should not be con- 
strued as reflecting on the value 
of duplication to the advertiser.” 
According to the report, in the 
upper income group 67% of the 
families read two dailies, in the 
middle income group 52% read 
two dailies and in the lower in- 
come group only 34% read two 
daily newspapers. 

The 73-page study was pre- 
sented this week to agency ex- 
ecutives in New York, Chicago 
and Detroit by Allan S. Donnahoe, 
vp, research and marketing, Rich- 
mond Newspapers, publisher of the 
Times-Dispatch and News Leader. 


Richmond Adclub Elects 

Edward Acree, vp of Cargill & 
Wilson, has been elected president 
of the Advertising Club of Rich- 
mond. Other officers elected are 
Dr. Ralph A. Rush, director of the 
school of distribution, Richmond 
Professional Institute, lst vp; Bar- 
ron C. Howard, vp and general 
manager, WRVA-TV, 2nd _ vp; 
Charles R. Talley, assistant vp, 
First & Merchants National Bank, 
secretary, and Jule E. Bolio, ad- 
vertising manager, Sears, Roebuck 
& Co., treasurer. 


Fyr-Fyter Elects Trautwein 
Fyr-Fyter Co., Dayton, O., has 
elected A. C. Trautwein senior vp 
in charge of marketing of all divi- 
sions of the company. He formerly 
was vp and general manager of the 


Fyr-Fyter division. 
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OUTDOOR GETS ALMOST 100° fF 
OF DRAKE'S AD BUDGET! =f 


DEVILDocs «CD 
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“Practically all our appropriation for Drake’s Cake goes 
into Outdoor Advertising. It fits our regional pattern ae 


Leo W Bayles, President of distribution . . . its pictorial copy in full color gives us 


i man interest and appetite a Eset 
DRAKE BAKERIES INCORPORATED SAYS: maximum human interest ppetite appes t 


provides most complete coverage obtainable in advertising 
to reach consumers, our route men, and outlets where 


our products are sold .. . it provides everyday repetition. 


“HOW IS IT DOING? 
“WELL, OUR SALES ARE INCREASING.” 


8 out of 10 food purchasers are poster readers. Posters sell them on their way to buy!* 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK @ ATLANTA @ BOSTON @ CHICAGO @ DALLAS @ DETROIT @ HOUSTON @ LOS ANGELES @ PHILADELPHIA @ ST.LOUIS @ SAN FRANCISCO @ SEATTLE 
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PHOTOGRAPHIC 
REVIEW 


SEI gat 565. 


CMe te A oS 


Capone Budd 


McGlinn 


NOSTALGIC—John A. McGlinn, vp, marketing, and 
Rex M. Budd, director of advertising, supervise 
packing of precious original drawings, going back 
to the early years of this century, of the Campbell 
Kids. The packing process preceded Campbell Soup 


Co.’s move of its general offices to 375 Memorial 
Ave., Camden—its first move since 1869, when the 
company was established. Helping to guard the 
drawings is John Capone of Campbell’s security 
force. 


Ostrin Siteman Mott! 
ANYTHING GOES—Last seen in Advertising Age (Page 64, Aug. 5) in 
morning coats and top-hats, principals of Mottl & Siteman, Beverly 
Hills, Cal., don their nightdresses to show their reaction to the ac- 
quisition of the account of Sleep-Eze Co., Los Angeles. Shown are 
Baker Ostrin, Leo Siteman and Charles A. Mottl. 


PERSONIFIED—Francie speaks in 
rhyme “almost always all of the 
time” in a new trade series for the 
Franciscan dinnerware division of 
Gladding, McBean & Co. This in- 
troductory page will be followed 
by one-column ads. Hixson & Jor- 
gensen, Los Angeles, is the agen- 
cy. 


Campbell Ettinger Jourdan 
PLANNERS—Setting plans for the 20th annual convention (Sun Valley, 
Oct. 11-13) of the western region, American Assn. of Advertising 
Agencies, are Margaret Ettinger, Communications Counselors, press 
chairman; Roy Campbell, exec vp, Foote, Cone & Belding, region 
chairman, and Paul Jourdan, vp, Hixson & Jorgensen, chairman of 


WITH FEELING—San Franciscans on foot can give a heartfelt “yea” to 
this “...take a Yellow Cab” bulletin—the latest in a series which 
has included key questions such as “Pooped, Papa?” “Weary, 
Dearie?” and “Highstrung, Honey?” The series is by Honig-Cooper 


Co. 


Marks Warren 


CONFEREES—Members gathered for the Aug. 28-31 
meeting of the 40-agency Affiliated Advertising 
Agencies Network included these executives: Gor- 
don W. Marks, Gordon W. Marks & Co., Jackson, 
Miss.; Virgil A. Warren, Virgil A. Warren Advertis- 


the Southern California council, all of Los Angeles. 


Re 


Craig Nozawa Wilson 
ing, Spokane; Douglas L. Craig, James Lovick & Co., 
Vancouver, B. C.; Shinkichi Nozawa, Dentsu Ad- 
vertising Ltd., Tokyo, and Robert A. Wilson, Car- 
gill & Wilson, Richmond, Va. Dentsu Advertising has 
just joined the AAAN. (Story on Page 3.) 


CUTIES—A long, 
low dachsie with 
a special wrap- 
ping (on the oth- 
er side it reads 
“extra long 
deal’) anda 
pretty girl were 
part of a joint 
promotion put on 
by the ten Ford 
dealers of Great- 
er Atlanta. The 
dealers organized 
for advertising 
purposes and use 
newspaper ads— 
uniform except 
for a _ different 
dealer’s name 
each day—plus 
radio spots. Bear- 
den - Thompson- 
Frankel & East- 
man, Scot t, 
Atlanta, is the 


agency. 
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“it IS a Se ii 


“Ad Age is 
more than 
just a 
newsmagazine.” 


; 
preg 


says V. 1, “VIC” MAITLAND 
: -.. President . 
Vie Maitland & Associates, Inc. 


Pasties Age is one of the most exciting and stimulating publications in 
the advertising field. | like it for the news, of course, and it keeps me 
up to date. But Ad Age is more than just a newsmagazine. It keeps me on 
my toes by reporting on the ups and downs of agencies, the successes and 
failures of campaigns. We can learn plenty from the news, and Ad Age 
* presents it in a fair and factual way.” 


Vic MAITLAND 


With 16 clients and an estimated billing of over $3,500,000, 
Vic Maitland & Associates is looking forward to its second year of servicing both 
consumer and industrial accounts. 


Before founding his present agency, Vic Maitland had an eight-year-agency 
background. He was executive vice-president when he left a Pittsburgh 
agency to become executive director of advertising and public relations 

for the Duquesne Brewing Company. 


Mr. Maitland had also been a professional football player with the tae 
Pittsburgh Steelers, a little All-American football star at Hobart College “at 
where he received his diploma in 1944, and a para-ski trooper me 
during World War II. 


During his school years (which included post graduate work at the 
University of Pittsburgh and Duquesne University) and throughout 
his years in service and business, Mr. Maitland had a dream of 
opening his own advertising agency. At age 35, he is seeing 

* that dream as a working reality. 
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Cone Tells How Agency Visualized 
the Job Facing Edsel Advertising 


Early this year Fairfax 


M. Cone of Foote, Cone & 


Belding, Edsel agency, made an advertising presentation 
to the Edsel division which was subsequently approved, 
and which explained the reasoning behind the advertising 
which is currently appearing. Pertinent extracts from this 
presentation are given here. 


Other automobile advertising in 
the fall of 1957 will have as its 
sole burden helping to maintain or 
increase an established share of 
market. 

The problem of Edsel advertising 
will be to establish a share of mind 
which must precede a share of 
market. 

Share of mind for the Edsel will 
begin with awareness of the Edsel. 
Awareness must quickly become 
acceptance. 

And, if the Edsel is to be suc- 
cessful, acceptance must be built 


up solidly into preference. 


s Other automobile advertising in 
| the fall of 1957 will be announcing 
|new models. Edsel advertising will 
be introducing a new and com- 
pletely unknown car. 

In the case of the new models, 
each appeal that is made will be 
added to a more or less firmly 
fixed image; and, in several in- 
stances, acceptance of that image is 
highly developed. 

In the case of the Edsel there 
will be no image. And we must es- 


tablish this, as we want it to be, 
in almost no time at all... 


s Just as the millions of these oth- 
er cars now on the road and in 
the neighborhoods help keep their 
images strong, Edsel advertising 
must of necessity help build the 
Edsel image at a time when there 
will be relatively few Edsel auto- 
mobiles in sight. 

Advertising pictures and proto- 
type Edsel owners will be our only 
substitute for real Edsel cars on the 
streets and real Edsel owners sing- 
ing the Edsel’s praise. . . 


® The problem of our advertising 
will be to keep this image clear; 
to picture the Edsel in its most ap- 
pealing light, and unmistakably in 
the hands of the people for whom 
it will be made. 

If we could picture our most 
likely prospect, we would put him 
behind the wheel of a 1955 Ford 
Fairlane or 1954 Crestline hardtop 
or convertible. Or a comparable 
model Chevrolet. Or Plymouth. 

And if we could look into his 
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mvsisne EDSEL 


"A remarkable new. automobile joins 


the Ford family of fine cars’ 


Tne Ede! tcoks expansive, bul i tnt 


mind we would expect to find him 
thinking that his next car might 
very well be an Oldsmobile. Or a 
Buick. A symbol of his getting 
ahead in accepted and approved 


Speaking of COSTS... 


4 


Results considered, WHO costs 
less than any possible “economy 


package” in Iowa: 


More Iowa families listen 


to WHO regularly, daytime, 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 
National Representatives 


than to all the 56 
other Iowa stations COMBINED*! 


*Source: 1956 lowa Radio 
Audience Survey 


WHO Radio is part 


of 


Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines 
WOC-TV, Davenport 


OW AT YOUR EDSEL DEALER 


= EDSEL 


IMAGE BUILDING—The public has no image of the new Edsel, says Mr. 

Cone, so ads like this Saturday Evening Post spread will keep in- 

troducing the car—“This is the Edsel”—and will picture different 
models from different angles. 


Style... 


® For all these reasons, we propose 
as a means to attract this man, and 
his family and his friends, no 
choice of superlatives. But rather 
a choice of approaches, mostly de- 
rived straight from the Edsel it- 
self... 

We propose no announcement 
campaign as such. Public relations 
has announced the Edsel and done 
this well, and the build-up will 
continue. 

Advertising is used here to intro- 
duce the car... 


= We have undertaken to design 
these advertisements in the clean, 
tailored manner of the car itself. 
They are entirely free of advertis- 
ing gimmicks. And their appear- 
ance is planned to make a consist- 
ent appeal. 

We think it is one thing for 
Ford or Mercury to use various 
approaches and varying outlays 
through the weeks and months but 
that this would be something else 
again for the Edsel at the outset. 

Ford and Mercury are well es- 
tablished. And the image of each 
is clear. 

Ours must be made. And until 
it is, we must be sure that we do 
not confuse it. . . 

In viewing these advertisements 
let us remember five things: 


e 1. There are no Edsels on the 
road. Our advertising must make 
it familiar. 


e 2. No one knows where the Ed- 
sel fits. Our advertising must place 
it in the status scale. 


e 3. No one knows what the Edsel 
costs. Our advertising must help 
select its market. 


e 4. No one has any idea what the 
Edsel can do. Our advertising must 
“demonstrate” with facts. 


e 5. There has never been any 
such thing as an Edsel before. 


Our advertising must make it 
real... 


s Here are three posters—designed 
to show three models of the Ed- 
sel, in three views, to be posted 
simultaneously during the intro- 
ductory month. Only thus, we 
think, can we quickly make the 
Edsel’s identity clear—from front, 
back and side. . . 

These are plain posters. They 
were designed to make the Edsel 
picture sharp and clear from the 
moment of the car’s introduction. . . 


® Here is a third magazine cam- 
paign [the campaign appearing 
currently]. 

In it, we return to the tailored 
appearance which we believe is the 
Edsel’s own. 

Here the headline quotes are 
what we believe we will hear when 
the Edsel is introduced. Actually, 
they are things that have already 
been said by first viewers. 

Once again, we have put white 
space to work against the all-over 
color or all-over illustrations that 
characterize most automobile ad- 
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vertising today. Our car must stand 
out if we are to make the very 
jirst image the right one. 

The tie between magazine and 
newspaper and outdoor advertis- 
ing is closest in this campaign, 
which also is derived most directly 
from the dignity and style of the 
Edsel itself. 


® Instead of repeating a single ad- 
vertising invention as a theme, we 
propose to tell as much as possible 
about the Edsel and its promise by 
running the whole gamut of its 
appeals under a common headline 
or label which says: THIS IS THE 
EDSEL. 

When we show the first car, for 
example, we will say: “You can 
tell a block away this is no ordi- 
nary car.” 

In another advertisement we will 
say: “Once you have seen it you 
will never forget it. Once you have 
owned it you will never want to 
change.” 

In a line advertisement we will 
say: “You never saw so many 
good-looking cars in your life.” 

Never once describing its ap- 
pearance we will say: “You can see 
what it looks like—you have to 
feel what it does.” .. 


® We like the line: THIS IS THE 
EDSEL. It is a once-in-a-lifetime 
substitute for the word “new” 
which in automobile advertising 
has come to mean only “new mod- 
el.” 

We like the quoted headlines that 
follow it, quoting the feelings that 
we hope most people will have. 

We like their confident, com- 
petitive tone. 

We like the plain, almost formal 
layouts that make the Edsel’s 
promise of correctness in styling 
so clear and so sure. 

Nothing gets in its way. 

We like the straight specification 
and performance story because it 
says “compare” in its own su- 
premely confident way. 


® We believe this campaign style 
can be followed without change 
for many months. For it gives the 
Edsel car and the headlines ample 
opportunity to be different end- 
lessly. 

It is like the unchanging format | 


of the front page of the New York 
Times. 

Only the news changes. The im- 
age remains. 

Finally, we would choose the) 
advertisements that are headed 
THIS IS THE EDSEL because 
this is the way we would say it} 
and this is the way we would show 
this new car in a showroom or in 
our own driveway. 


@ We are not letting either adver- 
tising cliches or advertising tech- 
niques get in our way. 

We are looking and sounding, we 
think, as the Ford Motor Company 
should look and sound—in making 
the most important automobile in- 
troduction of this generation. 

We are appealing with taste to 
people of taste. 

And not screaming at them... # 


‘Living’ Boosts Rates 

Living for Young Homemakers, 
New York, a Street & Smith 
monthly, will increase its annual 
base circulation from 625,000 to 
650,000 with the February, 1958, 
issue. At the same time, b&w page 
rates will be advanced to $4,100 
and four-color pages will be $6,- 
100. Page rates at present are $3,- 
700 for a b&w page and $5,500 for 
four colors. 


Three M’s Names Olney 

Robert C. Olmey has been ap- 
pointed national field sales manag- 
er of National Advertising Co., a 
wholly-owned subsidiary of Min- 
nesota Mining & Mfg. Co., St. Paul. 
Mr. Olney was formerly eastern 
regional sales manager of the re- 
flective products division of the 


Dixie Cup Uses 3-Medic 
Push in Coupen Offer 

Dixie Cup Co., Easton, Pa., will 
use radio, tv and magazines to pro- 
mote its coupon offer of a free cup 
dispenser in exchange for four 
boxtops or wrappers from any Dix- 
ie packages. The dispenser was 
chosen as a premium because 
Dixie studies have shown that, on 
the average, every dispenser sold 
results in the sales of 14 packages 
of cup refills per year. 


Commercials on “Queen for a 


Day” (NBC-TV), “Robert Q. 
Lewis Show” (CBS-Radio) and 
“Breakfast Club” (ABC-Radio) 


will be augmented by b&w page in- 
sertions during October and No- 
vember in Everywoman’s Maga- 
zine, Family Circle, Parents’ 
Magazine, Western Family and 
Woman’s Day. Hicks & Greist, New 
York, is the agency. 


Modess Offers Pattern 


Personal Products Corp., Mill- 
town, N. J., is offering a special 


Vogue pattern of the dress pic- 
tured in the introductory ad for 
the new Modess sanitary napkin 
called Teen-Age (AA, May 20). In 
October issues of American Girl, 
Coed and Seventeen the company 
will run a color page picturing the 
dress along with a b&w single col- 
umn announcing the pattern. The 
pattern will not be sold in stores 
and can be obtained only by send- 
ing in $1 and the perforated flap 
from a box of Teen-Age. Young & 


Rubicam, New York, is the agency. 


Pess] Appoints Rockmore 

Helene Pessl Inc., manufacturer 
and distributor of Little Lady toi- 
letries for children, has appointed 
the Rockmore Co., New York, to 
handle its advertising. 


Nancy Hughes Joins Lubell 
Nancy Bryan Hughes, formerly 
associated with Hoffman-Manning, 
has joined Lubell Advertising As- 
sociates, New York, as an account 
executive and copy consultant. 


@ 


“By gad, Finchley...I insist you ask me for a raise!” 


Anyone who can find a way to cut costs and still 
retain quality is sure to send the boss into ecstasy! 
And many Finchleys (may their pockets jingle with 
joy) have found the answer in their companies’ 
printing bills. Perhaps you will, too! 


Here’s how! Paper represents over 25 per cent 
of the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel 
papers of equal quality! 

What’s the deal? Consolidated pioneered a mod- 
ern papermaking method that eliminates costly 
manufacturing steps, yet maintains finest quality. 


FREE OFFER! Ask your Consolidated Paper Merchant 
for free trial sheets. Then make your own compar- 
ison test run with your printer under any condi- 


tions you like. Fair enough? 


Available only through your Consolidated Paper Merchant 


oncsolidaled 


Enamel Printing 


Papers .- 


a complete line for offset and letterpress printing 
CONSOLIDATED WATER POWER AND PAPER COMPANY 


SALES OFFICES: 135 6. LA GALLE ST. ¢ CHICAGO S 
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Hofttman Launches Drive 
Hoffman Electronics Corp. has 
launched a fall campaign for its 
new custom high fidelity unit, with 
a schedule of five color pages in 
The American Weekly. Ads will 
feature the theme of “floating 
sound.” Additional Sunday maga- 
zine ads may be scheduled as the 


campaign progresses. The hi-fi 
campaign is in addition to maga- 
zine, newspaper and radio adver- 
tising for Hoffman Black Easy- 
Vision television. Tv set advertis- 
ing will highlight “Soundorama,” 
a  three-speaker, high fidelity 
sound system. Dan B. Miner Co. is 
the agency. 


Two to Stromberger, LaVene 

Stromberger, LaVene, McKenzie, 
Los Angeles, has appointed Harvey 
Hickman an account executive and 
Richard Barrett to its copy staff. 
Mr. Hickman formerly was with 
Hal Stebbins Inc. Mr. Barrett pre- 
viously was with Stiller, Rouse, 
Berggren & Hunt. 


EVEN IN GREEK IT'S: “Sell the POST 


Meodeite T6 MOLT INODAOYENZIAA — 
TYV OVAAOYLKTV UAPKETA EVENYOD SPAOTNPLOTNHTOS. 


INFLUENTIAL —the mass market of active influence.” 
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GLOBAL—Rival Packing Co.’s fall 
promotion will feature a 12” black 
ocean globe, which will be offered 
for $5 and six Rival dog food la- 
bels. According to tests by the 
company, customer response to the 


globe was “overwhelming.” 


TRE & 


lf You Do Business in Oklahoma 


ELL YOUR STORY HERE 


SEMI-CENTENNIAL 
EDITIONS 


OIL, PETROCHEMICALS, 
AGRICULTURE, COMMERCE 


g 
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THE DAILY ORL AHOMAN 
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THE 
CUTIES OF 


@REATER PE maren Aiton gn, 
Cihphon 


Oklahoma’s 50th Anniversary as a state 
offers you a unique advertising opportun- 
ity, a chance to tell the story of your bus- 
iness and your part in Oklahoma’s growth 
and economy and future. 


The Daily Oklahoman will publish five 
sparkling editions on five successive Sun- 
days — five Semi-Centennial editions tell- 
ing the Oklahoma story. These editions will 
be read, kept and referred to by business 


Oklohome's Greatest Media 
In Circulation, In Prestige 
And In Buying Inflvence 


SEM COMTEMmiAL 


OCT.-mOv. te57 


OCTOBER 13 


CITIES OF OKLAHOMA 
OCTOBER 20 


FINANCE, REAL ESTATE, 
TRANSPORTATION, 
SPORTS & TRAVEL 

OCTOBER 27 


RELIGION, SCHOOLS, 
HEALTH, 
CIVIC CLUBS 
NOVEMBER 3 


OKLAHOMA CITY 
NOVEMBER 10 


MEDICINE, 


ACT NOW —DEADLINE IS NEAR! 


leaders, bankers, wholesale and retail trade 


executives . . 
of a quarter-million families 


. a regular Sunday audience 


— plus a 


bonus audience of 50,000 to 100,000 addi- 
tional readeis throughout America. 


There is a place for you in the Semi- 
Centennial Editions — to tell your public 
relations, product or service story. Make 


your space reservation now! 


‘THE DAILY OKLAHOMAN | 


OKLAHOMA CITY TIMES 


Published by 

The Oklahoma Publishing Co. 
Represented by 

The Katz Agency 


Finger Nail Tapes 
Got Hurry-up Debut 


with Spot Radio, TV 


New York, Sept. 4—What to 
do—when you have a new prod- 
uct your competitors may snap up 
at any moment, and you have 
neither distribution nor a sales 
force? 

Harrison Laboratories, a divi- 
sion of Technical Tape Corp., now 
admits it was in this situation 
this summer when it introduced 
its first cosmetic product, Ten- 
Day press-on nail color, a plastic 
tape manicure (AA, July 8). 

It solved this problem with sat- 
uration spot radio and tv cam- 
paigns to create consumer de- 
mand and thus force stores to 
order without solicitation. 

So far the company has used 
this formula in six cities—New 
York, Columbus, Cleveland, Buf- 
falo, Syracuse and Richmond— 
and plans to use the same approach 
in Chicago and Los Angeles start- 
ing Oct. 1. 

In New York, for example, the 
company had about one-third dis- 
tribution—2,000 of available out- 
lets carrying the product—when it 
introduced the product on Aug. 5. 
Saturation spot tv campaigns were 
scheduled on WRCA-TV, WCBS- 
TV, WABC-TV and WABD. Spot 
radio campaigns were set for 
WNEW and WQXR. 


® Within 17 days, the company 
reports, close to 100%—or 6,000— 
of stores in the New York area 
were stocking or ordering the new 
product—and had sold $200,000 
worth. 

Product Services is the agency. 


Hixson & Jorgensen Adds 
Toy Maker, Carrier 


Hixson & Jorgensen, Los Ange- 
les, has been appointed to handle 
advertising for Knickerbocker 
Plastics Co., North Hollywood, toy 
manufacturer. Initial plans call for 
concentration on two new toy in- 
struments, an electronic vibra- 
phone and an electronic bell or- 
gan, in a fall and pre-Christmas 
campaign. The tentative schedule 
for the next five months calls for 
35 one-minute tv spots in 19 ma- 
jor markets; four-color inserts in 
Toys & Novelties and Playthings, 
and space in Parents’ Magazine 
and Life. 

Hixson & Jorgensen also has 
been named to handle advertising 
for Transcon Lines, Los Angeles 
motor carrier. For the remainder 
of this year, advertising will be 
confined to direct mail. 


Phillips-Ramsey Adds Three 
Phillips-Ramsey Co., San Diego, 
has added three persons to its staff. 
Mrs. Nina Dallair has been named 
media director, Payne B. Johnson, 
account executive and R. Page 
Jones, a copywriter. Mrs. Dallair, 
formerly media director of Caples 
Co., Los Angeles, succeeds Robert 
L. Phillips, who was named an ac- 
count executive. Mr. Johnson pre- 
viously was in the advertising and 
public relations department of the 
Southern California Edison Co., 
Los Angeles. Mr. Jones has been a 
technical writer for the U. S. Air 


EARLY 


The planning of a contest early in 
the game can insure its success. 
Our experience is available to ad- 
vertisers. There is no obligation in 
calling our Contest Department to 
discuss a contest or its rules. 


Bruce, Richards Corporation 
250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 
and Judging @ Direct Mail 
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STRAWBERRIES AND SUITS—Gramercy 
Park Clothes will run this ad in 
New York Times Magazine, Parade 
and This Week Magazine to intro- 
duce its new Tailormatic suit. 


Gramercy Park Uses 
Technology Appeal 
in Men’‘s Suit Ads 


New York, Sept. 3—Nowadays, 
when the trend is toward selling 
beer, automobiles and even food 
with a fashion approach, Gramer- 
cy Park Clothes is launching a 
new line of men’s suits with a 
“food and technology” approach. 

Max Udell Sons Inc., manufac- 
turer of Gramercy Park line of 
popular priced men’s clothing, in 
a fall campaign in Sunday sup- 
plements, will picture a _ nattily 
attired man superimposed above 
a box of strawberries. 

“Strawberries in the winter 
were a luxury until modern frozen 
food methods brought the price 
down. Fine suits once cost a lot 
of money too...until now! At 
last, modern methods have come 
to tailoring ...new techniques for 
using machines to get handcrafted 
results,” the copy explains. 

The new suit line is named 
Tailormatic, and the ad proclaims 
it as “the first suit of its kind. 
The newest example of how 
American industrial ingenuity 
makes luxuries available to all.” 
The suits will retail for $50 to $65. 


s Color page insertions have been 
scheduled in the New York Times 
Magazine from Sept. 29 through 
the first of the year. Fractional 
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& Gardner, 
joined Guild, Bascom & Bonfigli, 
San Francisco, as a media manag- 


er. 

Howard Gossage has resigned 
from Guild, Bascom’s creative 
staff. Before joining Guild, Bas- 
com, Mr. Gossage had been a vp of 
the Brisacher, Wheeler division of 
Cunningham & Walsh. Mr. Gossage 
has not announced his future plans. 


LeClerc Joins MacManus 

Pierre LeClerc, formerly public 
relations supervisor for Standard 
Accident Insurance Co. of Detroit, 
has joined MacManus, John & Ad- 
ams, Bloomfield Hills, Mich., as a 
copywriter on the Dow Chemical 
Co. account. 


Witte Joins Carson/Roberts 

Robert Witte, formerly advertis- 
ing manager of American Latex 
Products Corp., has joined the in- 
dustrial and electronics account 
group of Carson/Roberts, Los An- 
geles. He will handle contacts and 
copy. 


San Francisco, has) 


CIRCULATION UP 11% 


The Atlantic City Press has shown great 
growth in the past year. Today's circulation 
is at an all time high, giving advertisers 
broader and more intensive coverage. 


Only the Press sells the year-round Atlantic 
City market of 200,000 population. 


JULY CIRCULATION 


War 4. . 45,706* 
1956 _. 40,961* 
Increase... 4,745 


*Publisher's own figures 


Atlantic City Presig—souem now sersey’s “Good Morning” Newspaper 


Rolland L. Adams, President — Gallagher-Delisser, Inc., National Representatives 


two-color and b&w pages will run 
during October in Parade and 


This Week Magazine. These ads| 


will carry local store listings, and 
the stores will reciprocate with 
their own r.o.p. advertisements in 
the news sections of dailies car- 
rying the supplements. Promotion 
kits and envelope enclosures are 
also provided for retailers. 

David J. Mendelsohn Advertis- 
ing is the agency. # 


Honig-Cooper Boosts Three; 
Adds Par-T-Pak Account 

Honig-Cooper Co., San Francis- 
co, has appointed Robert A. Hau- 
messer, with the agency since 1945, 
a vp and copy chief for all print | 
and broadcast advertising. The) 
agency also has appointed Robert 
Akey, with Honig-Cooper since 
1940, an account executive on the 
Leslie Salt Co. account, and Har- | 
old Ford, an agency staff member 
since 1946, an assistant account 
executive for Avoset Co. 

Honig-Cooper has been named to 
handle advertising for Par-T-Pak 
Beverages Inc., a new company 
formed to handle the bottling and 
distribution of Par-T-Pak, Royal 
Crown Cola and Nehi beverages in 
San Francisco, the East Bay and 
San Jose territories. 


Ferriter Joins, Gossage 
Leaves Guild, Bascom 


Mary Ferriter, formerly media 


| 


NOT when she can see 


the 11:30 THEATRE on 


WBEN-TV 


No stick-in-the-mud she, just one of thousands of western New Yorkers who 


manager for Botsford, Constantine 


finds WBEN-TV’s late night 11:30 THEATRE worth staying home for. . . 
and staying up for ! 

Hollywood’s best available products, the finest films from Warner Bros., 
20th Century Fox, Selznick and other top studios draw big audiences every 
night of the week on Channel 4. 

How big ! Well WBEN-TV’s 11:30 THEATRE popularity not only surpasses 
its opposition but in many instances give you greater audiences at midnight 
than other area stations give you from 5:00 P.M. to 7:00 P.M. ! 

Get all the facts . . . and the reasons why your TV dollars count for more on 
Channel 4. Our sales department or national representatives, HARRINGTON, 
RIGHTER anp PARSONS, will be happy to fill you in and get you on our 
11:30 THEATRE. 


WBEN-TV 


CBS in Buffalo 


THE PIONEER BTFATION OF WESTERN NEW VOR K 
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General Agencies 
Main 1$11 Ankrum Adv. Agency...... 118 N. La Salle St. Harrison 3604 Kehler. Jas. Howard, Co...... Fine Arts Bidg. 
Randolph 4494 Ayer, N. W., & Son....... 105 S. La Salle St. Central 2968 Lenhoff, Frank W........ 162 N. Dearborn St. 
Main 2987 Benson & Easton. .Corn Exchange Bank Bldg. Harrison 7243 Lesan H. E., Adv. Agency. .Old Colony Bidg. 
Harrison 5397 Burkitt & Co............... Old Colony Bidg. Rand. 4002-3-4 Leven Adv. Co........ Majestic Theatre Bidg. 
Central 3743 Chesman, Nelson, & Co...... .. Trude Bldg. Randolph 2284 Lord & Thonas..............«.. Trude Bidg. 
Randolph 2201 Clague-Painter-Jones Co. First Nat. Bank Bidg. Central 7045 Mahin Adv. Co......... American Trust Bldg. 
. 7 - ntr arke, “ v. ency...... . ai a Ee scpcbsec cul ecuri % 
| Aw: ; ee Central 361 Clarke, E. H., Adv. Agency Boyce Bldg Main 4671 Mallory & Mitchell Ss ty Bldg 
cat 4a i / » Randolph 4204 Cochrane, W. K., Adv. Agency... Boyce Bidg. Central 2584 Mathews, — A., Agency. Marquette Bldg. 
; i Harrison 7696 Crosby Chicago Adv. Agency. ‘Pullman Bldg. Randolph 110 McJunkin, Wm. D., Adv. Ag. 35 S. Dearborn 
Humboldt $001 David, S. S..........-..+. 2100 W. North Ave. Central €35 Mead, George H.., ‘Agency... . Marquette Bldg. 
Central $086 Dilg, Will H., Adv. neem . 222 N. State St. Central 1112 Meuser, Bernhard ........... Marquette Bidg. 
: ¥ = - Randolph 5180- : Dunlap-Ward Adv. Co......... Hartford Bldg. Randolph 4328 Nichols-Finn Adv. Co........... Kesner Bldg. 
= ; : “yy i - - t , Late F Private Ex. Eddy, Louis O.......... Marshall Field Bidg. Harrison 5064 Parry, Wm. S., Co........ 431 S. Dearborn St. 
75% = : = \ J iy 5 ae I Webash 2186 Federal Adv. Agency........ Rookery Bldg. | Harrison 7571 Reilly-Stevens Adv. Agency... . Monadnock Bldg. 
a . -_ Randolph 4730 Felton Adv. Co........ First Nat. Bank Bldg. Raniolph 1461 Roberts & MacAvinche......... Boyce Bldg. 
\ \/ Harrison 5081 Frank, Albert, & Co....... 332 S. La Salle St. elarcison 66 Sherman & Bryan, Inc......... Medinah Bidg. 
Central 655 Franklin Adv. Agency...... 62 W. Madison St. Main 4772 Snitzler Adv. Co......... 337 W. Madison St. 
Harrison 5710 Fuller, Charles H., Co....... 623 Wabash Ave. Randolph 160 Stack-Parker fee. Agency. ... Heyworth Bidg. 
Harrison 105 Groff, Carroll, & Co....10-12 E. Jackson Bivd. Randolph 772 Stewart, H. Tibneass anoceshes Unity Bidg. 
Central 382 Guenther-Bradford & rater Schiller Bldg. Randolph 2474 Stewart- Davis ‘Adv. A ee Kesner Bidg. 
1] ® ” Central 2458 Gundlach Adv. Co.......... Peoples Gas Bldg. Harrison 5509 Stiles, Wm. Adv. Agency. . Plymouth Bidg. 
Good Morning Newspaper Central 3118 WHall-Taylor Co. ............ Marquette Bidg. Wabash 3146 Fapler-Critcheld Co. ...208 W. Jackson Biv: > 
Central 1473 Hoops, Walter W............. Tribune Bldg. Harrison 6835 Thompson, J. Walter, acetate ookery Bldg. 
Franklin 975 Howard Adv. Co....... Stock Exchange Bldg. Randolph 4882 Touzalin, Charles H., Agency... .Kesner Bidg. 
, : : Harrison 3136 Inland Adv. Agency, The...McCormick Bldg. Harrison 2424 Wade, Albert G............ Old Colony Bidg. 
In the first 7 months of 1957 Denver's Electrical Appliance Harrison 5668 erg Adv. Corporation. (eabe geeaer Bidg. ———— oe wee yg xt & = youee ~ hen Bide. 
TV . : 7 Harrison 4566 astor, H. W., & Sons, Adv. Age teger £- andolp! illiams unnyngham..... eywort A 
stores and and Radio Stores placed 530,464 lines, 74% Main. 1695 Kay, J. Roland, Co....179 W Washington St. Harrison 4580 Wilson, O. C., Adv. Co. .160 W. Jackson Bled 
of their total newspaper advertising in the Rocky Mountain 
News Central 2462 Publishers Commercial Union...... Boyce Bidg. 
Media Records 
Represented by GROWTH SIGNS—In contrast to the current St. Louis Chicago files. A total of 56 general agencies made 
*_¢ , . - 
General Advertising Dep't. Post-Dispatch directory of Chicago agencies (AA, the list then—only a few of which are known today. 
SCRIPPS-HOWARD NEWSPAPERS Aug. 26) which lists 261 names, is this listing froma This year’s P-D Chicago directory takes up both 
4 . P o ‘ 
June 1911 directory discovered in Post-Dispatch sides of an 11x14” card to list agencies, representa- 


tives and allied companies. In 1911, 
one side of a 7%x14” card served, 
with a big chunk reserved by the 
issuing representative. The agency- 


increase rate has apparently 
slowed down—the net increase in 
° / five years has been just two, from 
Pitts U rg Ny loo | 259 in 1953 to 261 in 1957. 
7 


Business Paper Ad 
Volume Is Up 3.8% 


; . ’ 7 

| in ‘57, ‘IM’ Says 

: Cuicaco, Sept. 3—Advertising 
; volume in business papers in- 
sj creased 3.8% (12,168 pages) in 
hy . . the first eight months of 1957, 
: over 1956, according to some 325 
‘ : business papers reporting in the 


September issue of Industrial 
Marketing. The group also re- 
ported a gain of 2.9% (1,091 
pages) for August, 1957, over 
August, 1956. 

Industrial publications showed 
an increase of 5.5% (11,827 pages) 
for the year to date and gained 
3.9% (972 pages) for the month. 
The group of product newspapers 
gained 1.1% (288 units) for the 
first eight months of 1957 over 
1956, and 2.7% (80 units) in Aug- 
ust, 1957, over August, 1956. Class 
publications reported increases of 
6.5% (1,692 pages) for the year to 
date, and 5.3% (155 pages) for 
the month. 

Trade publications showed the 
only decrease in the group—off 
5.5% (2,598 pages) for the first 
eight months of 1957, and down 
5.8% (320 pages) in August, 1957. 
Export papers continued to in- 
crease, with a gain of 10.8% (959 
pages) for the year to date, and 
19.1% (204 pages) for the month. 


316,000 watts ERP 


serving 


1,237,000 TV Homes] 


in the nations 


EIGHTH MARKET 


with effective buying income of 


$8,731 ,815,000 


Cole Fischer Names Two 


Hugo Scheibner, accounts super- 
visor, has been appointed exec vp 
in charge of the Beverly Hills of- 
fice of Cole Fischer Rogow Inc. 
At the same time, Robey Smith, 
formerly of Ruthrauff & Ryan and 
M. B. Scott Inc., was named vp and 
accounts supervisor. Nell E. Litvak, 
formerly advertising manager of 
Swingline Inc., joined the New 
York staff as an account executive, 
and Ida Lustman, formerly of Al 
Paul Lefton, was named media di- 
rector. 


Blumenthal Plans Fall Push 
Blumenthal Bros. Chocolate Co., 

Philadelphia, will embark on “one 

of the largest fall advertising cam- 


REPRESENTED NATIONALLY BY paigns in its history,” according to 


Lawrence Blumenthal, director of 


advertising. Television and car 
BLAIR TV BASIC G AFFILIATE cards are the principal media, and 


the company will concentrate on its 
twe top selling items—Goobers 
and Raisinets. Car card advertising 
will run in 30 eastern markets—tv 
in major metropolitan markets 
only. Feigenbaum & Werman, Phil- 
adelphia, is the agency. 
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Agencies Should Help 
Lure New Industry to 
St. Louis: Chesley 


St. Louis, Sept. 3—Harry W. 
Chesley Jr., newly elected presi- 
dent of D’Arcy Advertising Co., 
has called on all St. Louis ad- 
vertising agencies to support civic 
organizations which are endeav- 
oring to bring new industries to 
this metropolitan area. 

Mr. Chesley, in his appeal at 
the final “shirt sleeve” luncheon 
of the season of the Advertising 
Club of St. Louis, said that rap- 
idly changing economic patterns 
affecting business today also are 
molding new patterns in adver- 
tising. 

As competition for reader- 
viewer interest increases, he ex- 
plained, the problems of agencies 
become greater and more chal- 
lenging. He said new and modern 
approaches must be adopted to 
keep pace with the advertisers’ 
changing needs, and that adver- 
tisers, media and agencies—al- 
ways closely allied—must be good 
business partners. 


= “We all take pride in the suc- 
cessful introduction of new prod- 
ucts—and we also should take 
pride in new business in the com- 
munity,” he said. “Working with 
civic groups seeking new indus- 
tries, we are helping the adver- 
tising business as well. 

“In the metropolitan area of 
St. Louis, there is more than 
$100,000,000 of advertising billed 
each year. This could be increased 
substantially if local advertising 
agencies would work together— 
both for industrial growth and in 
an effort to keep more St. Louis 
companies from going to other 
cities for their advertising needs.” 

The executive observed that 
“while marketing is a basic func- 
tion of all agencies, too much em- 
phasis is given to it. This may 
leave the impression that we’ll 
soon feed marketing and consum- 
er information into a machine, 
turn a crank and pop out a pre- 
tested layout with copy. 

“Actually, the writers and ar- 
tists are the people who create the 
product image, reaching back into 
the human heart and mind 
to come up with the inspiration or 
the whimsy or wit whose appeal 
persuades other people to try the 
product. 

“But, even the best idea in the 
world is dead without circulation, 
and advertising media provide the 
life-blood of circulation for these 
ideas of creative people.” 


= The importance of St. Louis as 
an advertising center is indicated 
by the representation here of all 
national media, Mr. Chesley said, 
paying tribute to mewspapers, 
magazines, radio and television 
stations, trade magazines and out- 
door people for the role they are 
playing in helping agencies tool 
for the challenging future. + 


Robinson Changes Name 

Elwood J. Robinson & Co., Los 
Angeles, has changed its name to 
Robinson, Jensen, Fenwick & 
Haynes. Officers of the new cor- 
poration are Elwood J. Robinson, 
president; Melvin A. Jensen, exec 
vp; David R. Fenwick and John W. 
Haynes, vps; Robert C. Newman, 
treasurer, and Eola E. Gass, secre- 
tary. Mr. Robinson says that no 
changes in personnel were involved 
in the change of name. 


Morris Joins Bristol-Myers 

Edmund W. Morris has joined 
the Bristol-Myers products divi- 
sion as manager, product develop- 
ment. Formerly with  Bristol- 
Myers in an advertising capacity, 
Mr. Morris has been with Lever 
Bros Co. for the past year doing 
similar work. 
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Coffee Bureau, DCA Food tailers as a self-liquidating premi- | 


Join in Taste-Mates Promotion um. Robert W. Orr division of Ful- | 
ler & Smith & Ross is the agency 


: for the Coffee Bureau; S. R. Leon 
and DCA Food Industries (for- tne. handles DCA. 


ica), both of New York, are joining Magee Boosts Kressler 

Richard N. Kressler, formerly | 
coordinator of advertising and | 
public relations of Magee Carpet 
Bloomsburg, 


a named advertising and sales 
and donuts—taste mates,” aug- promotion manager of the com-| 


Pan-American Coffee Bureau 
merly Doughnut Corp. of Amer- 


forces in a Taste-mates promotion 
of coffee and donuts. The Coffee 
Bureau will run a color page in the 
October Ladies’ Home Journal Co., 
headlined “Going steady—coffee 


mented by page advertisements in 


age pany. 
grocery, restaurant, institutional 


and coffee trade magazines. Baccarat to Leber & Katz 

DCA is using ads in the bakery Baccarat & Porthault, New York, 
magazines and also is furnishing | importer of French crystal, has ap- 
retailers with floor, window and | pointed Leber & Katz, New York, 
counter displays and posters. But-| to handle its North American ad- 
tonhole tags, “donut trees,” pyrned heme. Bozell & Jacobs is the 


of cardboard are also offered re- | previous agency. 


has been | 


Just a touch of CALCOFLUOR White PMS Conc. 
gives paper products and printed pieces a 
new ““Glow-White”’ brilliance. This Cyanamid 
fluorescent dye can add real sales appeal to 
any paper product in which whiteness is an 
important requirement. CALCOFLUOR makes 
white paper whiter than ever, with a sparkle 
that immediately says, ‘‘Quality!’’ Your own 
eye will convince you! Just ask your jobber 
for samples of CALCOFLUOR-treated paper and 
compare it with any ordinary white...or write 
to American Cyanamid Company, Dyes De- 
partment, for further information. 


* 


ANNUAL REPORTS, CATALOGS AND ADVERTISING BROCHURES: 
On CALCOFLUOR-treated stock, type is crisp and easier to read...halftones 
achieve maximum contrast between darks and lights. CALCOFLUOR’s 
‘“‘Glow-White’"’ touch gives you a quality job every time. 


YOUR COMPANY LETTERHEAD, CALLING CARDS, BUSINESS 
FORMS: Your letters take the place of a personal visit from you. On 
‘‘whiter-than-white’’ CALCOFLUOR-treated stock, your letter or calling card 
is cleaner and brighter ...immediately makes a pleasing impression. 


Manuals + Folders + Sales Literature + Greeting Cards + Programs ee 
Labels - Packages + Books—all can be greatly improved with = 
CALCOFLUOR White. It will pay you to investigate! 


*Trademark 


—_CYANAM1ID — 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


NEW YORK * CHICAGO * BOSTON *- 


PHILADELPHIA * CHARLOTTE 
PROVIDENCE * ATLANTA * LOS ANGELES 


PORTLAND. OREGON 


oe 
NORTH AMERICAN CYANAMID LIMITED * DOVES DEPARTMENT * MONTREAL AND TOPONTO CALC Sy LUOR. 
gehen Aoi 7 


a eS aa, 4) ae ski re ieee ee ah ARE : e soto a Aa 7 Bae oe . er i eo Lae eek (, ae Ele > 1 : bg ae ad: ; »_- tesa eet Ce ee 
Rl ae pee Sh eae OM eR oe ie es oS Ree eee aw oy tk ea ee on iy es ee ee 2 ee meee 2 SG TN RS SOE a ge oe Pee et f =a the 
e _ Be wee. yar eat: ease oe eer es ee ae Seas ° Reset ee ee Os eee! =e ee lad ret afes eo ig i ee ee ee ae, ; 
cee Cee eee ee Bee So ee Bis ie ae ce, A ae <n ee RR es ee a enn me ig 
ons ee ee TT re ig oe ls | a ‘Seem at eee Sh ae Ris Ree ee oe a ao eee eae tt ee f Wit es ee ‘ 
oo fe ere Ns saves annie : See Tee eee PE ge ae ve Voce gi ail hi eae 2 Se Dp Nee 2 hor oe =, senna a ee ie aead jis _ 
ies = 5 ; % nig ee ve me ee aed oy, oe ig al ae ae eee ee cio, la wi cae Eee et in cee aR. See AES ORE eee et eae ee a : 
or 
et 
.____ —_ el 
‘a, Re 
| a 
4 | = wy Nea 8 uo? & pots 
2 ANS COE e 
7 oe 
7 ie 
es f — a 
. Wt " ea 
j sf 
a w(t 4 Sy 
a | ‘ ear 
ss Mii A No ie re 
ee | \| uf i ‘ aL ito a 
7 t | | ih Sb 
lial i Whe. ee 
Wy x 
‘ a f j 
es ~ ‘| ; t o 
7 i ; 
4 \ 4, Ly j' ee 
- i o 7 
| | er I — p 
- ane’ Se 
ma | > ))))) we 
S (yy - 
= << _ = = 
<2 Ss aes 
se = aa 
‘n m 
° aU 20 
7: 
7a » ea 
2 | : 
Sa | wantedness 
| : 
; sss pete 
rr 
; , lees 
3 . p , : 
i) a F ‘ 1a oS ee ee eran 2 ae al a aay ap ip eee Ps iy . be ne P = - yn ee 4 * TN Me eS > 
J ue rc) vide etc F Seidgisal} ‘eons same a eae Oe a I | i ee Pia ee aaa eel Teed Se UL par ek ay Renee mato Se * 
“a eer Pi eee a ‘y 40-85 Peal a te fea, A tei Sek ee irene wee ee Lene ee og Noes ak a Caen Lene ri rig = yeah a ali Gli eee A eR ee : 
Be ee ee or ay ee ee ae Re ees 
i Pamer eae Beige | Si one eect. peat: ip aS 9 en, Co ne Ee gy TE eee irre Neimn rg vl ee ME ees ot” 
* ee eae foe |e Ria. a i Mah) ie ee ae Ota Nee ste! ee Tee ie oe Get ena 
y That = OO ’ one 2 eM 8 Se ee ef A 3, eens eat aes ee eel ane ce eg ees BEAU RE pig? Ee a Perego eee OS Gee Bs Ms 
: Dt apes NM. 2 eR Ps i ae ee ee Gs eae Oe a ae ae 
a ae Ne eae | eS 1s ae, ied Re spe ae Soman auras, = oe Ee Dh ail 5 Boe eee ye fe, eee ty as ae es Be elas sc Se ie fay es 
oe oo a ee See eee) ee i at oe aa wea e We) © See ipa 
aa | oe a a 4 eh lof Sabet os | aN are kOe nrg “4 ee see Ck : ; yh a URN re jee er 
fh eile | Te ie eg eo od ee x aps Pe coe es : 2 ead ee aoe a a, 
at } ae | ¥ Zsa. 7 aes td Tree SM es ee a eee is ae Recs settee ere : <.. Se : cl 
; oo 2... ji. a eee aoe ee Symbol for Quolity Dye: ss . 
ear - eg a ae . Pe ne a ye = ae a eee saree ee eed ee Ee ce 
ae . , ga” oe ae ae ee i eer Se sy Ame: Renee On ee Oe ay ee ee Sane 
} we * > 2 eee eae Ro I ‘ir! a tee ae Ce oe et Nee oe ad nO Gert Oe Ys 
Paes : oS ae ee wee eerie ee ree ee ee eG ae gre area 
’ ee - e le Sa POMS gee ee ee RE rite, cae Ret copies ea hip. “_— 
pauls . - “* p bod, sane oi Ee Aa! TRNAS «tea 3 ie aan a eS et Sasi: ce ee a 54 ee cat cues ae ' reer; Rees Poo pea “ee i 
a ag = all iy sai eal ca EY ia Ble le 2 tM 3 aie ae ee Seeman A or ne cs are ee Ge 
iD | ie E Mee ee ts ee ee e ae aa SI ae ee aoe eee : Pane rn Si eckae eee = ele es — eae = y 
co | Nee ere ee = a ie f i 7 é ate, wy “ ent we” Oae poe R 
wih P - By en ad eae ¥ rR Bad j i E : = 
c Pa Ae : a esp er r & Se 
sth a an ag ro. : : 
i Sita te i Sees i ys acl : 

e Pree ae ° a a | ee : a: iets i : i ae 
ae aie Ss . ; “a d nee ilps eat ee ee eee le “igae ie Sr eiiein ne 
iy ys Tots outs ; \ BS a yl a a i 2 sl Ringe SOM, . Te gia Bene CS AIR 1 eRe a: 2 ; 

i , fis | Sate oO : ae 4% ae Phas Rice deere b oe. ag, ae Sal ee A ar ae 4; a Sea Pe a 

ae, as 4 eae ‘Ses «So Sigler aaa tats: : wage gs ‘Gia Soa pony atte. < ya Poa atar a Soa a <= 
si ; herve oe fe * 2 ee es “Se ee! ca Age, aaa F im 
eee ee — hae ee Ce ‘ metas egies 2, eis Wee + = a ee 
ane ee Eom a fae cigiieen i eee ate he ea [a igi lee By ty ane * é 
+ aS sum as > Pio ee a. ores ae se as >, See ‘ - fo a oy ey ae i i 
ae ee emi ty se: 3) —_——_—ne Meese biae ner SEs : ee a me oy arenes Pig Os igs ie oe ee 
: eee - ——e ee Bw, Sea 
a eas <— - irieey rege mam ea me ee ee ves 
a Peto - =r Cr —_ piarteier es 
a ae > tals Sen } —— d F ; 
at a et 2 os ’ —— sit 
ois ieee wes ote <<, mane 7 
ee? See oe aes “Gi . 2M — ee sigs 
i tias shee ‘ Soh a a ach & i ee 7 
: oP wae ees ey , nee e sl = : bask ; 
- i oy oer ane f hae ba eae “ 
_ ele) IN Ne , ; oo ae 
ah yi a es dei oy / pak iat hy cine de oT e : : , oo 
7 oat is, ee ae ret MS aged Mn “Fs 4 ae 
7 ie ee ee ‘by, a PBN re a &, Page 
a a ee ae nes Rega eee eaten <! ae aes 
i Fst ¥ ae | eg at a 2 peur si ad 
pi ae Paras eS ey eee oi poke ak ee 
—_ d Penge r pina ae at z eh Seng | : 
rte Pee cy ee oe find ea ose Liat : : 

, Be es cg ee Siu = i ls ee i iti we 
hioal rn ee im Ped tal Sw 2 ji i, a ed ; aN 
ine i eee to ii }i ?. 
. be : ey ae te aeaG) - : ; - 
* : det ite Sel a ee 1 ae | ie 

- ; —e Pee oe ct tt a, si ed > ory pee = : es Las oh : iy 
ai arue. : a gee hag ee Bae See eee , = 
ey B wees = a Bg bee te, A a A ewe 7 Se - oe 

, a pat i : ; ; § 

“ “ . - Bea ee Ere oO ay x : f: , 
ee : 7 " 7 i ee hoe : x aye 2 a ee : “4 i 
sa Se eas e — Faas ; | by ? Y 
cd a i mae ne j ; : ™ 
Be id ra %) ’ oo © a io ; j bs en 
i- eo File ect: el - ; oi 
ce } Lo Beer Rae ’ a ; : at eu 
5S / eg Pi cane See 4 a. a bin 
= ce ee Re . ; ea - 
pee | ine pig) Re ee ’ ; e 7 : ; ns ee 
al a as : ’ | a a 
ae ae ety ots i -= a ; aD Se 
ee | he z pid t peek: . 3 # : ; J ee: > ie 
a ya “oa ea ae Ne, ~ : | a Oi 
a ) a b Saas Seen ae ey . Boos ) ea Nin? 
ae ys Se. Maas s eR r +. oe ry rs Eng m * ie bee 
et ee ee nea as a ae OM ay. 2 3 Ce eR i | or he tae 
akg re ie ; . ; oe" BO ae cd : , * oe ara 
;  @ sparkle into your — | = aa 
os Sig bri eA? SENSE Bc ot ee i 
es aes Rees: S sty . zie iia ‘S kage a 
oe 9 ys ‘a 5 eee 4 i i é eae —, : z . 
sa te J 5 ane: > ta ae ers “e os EL ae a Pei See jm ye vd Re ae . : Ras 5 
Bik Phe pi nga Mee Re Ade Par sialon EC a ga ee Rg re ae te 
Hh 3 : errs i : igi to NE ig Rh OES ee uaekeie oe ee Pig. > iota Par = v7: ; : “ ‘ " 
_ - 8 paper products! — | 
oa Fy: at aia = s ae tt . . ne : ” 

- > Ss Fae eee he akg Gita ee a Ey eee tee) pe 5 ae pies 

: ? : . . re 4 ae 

. . ‘ ¢ > a ‘ ¢ 4 He _ 
fae Hake 
e | ‘ 
kee | ie = 
See | oe a 
ae, ge 
Be Alias 
uP 3 
aad caer” 
= ras 

| 
vs ; 
: 
ie 

aa | 
at " i ee “ . 
a r 
? ao ia 
ae ae Sete “oe 
= 

sie 

Fo 

=I 
« i a : - i i : a ae sone v oe : - 7 " a | aie * ee ay higtets 
Cee ee, eee pes ee ee ae ee ee ne ae eee ee Se eT eg TP ee eee ee a ee ee 
bis eta ¥ ny vom ae sy =f eo. ay Bir. ¢ nies ih Sat or eee a as ee Vai on Sade oe ape eae Aen en seers aaa nats a aes a ieeeeiae ane ms eo a pb = lyon Seaiekceapices eae pecan td hiwar eee er a oe ere ve Sa ~ ‘ ye en ae 
ee eee ee ae FY Me ites UI Gh 3. x aaa oemee se vila aes: . ‘ oe ie e = ue ae eee Seen oe Swe ang See See a ee eee Fe ge ae ali ee See 7 ey. 
(ee eh re Soo. erties ik ten gM ICTS. Ens RMN i ee ty Rye N ae ie SP apy clel alg 2° ik Ola em ee SR ELSE ig tr NR ee" et ee ee os Wa GS = Ee i Se a eee Sale ok 
an eee ee eee Ree ee eS ene eo ka ee eRe <5 OMe Mm. eh wert. <a er ae Ge Se ae” ee mee vee 


112 


Reader Checks for Sex: joys the ten leading ads in each 


Reports on Top Ten Ads }on the basis of all three of their 
To the Editor: Judging by the| rankings, he would find that over 


number of phone calls and letters | vo Lag esa pene as nor 
I have been receiving from friends| "Nt ‘having heard from the doc- 
in the advertising and publishing | o g hea r 


fields following the appearance tor, nor seen a reply from him in 
(in the Aug. 5 issue) of my letter | YOUF columns, I checked, today, 
| the latest reports for these three 


taking exception to Dr. Dichter’s | : 
7-4 magazines (May 13 Life, May 11 
dictum on the need for more libido Post, and Journal for May). 


in advertising (in the July 22 is-| 


: | Of the ten leading ads in all 
sue), two points appear apparent: | three categories in each of these 


1. A lot of advertising people | magazines, the number which fea- 
agree with what I wrote. tured a man, or men, a woman, or 
2. ApverTIsING Ace gets pretty women, or a child of either sex, or 
careful cover-to-cover reading. any combination thereof, is as fol- 
In my letter I offered to bet the} jows: 
doctor a lunch at Chambord’s that 


Seen- Read 
if he would take the Starch Re-| ™Masazine Noted Associated Most 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


In other words, an analysis of 90 
leading rankings shows that only 
24 times were people of any age 
featured in the leading ads. And 
in only one of the 24 which ranked 
was the illustration even sugges- 
tive of sex. That was in a beer ad 
in one magazine, where the male 
appeared more interested in the 
babe than in his beer. 

There were, in the magazines 
analyzed, some other mildly sexy 
ads. But none of them ranked in 
the top ten in any classification! 

It would seem that readers are 
more interested, when looking at 
ads, in studying a picture of, or 
message about, the product adver- 
tised, than in stimulating their li- 
bido. 


ports on the latest reported issues | — : - : Equally important, it would 
of Post, Life and Journal and) journal 2 2 4 seem that the skilled copywriters 
Reames. ik sie cement ee irs ee ee 


by readers—most productiv 


Pre terved 


° 


fact ge minitsim 
for advertisers 


GROWING NEWSPAPER IN A 


*. 


“DURING THE YEAR OF 1956 


published 


LG 


195] — 17,782,598 lines 


32 MILLION LINES 


THE SEATTLE 
POST-INTELLIGENCER 


TOTAL ADVERTISING 


than it published during 1951 


1956 — 21,281,154 lines 


GREATEST MORNING AND SUNDAY CIRCULATION IN WASHINGTON STATE 
Represented Nationally by Hearst Advertising Service — Offices in 15 Principal Cities 
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and art directors of the nation’s 
leading agencies, who prepared the 
bulk of these top ads, recognize 
this fact. This should be hearten- 
ing assurance to those who believe 
that while sex has its place in life, 
there are times and a place for it— 
and product advertising is not one 
of those places! 

I’m sorry the doctor didn’t 
promptly take me up on my bet. I 
would have enjoyed the luncheon. 

John J. Finlay, 
New York. 


New Ad Medium? 

To the Editor: Here is a real 
“first” in advertising and I am 
sure you will agree that no one 
has previously used transit ad- 
cards on golf carts. 

Haven’t yet approached Presi- 
dent Eisenhower for an exclusive 


contract for these signs to be 


placed on his cart, but I can see a 
vast new audience for our adver- 
tising with signs like these put on 
all the golf carts all over the coun- 
try, especially if the players can 
|secure caddies like Donna Steiger. 
Fortunately, or unfortunately, as 
the case may be, I did not hit any 
balls into the woods off of the 
|course that day and therefore 
Donna had no “difficulties’”’ while 
| looking for any lost golf balls. 
Irvin Senwartzberg, 


President, ReaLemon-Puritan 
| Co., Chicago. 
+. - - 


Englishman Cites Experience 
| with Two U.S. Products 

To the Editor: I was interested 
to see (AA, July 8) that, to il- 


] 


lustrate the point that the fresh- 
from-America approach is getting 
a heavy play in British marketing, 
you cited the ads for Playtex baby 
pants and Kraft Miracle Whip. It 
just happens that I have negative 
feelings about both brands. 

Playtex put out a heavy adver- 
tising campaign—but no goods— 
in Uxbridge, Middlesex. My wife 
went to shop after shop and was 
told every time: “We have had 
scores of people coming in asking 
for these, but we have not had 
them in, and we do not know 
when we shall get them.” We 
wrote to Playtex for comment. The 
letter was not acknowledged. 

Kraft Miracle Whip is not to 
the taste of any member of my 
family. That is subjective. But I 
believe “fluffy” is off-putting to a 
significant proportion of English 
housewives. It tends over here to 


suggest that foreign pieces of fluff 
(e.g. feathery stuff given off by 
blankets) have got into the prod- 
uct, rather than a description of 
the product’s own texture. We did 
not waste the pot we bought. We 
gave it to our U. S. Air Force 
neighbors. 
A. J. 8. Butler, 
Northwood, Middlesex, Eng- 
land. 
. . . 

Fills in Visking Co., 
Union Carbide Division 

To the Editor: In your second 
annual report on the nation’s ad- 
vertising, you neglected to men- 
tion the two divisions of the Visk- 
ing Co., a division of Union 
Carbide Corp. They are: Plastics 


division, advertising manager, 
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W. A. Heinemann; and Food Cas- 
ing division, advertising manager, 
W. R. Hemrich. 
Edward H. Weiss & Co. handles 
the advertising for both divisions. 
W. R. Hemrich, 
Advertising and Sales Promo- 
tion Manager, Food Casing 
division, Visking Co., Chica- 
go. 
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‘Excellent MR Discussion’ 

To the Editor: James D. Woolf’s 
column in the July 1 ADVERTISING 
AcE in which he reviewed Vance 
Packard’s book, “The Hidden Per- 
suaders,” was, we thought, an ex- 
cellent discussion of the MR pic- 
ture and of the publicity it is 
generating. Unfortunately, motiva- 
tion research is so hot right now 
that books like Packard’s are al- 
most inevitable. But Mr. Woolf is 
correct in pointing out that cer- 
tain publications have covered the 
subject thoroughly and fairly for 
a good many years. 

As an example, I would like to 
call your attention to the attached 
reprint of a three-part Business 
Week Special Report which we 
printed in August, 1954. Thou- 
sands of copies have been re-| 
quested by advertising and mar- 
keting executives and requests 
continue to trickle in. (We are. 
now down to our last three or 
four copies.) It is a lengthy but 
not atypical example, I believe, 
of good MR reporting, the kind 
Business Week also has furnished 
its readers for many years ... and 
will continue to give them as MR} 
developments make marketing, | 
management or research news. 

Benton H. Faulkner, 

Public Relations Manager. 

Business Week, New York 


AA ‘Exceeded Own Standards’ 
To the Editor: I would like to 
congratulate you on two superla-| 
tive feature articles. The quality | 
of AA’s content is always the best 
but in your Aug. 5 edition you 
exteeded even your own stand- 
ards. I am, of course, referring to 
“Is Marketing Research Becom- 
ing a Semantic Jungle to Trap the 
Unwary?” and “Some Thoughts 
on Media.” We need more of this 
type of hard-headed, straightfor- 
ward thinking. 
Phillip W. Wenig, 
Director of Media Research, 
National Analysts Inc., Phila- 
delphia. 
o 


ee .« @ 


One for the Road 
To the Editor: Doesn't this copy 
reach a low point of some sort, 


linking sports cars and caskets? 
Ed Campbell, 

Better Light Better Sight Bu- 

reau, New York. 

© . 


BBB Bulletin to Reprint 
Editorial on Prices 

To the Editor: Your extremely 
interesting and timely editorial, 
“Why Pay Regular Prices 
Things,” July 15, has 


for 
been 
brought to our attention by one of 


the leading business men of this 
community. 

We are asking permission to re- 
print the above article in one of 
our Better Business Bureau Bul- 
letins. 


cause I think you will be inter-; When we decided to run an ad 
ested in the little story connected|plugging our kid’s show, we 
with it. thought long and hard about 

The little girl is Carolyn Carino,| where to get a suitable youngster 
aged 7, daughter of Larry Carino,|as a model. Of course, like so 
manager of KTNT-TV, (Seattle-| many things that are obvious, we 
Tacoma), and she is the model in l|overlooked the perfect type which 
was right under our nose. Carolyn 
is one of six Carino children and 
I think you will agree, when you 
see the ad, perfect for the role... 


C. Lane Breidenstein, 
President, Fort Wayne Better 
Business Bureau, Fort Wayne, 
Ind. 


| Incidentally the model’s_ fee 
How About a Used Edsel? 'was—one chocolate ice cream 
To the Editor: Sign in the win-| | soda. 
dow of Charles Kreisler’s Edsel | | Robert Lyte, 
showroom in New York: Promotion Manager, KTNT- 


“Edsel—Used Car Dept.” 
AA’s Aug. 12 issue notes that Edsel | 
will be introduced in Sept. 4; the) 
sign was posted Aug. 14. 
Aubrey L. Baratz, 
Promotion Manager, Ameri- | 
can Druggist, New York. | 


| TV, Tacoma, Wash. 


* - e 
=| MONY Appreciates Expert's 
Compliment 

To the Editor: I just returned 
from vacation and among the pile 
of material resting uncomfortably 


o . . on my desk I saw a very welcome 
| copy of your Aug. 5 edition. It was 
Just The One our ads which will run in your|indeed a pleasure to read your 


To the Editor: I am sending|newspaper the weeks of Aug. 19| Creative Man’s complimentary ar- 
along the enclosed picture be-| and Sept. 2. ticle about our using the discount 
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theme in our advertising. 

Russ Vernet, our director of 
advertising, is currently on vaca- 
tion, but I am sure he, too, will be 
glad to see the article when he re- 
turns. 

Again, many thanks for your 
kind comments. It is a pleasure in- 
deed to receive compliments from 
experts. 

Clifford Bo Reeves, 
Vice-President for Public Re- 
lations, Mutual Life Insurance 
Co. of New York, New York. 


He's Not A-Freud 
To the Editor: Not aside to 
Prof. Sisk (AA, Aug. 26, Page 1). 
Tsk! Tsk! Prof. Sisk, 
To open such a big, fat “pisk!” 
The things you say may all be 
true— 
But, who the hell’s a-Freud of 
you! 
S. F. Greenbaum, 
Director of Public Relations, 
American Business Systems, 
Philadelphia. 


| 
| 
| 
| 
| 
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Stanley Kramer, Producer-Director, and star Cary Grant tell why: 


Technicolor — on location in Spain — was an enormous job. 
We lugged this 40-foot cannon over mountains — with the 
help of Frank Sinatra, Sophia Loren, and thousands of extras! 

“It was tough work and a tough shooting schedule to meet 
United Artists’ release date for the film! 

“Without Air Express, we couldn't make it. 

“We count on Air Express to pick up the cans of film in 
New York, rush them to Hollywood for processing and cut- 


“To shoot “The Pride and the Passion’ in Vista Vision and 
| 


| “This shot will be heard around the world!’’ 


ting, fly them back for top executive screening. 

“Then Air Express beats the release date by delivering 
hundreds of prints throughout the U. S. They speed up 
ground time witlr radio-controlled trucks — and even ‘keep 
an eye on’ all the shipments with their private teletype system ! 

“Surprising to me, with all this service, most of our ship- 
ments cost less than any other complete air service. 20 lbs., for 
instance, Hollywood, California, to Salt Lake City, Utah, is 
$5.56. It's the lowest-priced complete service by $1.94.” 


—y— 


—_— @& Air Express 


CALL AIR EXPRESS ... 


30 YEARS OF GETTING THERE FIRST via U.S. Scheduled Airlines 
division of RAILWAY EXPRESS AGENCY 
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Let Our 10 Mail Order Experts Show You 
the INSIDE Truths, Methods, ideas for 
Success in the Mail Order Business—at 
a Cost of just 50¢ per month! 


The fabulous mail order business is burst- 
ing with success stories which will make 
you bug-eyed with wonder. People who 
started with a few dollars parlayed them 
into businesses grossing millions of dol- 
lars! How did they do it? What was their 
secret of success? Can YOU duplicate such 
a success? 


A brand new magazine, the first of its 
kind published, called ‘Mail Order Busi- 
ness” wili give you the answer to these 
questions AND MORE than this EVERY 
MONTH. 10 Mail Order authorities expound 
the TRUTH about mail order. Every facet 
of this amazing business is covered! ideas 
—dozens of ideas—Methods—Basics— 
Case Histories—Factual information—im- 
portant News Stories, ali crammed into 
every issue that is just bursting with 
KNOW-HOW! It’s the most comprehensive 
mail trade journal in the worid! Let these 
10 experts show uw these fabulous 
TRUTHS and SECRETS OF MAIL ORDER 
+ ae every month for a cost of JUST 


JUST $6.00 buys a year's subscription. 
Just tear out coupon and mail NOW! AND 
if YOU DON’T GET AT LEAST $100 WORTH 
OF INFORMATION AND IDEAS FROM YOUR 
FIRST ISSUE, we'll be giad to cance! your 
subscription if you want us to! 


Mail Order Business 

Box 591-M, Lynn, Mass. 

Please RUSH me next 12 issues of ‘Mail 
Order Business” for $6.00. Send me bill. 


“I was addicted to painting as though it were a drug.” 


FORNS 
for 1958 


THOMAS REGISTER 


The National Encyclopedia of Product Information 
and Sources of Supply. 


100% PAID A.B.C. AUDITED CIRCULATION 
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CLOSING!!! 


Annual Edition of 


=e 


Approximately 12,000 advertisers will be represented in the 1958 Edition with 1° cards to 16 
page inserts. Because the sales producing power of Thomas Register had been proved beyond 
question for over half a century, you can readily see why more manufacturers advertise in 
Thomas Register than advertisers in all other industrial publications combined. 


FOR SPACE RESERVATIONS AND INFORMATION WRITE, WIRE OR PHONE — 


Thomas Publishing Company 
Telephone: OXford 5-0500 


462 EIGHTH AVENUE 


NEW YORK 1, NEW YORK 


Versatile Adman 


To date, in 1957, John R. Max- 
well, president of Maxwell Asso- 
ciates Inc., Philadelphia, has won 
three major awards for his paint- 
ings. 

One was the Dana Watercolor 
Medal at the Pennsylvania Acad- 
emy of Fine Arts. Another was the 
special non-members’ award in 
watercolor at the American Water- 
color Society. And only a few 
weeks ago he was informed that 
his watercolor, “Winter Forms,” 
had won the second prize at the 
Butler Institute of American Art’s 
22nd annual midyear show. 

Winning awards with his hobby 
appears to have developed into a 
habit for this ad executive. The 
Butler Institute’s medal was his 
24th prize-winning achievement 
with a hobby which often has had 
to take a back seat to his work in 
advertising. 

In fact, John Maxwell considers 
it quite an achievement to exist in 
the hectic agency field and still 
have time to indulge in his favor- 
ite hobby. He confesses that paint- 
ing is more than an avocation with 
him, it is a way of life. 

One of the mysteries among his 
clients and associates is how and 
where he finds the time to paint, 
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. . - John R. Maxwell 


when his agency business occupies 
not only a full eight-hour day, but 
often twice that much. 

John Maxwell has a system. 
During the week he places his 
painting before all social engage- 
ments. Weekends, he spends at 
least 10 hours, and often more, 
painting. On average, during the 
week, he spends four nights with 
his paints and brushes, four hours 
each night. 

The one thing painting has failed 
to accomplish for him, as an es- 
cape from his agency duties, is to 
eliminate deadlines. Mr. Maxwell 
says he appears to be working on 
deadlines during the day, and then 
again every night—for an exhibi- 
tion a painting must dry, be 
framed, crated and shipped on 
time. 


s He produced his first painting 
in 1925 in his native Rochester, 
N. Y. He still owns the painting—a 
little landscape in oils. His second 
landscape oil, also painted when he 
was 16, was submitted to a local 
jury exhibition. He was surprised 
to learn that it not only had been 
accepted and hung, but was the 
only exhibited painting to be sold. 

After graduating from secondary 


“Clients bought my work...through confusion.” 


in media printed by 


hen the same copy 


is used for national advertising 


letterpress and gravure 


it is advantageous 
to order plates for letterpress and gravure 
from CM&H 


COLLINS, MILLER & HUTCHINGS, INC. 
LETTERPRESS 


GRAVURE 
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“Ads, painting—it’s deadlines day and night.” 


school, he entered Rochester Ath- 
enaeum (now Rochester Polytech- 
nic Institute) to study art. Week- 
ends and evenings he worked at a 
local sign shop for the princely 
sum of $3 a week. Within a year 
his salary was nearly tripled—to 
$8. In a depression year, this was 
real success. 

In 1930 he joined one of the 
Rochester utilities as director of 
display. He found he not only had 
to use paint and brush, but ham- 
mer and saw—and write copy also. 
But he found this failed to allay 
his love for more esthetic painting. 


= “I didn’t know exactly where I 
I was going, but I was addicted to 
painting as though it were a drug,” 
he related. 

He read everything he could find 
about art and artists, enrolled in 
courses, and took to haunting the 
studios of two nationally known 
painters, Carl Peters and Alling 
M. Clements. His first specialty 
was portraiture, and he forced all 
of his family and friends to sit as 
models. 

RKO soon took notice of his dis- 
play work, and especially of his 
portraits, and hired him. For three 
years, young Maxwell painted the 
faces of famous motion picture 
stars—some from photographs, 
many in person. Am ong them were 
Wallace Beery, Edna Mae Oliver, 
Bob Hope, Jean Harlow and Joan 
Crawford. 

Eventually portraiture reached 
saturation: when he quit RKO, he 
swore never to paint another por- 
trait. He has kept that vow. 


s His Sunday painting soon came 
to a halt. In 1933 he decided to 
open a studio to build exhibits and 
displays, applying many of the 
techniques of painters such as 
Mondrian, Picasso, Bracque, etc. 

“As I look back, I think my cli- 
ents bought my work more through 
confusion than through approba- 
tion,” he recalls. Soon he had 20 
employes and no time for his first 
love. 

He was convinced he was on the 
wrong track one week when he 
paid off his staff and found him- 
self left with $2.18. He went to 
work for Easy Washing Machine 
Co. as art director, with a steady 
salary and a new wife. In 1935 he 
joined Hutchins Advertising Co. 
Before long he found himself 
manager of Hutchins’ newly- 
opened Philadelphia office servic- 
ing Philco. Later, while running 
respectively the agency’s New 
York, Philadelphia and Hollywood 
offices, he still found time to paint. 
Among his most ardent fans have 
been Philco executives. 

The pull of his hobby took him 
out into picturesque and historical 
Bucks County, Pa., where he and 
his family bought an old school- 
house, remodeled and expanded it. 
That is where his studio is, and 
that is where he painted almost all 
his prize winners. 

Even after forming Maxwell As- 
sociates with his brother, William, 


he still manages to find time to 
paint. Probably he always will. # 


Newspaper Advertising Linage 


July, 1957 
Media Records Reports for 52 Cities 

July July —— Per Cent January-July Per Cent 

Classification 1957 1956 Change 1957 1956 Change 
Retail (Total)* .... 104,614,371 108,740,133 — 3.8 850,946,113 860,994,673 —1.2 
(Dept. Stores) .. 36,060,328 38,596,740 — 6.6 310,403,434 311,231,916 —0.3 
General oo... 24,217,425 27,097,988 —10.6 222,574,936 238,371,356 —6.6 
Automotive .......... 14,214,088 12,946,733 + 9.8 107,290,668 105,250,609 +1.9 
Financial .......c.0.-+: 4,509,083 4,651,630 — 3.1 29,359,510 27,801,835 +5.6 
Total Display .. 147,554,967 153,436,484 — 3.8 1,210,171,227 1,232,418,473 —1.8 
Classified ............ 56,490,030 60,524,818 — 6.7 412,587,890 432,077,451 —4.5 
se 204,044,997 213,961,302 — 4.6 1,622,759,117 1,664,495,924 —2.5 


*includes department stores. 


Copywriter Contest Boosted; 
Chicago ‘Golden 30’ Formed 
The Chicago Copywriters Club is 
sponsoring a contest to select 
“Copywriter of the Year” of the 
Greater Chicago area. Any copy- 
writer in the area is eligible to 
compete and each contestant must 
submit five samples of his work 
to qualify, plus a $3 entry fee. The 


samples must have been published 


or broadcast during the period 
from Sept. 15, 1956, to Sept. 15, 
1957. Winners will be announced 
at the Spotlight Ball, to be held in 
the Conrad Hilton Hotel, Oct. 5. 

In addition, the club is forming 
a Golden 30 “fraternity”—mem- 
bership of which will be restricted 
to Chicago copywriters whose en- 
tries score 30 points or more in any 
of its annual competitions. 


sweet NW 
CORNER 
OF 


NEW 
ENGLAND 


Purchasing 
Power: 


OVER $500 
MILLION 


ONE ORDER— 
ONE BILL! ONE 
BUY delivers the 
Sweet Vermont 

Market! Address 
Rm. 516, Statler 


VERMONT ALLIED DAILIES 


- Bar 


booklet. 


Seis a 


HOW BIG IS A B 


An extra half-inch of height makes only a 
small difference in the appearance of a 


But the same half-inch can make 


a big difference in its final cost! Many times, 
e a slight adjustment in the size or shape of a 
¥ booklet can mean a much less expensive run. 
Your printer, lithographer or screen processor 
can quickly supply the right answer to prob- 
: lems like this. “Trying it on for size” is one 
of the first things he does on any job. And 
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Sales Offices: Mead Papers, Inc... 
118 West First Street, Dayton 2. 
Ohio « New York « Chicago 
Boston - Philadelphia « Atlanta 
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his wide, practical experience “can benefit 
you in many other ways. That’s why it’s so 
important to talk with him before you start 


work on any printed piece. 


You'll like working closely with your printer, 
lithographer or screen processor. We know 
because we've done it for years in bringing 
them the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, 


Ohio. | 
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Have you made this important discovery 


Often, the Corporate name doesn’t present the Corporate 
image adequately. This is only one of many considerations as 
you plan your financial-relations advertising. The more fully 
and accurately your company is known, the sturdier is the 
foundation of public support. The best channel to the invest- 
ment public is through Barron’s. Barron’s 85,973 subscribers 
themselves are a major investment market . . . and at the same 
time they set the pace for hundreds of thousands of others. 


Make this little test: Ask the men your management looks 
to for investment counsel which financial publication they 
consider most important. Recent surveys* show that the 
Financial Community rates Barron’s first. That’s where your 
advertising can do you the most good—in the publication 
that financial people say does them the most good. 


[BARRON'S 


Fira. Things Fine 
Dates New Vite Prey (hoe Sete, i ned 


Get to the Financial Community 


wot BARRO} 


... where advertising, too, is "e 


B 


Ask for the latest readership 


study among Security Analysts 
and Investment Bankers! 


. BOSTON 
? 50 Broodwoy 711 W. Monroe St. 


388 Newbury St. 


LOS ANGELES 
2999 W. 6th St. 
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Merchandising Ideas 


e More than 200,000 new 3X ball 
point pens will be given away this 
month by Autopoint Co., a divi- 
sion of Cory Corp., Chicago, in 
Operation Redemption, a merchan- 
dising promotion to introduce the 
new pen to consumers and at same 
time create ‘avorable dealer re- 
ception by building store traffic. 
First launched in Louisville and 
Indianapolis in June, Chicago in 
July and Cincinnati in August, 
Operation Redemption will go in- 
to full swing in 12 cities in the 


tion, “Take me to your favorite 
store—receive a free Autopoint 3X 
ball point pen full of ink.” The 
recipient may take the pen to a 
drug, stationery or department 
store to receive the full pen, which 
retails for 49¢. The dealer returns 
the empty pens to Autopoint and 
receives two pens for each empty 
—one to replace the pen from his 
stock, and the second for his co- 
operation, thus an extra 49¢ prof- 
it. 


ERIA SPECIAL 


Distribution of the 3X pen will 


se 4S 


OPERATION REDEMPTION—Model passes out 3X ball point pens to Chi- 
cagoans in Aytopoint’s Operation Redemption, used to introduce the 
pens. Similar promotions will be held in 12 other cities this month. 


Midwest and West in September; 
Dallas, Fort Worth, Los Angeles, 
Tulsa, Oklahoma City, San Fran- 
cisco, Portland, Seattle, Milwau- 
kee, Cleveland, Houston, and St. 
Louis. In each city, models will 
pass out from 10,000 to 35,000 emp- 
ty pens inscribed with the invita- 


and... JACKSON DAILY NEWS 


Saturate Mississippi's top market 


You reach over 90% of all homes in Jackson—the 


State’s retail trade Center with the CLARION LEDGER 


*Plus reaching 10% to 90% of all homes in 31 surrounding Counties 


ot 


° Yd 


be expanded nationally through 
Operation Redemption in eastern 
cities later this year. A budget of 
close to $1,000,000 has been set to 
exploit the 3X, which Autopoint 
says has three times as much ink 
as other ball points and has the 
only transparent barrel in which 
the ink supply is clearly seen. In 
each promotion city, co-op radio 
and tv advertising and newspaper 
ads, plus eight new counter and 
merchandising dealer displays back 


er, Chicago, handles Operation Re- 
demption. 


e Depositors at the Girard Trust 
Corn Exchange Bank, in Philadel- 
phia, recently received a sample 
window sticker which warns 
thieves they won’t find anything 
where the sign is placed, because 
all valuables are in a safe deposit 
box at the bank. With the “Notice 
to Thieves” came a small brochure 
which explained the advantages of 
a Girard safe deposit box. 


e Lindas Advertising, Grayslake, 
Ill., in a recent issue of a maga- 
zine Lindas publishes for the Pro- 
mot division of Poor & Co., literally 
tried to land new customers for its 
client by hand-tipping 10,000 col- 


the pen’s introduction. Sales Pow- | 


Kaiser Aluminum & Chemical Sales 
Inc., Chicago, to executives in the 
industry. The folder, sized to fit 
into a brief case, covers the period 
from Sept. 1, 1957, through Aug. 
31, 1958. The calendar, which also 
serves as a day-to-day promotion 
of Kaiser wire, includes in addi- 
tion a page for personal notes and 
a 12-month calendar listing na- 
tional and local holidays. Copies 
may be obtained from Kaiser 
Aluminum & Chemical Sales Inc., 
919 N. Michigan Ave., Chicago. 


e A triple-use promotion piece for 
Gerber baby foods—a child’s menu 
which unfolds into a _ five-car 
freight train—is proving a popular 
item at the Disneyland Hotel, in 
Los Angeles. The 4%x32” train 
serves first as a menu, then as a 
souvenir mailing piece. Finally it 
winds up as a punch-out train. 
Individual cars of the train are de- 
voted to different menu categories. 
Gerber junior foods are listed on 
the Toddler Specialties car, and 
the infants’ menu car lists strained 
Gerber foods available for the very 
young guests. Other cars feature 
children’s plates, sandwiches and 
desserts. 


e When Polar Cub Mobile Units 
Inc., Vincentown, N. J., decided to 
turn out a new flyer for distribu- 
tion from its many franchised 
trucks, it sought something that 


| would not only be read, but would 


be used, too. The result was the 
Polar Cub rocket ship, a 84%xLl” 
handout that can be folded into a 
paper airplane and sailed around 
the neighborhood carrying the 
Polar Cub name on the wings and 
a few words about Polar Cub ice 
cream inside. According to Ken- 
neth Gravatt, Polar Cub president, 
the flyer attracts attention around 
the trucks, both kids, who come 
for cones, and their mothers, who 
come out for % gal. packages. 


e Howard Swink Advertising 
Agency had a two-fold problem to 
solve for its client, Midwest Hous- 
es Inc., Mansfield, O., maker of 
prefabricated houses: (1) How to 
encourage consistent follow-up of 
all inquiries received from client 
advertising and (2) how to provide 
a systematic means of evaluating 
inquiries. They solved it with a 
simple five-leaf form that facili- 
tates the assigning of inquiries to 
salesmen and requires follow-up 
and evaluation of those inquiries. 
The 5%x3%” form consists of five 
sheets of paper with carbon paper 
between, all stapled together and 
perforated for removal. 

When an inquiry is received, the 
name of the prospect is typed in 
the space provided on the top sheet, 
which also is a gummed mailing la- 
bel used to mail a Midwest Houses 


GERBER TRAIN—This triple-duty promotion piece for Gerber baby 
foods serves as a child’s menu, souvenir mailing piece and a punch- 
out train. 


or-chromated fish hooks into the| catalog to the prospect. The sec- 


magazine. Run through seven 
processes of plating, dyeing and 
assembling, the hooks were then 
untangled, wrapped individually in 
cellophane tape and hand-tipped 
into each copy. Lyman Lindas, 
head of the agency, reports that 
during the entire “fishing opera- 
tion” not one casualty occurred. 


e A new “KW Daily Reminder” 
calendar, listing 144 meetings, con- 
ventions and educational seminars 
of interest to persons in the electri- 


}eal industry, has been mailed by 


| 


ond sheet is the salesman’s copy, 
advising him of the inquiry and 
urging him to follow up. The third 
sheet is the salesman’s follow-up 
report form to be returned to his 
sales manager within 60 days with 
specific information on the pros- 
pect and results of sales call. The 
fourth sheet, the sales manager’s 
copy to be retained in his files 
until the salesman’s report is re- 
turned to him, has blanks for the 
salesman’s name and date he was 
advised of inquiry. The fifth sheet 
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Jordan 


ENDORSED BY CHAMP—Sam. Hanks, 


dianapolis Speedway race this year, helps to launch the new Gem 

razor premium, a 200-page “Automobile Handbook,” which is being 

given with $1 Gem Flat Top razor sets. W. C. Jordan, sales promo- 

tion manager of A. S. R. Products Corp., and Charles M. Barnard, 

managing editor of True and editor of the auto encyclopedia, dis- 
cuss plans for the promotion. 


is the originator’s copy—held in his 
files until sales manager reports 
result of follow-up 
Swink reports excellent results 
of the new system, which in ef- 
fect has built from nothing an ef- 
fective inquiry follow-up program. 
Salesmen are following up every 
inquiry; the sales manager is able 
to evaluate sales calls; and both 
q the company’s ad department and 
the agency have records from 
which to judge current inquiries 
from advertising. 


e “We've got your number!— 

oe Here’s ours,” exclaims Tri-State 
: Advertising Co., Warsaw, Ind., on 
the cover of a two-color folder 


and friends to announce its new 
telephone number. Inside the fold- 
er, Tri-state extends the invita- 
tion, “Give us a call.” And to show 
its good faith, the agency has af- 
fixed a shiny dime to a drawing of 
a pay telephone. 


e “Greetings and Salutations,” a 
cartoon leaflet on handshaking eti- 
quette for today, has been devel- 
oped by Bristol-Myers Co., New 
York, in the interest of encouraging 
better hand care among consum- 
ers. Published on behalf of its Tru- 
shay lotion, the leaflet depicts the 
origin of handshaking, gives eti- 
quette tips for men, women and 
children on when and how to shake 


which the agency sent to clients | 


‘Graphic Arts Procedures,’ 
2nd Edition, Published 

“Graphic Arts Procedures,” by 
R. Randolph Karch, has been 
published in a second revised edi- 
tion by the American Technical 
Society, 848 E. 58th St., Chicago. 
The 384-page, indexed book sells 
for $4.50. 

The book describes printing 
processes, tells about type faces 
and how to make layouts. It also 
describes the various jobs and ca- 


|sporting goods, 
reer possibilities in the printing |tractors, farm equipment, hard-' olis by William C. Fox. 


and related industries and tells 
about new equipment and devel- 
opments in the graphic arts. 


Davies Names Vance Fawcett 
Theo. H. Davies Ltd. & Co., 


|'Honolulu, distributor and trading 


company, has named Vance Faw- 
cett Associates, Honolulu, to han- 
dle its advertising. Besides such 
consumer lines as groceries, soaps, 
traffic appliances, dry goods and 
Davies handles 
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ware, restaurant equipment and 
others. 
WA 
Johnson,. Kent, Open New 
Detroit Office 

Johnson, Kent, Gavin & Sind- 
ing, mewspaper representative, 
opened a new office Sept. 3 in 
|Detroit, at 1477 Penobscot Bldg. 
|Charles E. Thompson, who has 
|been manager of the Minneapolis 
office, is managing the new branch. 
He will be succeeded in Minneap- 


Bornard 
who smashed records at the In- 


hands properly, and stresses the 
importance of well-cared-for hands| @ 
in making a good impression. More | 


than 100,000 copies have been dis- | 


BBDo xc” 


Iwr % 
op YR 
Gyn, UE 


ere. M'CANNER 


tributed to teen agers through | 
schools, and the leaflet currently | 
is being offered to newspaper edi- | 
tors, radio and tv commentators 
and employe and farm publications 
for distribution to their readers 
and listeners. + 


Kroger Sales Top $1 Billion 
Kroger Co. cumulative sales for 
the eight four-week periods of 
jthis year to date are $1,003,101,- 
|058, a 12% increase over the 
|$896,364,052 figure for the same 
eight periods in 1956. Sales for 
the eighth four-week period end- 
ed Aug. 10 were $124,738,203, a 
13% increase over sales last year. 
Kroger operated with 1,442 stores 


IMPERIAIL 


If you send up a balloon, you'll find 


just ready to be blown. For the to; 
ratings 315 times out of 360 
through Friday 
midnight select 
Blair. 


WBNS RADI 


COLUMBUS, OHIO 


winds moving in WBNS Radioland—and 
these breezes waft over $3,034,624,000.00 
Pulse- 
onday *s 
uarter hours 6 a.m. to 
BNS Radio. Ask John 


\for the period, compared with 1,- SERVICE 3 ontits 
502 during the 1956 eighth period. featuring 4 TIMIPERIAL SERVICE 
Korman Heads Eanes Agency ‘ . 3 x 
Daniel J. Korman A vp | COMPLIMENTARY CHAMPAGNE E ae 
’ y vp ainda 
and treasurer, has been named | a * WASHINGTON z 
president of Cabell Eanes Inc.,| @ -7 te 4 4 g 
Richmond, Va., succeeding Joseph| § ¢ he 70s coast-fo Coasi or ‘ * DETROIT = ? 
C. Eanes. Mr. Eanes, who founded j B q 4 
the agency has sold his interest; g *Stratocruiser hoary a a CH ICAGO q y 
he has not made known his future| 9 ¢ 3 cabin attendants z * MINNEAPOLIS-ST. PAUL , 
plans. At the same time, F. Whit-| @ : % : 
ten Morse, secretary, was named e ° Beverage service * SEATTLE : 
d tary. , a 
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Information for Advertisers 


The Industrial Medical Assn. has 
just completed a survey of the cur- 
rent industrial medical market. 
The survey measures the estimated 
initial cost of medical department 
equipment; the 1956 expenditures 
by industrial physicians and med- 
ical departments for medical and 
surgical products and supplies, etc. 
The figures provided by the sur- 
vey indicate a large unexploited 
medical market among industrial 
physicians, the report says. The re- 
sults of the survey are available 
upon request to Industrial Medi- 
cine & Surgery, 605 N. Michigan 
Ave., Chicago 11. 


e The American Home has com- 
pleted a study of the insurance 
market among its reader families. 
It covers six different types of in- 
surance—life, house contents, 


automobile, theft, and liability. 
Copies of the report may be ob- 
tained by writing to the reader- 
consumer panel director, The 
American Home, 300 Park Ave., 
New York 22. 


e Aviation Week has just issued 
its annual “Airport and Business 
Flying Directory.” The 362-page 
directory contains a map of every 
state showing principal airport 
locations and a listing and full 
description of all airport and sea- 
plane bases, as well as other per- 
tinent basic data. Copies are avail- 
able at $5 from Willima Jack, 
Aviation Week, 330 W. 42nd St., 
New York 36. 


e For the fourth consecutive year, 
the August issue of ASTA Travel 
News contains a special markets 


rt 


There’s power in the skill 
of the Master-eraftsman 


Genius for co-ordinating mind, hands 
and “‘tools’’! This is the gift that lifts 
the craftsman’s product high above the 
common run of mediocrity. Successful 


advertisers have long taken advantage 
of this truth. Scores of them profit 
every day from the high reader activity 


quickened by brilliantly photo-engraved 


reproductions of their advertising— 
master-crafted by ROGERS. For con- 
firmation, call CAlumet 5-4137. 


ROGERS 


engraving company 


2001 calumet avenue «+ chicage 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


formation on the results of a 
questionnaire sent to 200 newspa- 
pers and magazines throughout the 
U. S. and Canada, Information cov- 
ers rates, circulation, special sec- 
tions, editorial requirements, per- 
sonnel and similar material for the 
benefit of the travel industry, 
carriers, hotels and resorts, etc. A 
copy of the issue or a reprint in 
supplement form will be sent upon 
request to W. E. Simler, advertis- 
ing director, ASTA Travel News, 
501 Fifth Ave., New York 17. 


e An explanation of the structure 
of the Catholic institutional mar- 
ket, telling who buyers are, who 
salesmen should call on and who 
makes buying decisions, is con- 
tained in “Data Bulletin No. 3” 
just released by Catholic Property 
Administration. The bulletin is also 
a guide to buying influences for 
19 categories of products/used in 11 
kinds of institutions. It will be sent 
on request to Catholic Property 
Administration, 20 W. Putnam 
Ave., Greenwich, Conn. 


e Recently completed by 


“People and Cigarets—-1957,” a 24- 
| page booklet based on the fifth an- 
j}nual survey of Minnesota-wide 
|cigaret market trends conducted by 
|the newspaper’s continuing survey 
of Minnesota living. Copies of this 
booklet can be had by writing to 
William A. Cordingley, manager, 
national advertising department, 
Minneapolis Star & Tribune, Min- 
neapolis 15. 


e Croplife, a weekly newspaper 
serving the agricultural chemical 
industry, has issued a 16-page 
|brochure on the industry entitled 
\“Chemicals for Agriculture.” The 
|market study gives information on 
|the size of the agricultural chemi- 
cals and fertilizer market, the 
jnumber of units, the market 
jstructure, current trends and the 
outlook for the future potential of 
both the fertilizer and pesticide 
| segments of the industry. Copies of 
ithe booklet are available from 
|Croplife, P. O. Box 67, Minnea- 
polis 1. 

| 

|e The classified advertising de- 
partment of the Los Angeles Mir- 
ror-News has published a 30-page 


for local and national classified 
advertisers. The booklet is titled 
“ABCZ Formula for Successful 
Classified Advertising in Los An- 


the | 
Minneapolis Star & Tribune is) 


|study of Los Angeles as a market | 
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of the study, write the classified 
advertising department, Los An- 
geles Mirror-News R-1, 145 S. 
Spring St., Los Angeles 53. 


e The 1957 edition of “Selling to 
Restaurants and Hotels” is now 
available to anyone interested in 
selling or advertising to the $12 
billion restaurant and hotel indus- 
try. Published by Ahrens Publish- 
ing Co., his 116-page pocket size 
selling manual is full of facts, fig- 
ures, charts, graphs and tables. 
Copies are available on request on 
company stationery to Ahrens Pub- 
lishing Co., 71 Vanderbilt Ave., 
New York 17. 


e The effect of “interurbian” 
changes on the Detroit food mar- 
keting picture is shown in the re- 
sults of a new market research 
study released by the Detroit Free 
Press. The study reveals that the 
movement of manufacturing plants 
and people away from the central 
city has caused food men to com- 
pletely revamp their approach to 
selling problems—and, in many 


significant changes in distribution 
jand advertising techniques and 
procedures. The results of the 
|study have been compiled into a 
| “Food Market Data” kit and copies 
are available to food people and 
| their advertising agencies upon 
request to the research director, 
|Room 100, Detroit Free Press, 
| Detroit 31. # 


Baker Joins Fiberglas 

William R. Baker, a former press 
relations manager of General 
Foods Corp., has joined Owens- 
Corning Fiberglas Corp. as associ- 
jate director of publicity. Mr. 
| Baker, most recently an account 
| executive with Asher B. Etkes As- 
| sociates, will manage the New York 
|public relations activities of 
|Owens-Corning, with direct re- 
| sponsibility for the textile and re- 
inforced plastics divisions. 


‘Rack Merchandising’ to Bow 


A new publication, Rack Mer- 


chandising, will be published 
starting in January, 1958, by 
United Publishing Co., Atlanta. 


The magazine will be devoted to 
all phases of the _ distribution, 
sales and service of non-food 
items through racks. The initial 
circulation will be 3,000 on a con- 
trolled basis, the publisher says. 
The b&w, one-time rate will be 
$200. 


and media section furnishing in-;geles Today.” For a free copy| Set Testimonial Luncheon 


tor Negro Models, Brandford 


Merchandising displays and 
point-of-sale pieces designed for 
the Negro market will be displayed 
at the Hotel Waldorf-Astoria, New 
York, on Sept. 28 at a testimonial 
luncheon honoring 12 Negro mod- 
els and Ed Brandford, president of 
Ed Brandford Associates, pioneer 
in the Negro modeling field. 

Mr. Brandford will be honored 
for his efforts in developing Negro 
models as part of the advertising 
and merchandising campaigns 
geared to the Negro market. Com- 
panies specializing in point of pur- 
chase displays for the Negro mar- 
ket are requested to send them to 
Brandford Awards, 54 Park Ave., 
New York, for participation in the 
show. 


cases, already has brought about] ~ 


PERSONAL APPEARANCE 


GIGANTIC 
SUCCESS 


POTATO CHIP FIRM 


“It's that big space buyer from 'round the point. Checks in with his | 
office every morning to be sure they remember the Solid No. 1 in 
Solid Cincinnati is the Cincinnati Daily Enquirer.” 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including a 
26,937 edge in City Zone circulation... 
a healthy lead in Retaii Display Linage. 


Schmitt, Inc. 


Get full story from Moloney, Regan & | 


BROOKS POTATO CHIPS, 
Springfield, Mo., five-year 
sponsors of THE CISCO KID 
comment through KTTS-TV on 
the recent appearance:of Dun- 
can Renaldo, THE CISCO KID 
in their market: 


“THE CISCO KID’s recent 
appearance in Springfield 
exceeded by far our fond- 
est hopes. Over 20,000 of 
our customers visited 
CISCO in the short time he 
was here . . . THE CISCO 
KID has constantly out- 
rated its competition and 
we feel this appearance 
will drive the rating even 
higher.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


Write, 
Phone 
ow 


Wire 
Collect 
Mg 
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Keyes, Madden & Jones 
Agency Debuts Oct. 1 


(Continued from Page 1) 
ett-Sample-Hummert and Ruth- 
rauff & Ryan. 


s Joining the agency as senior vp 
and manager of the New York of- 
fice will be David Hale Halpern, 
who recently resigned as senior vp 
and general manager of Joseph 
Katz Co. Prior to that he had han- 
dled the Ruppert beer account at 
the now-defunct Biow agency. The 
offices here will consist of the two 


Current Client List 
of Russel M. Seeds 


Brown & Williamson Tobacco 
Corp., Louisville—Raleigh cigarets, 
Sir Walter Raleigh tobacco 

Elgin American Inc., division of 
Illinois Watch Case Co., Elgin, Ill. 
—compacts, lighters and cigaret 
cases 

Field Enterprises, Chicago— 
World Book encyclopedia, Child- 
craft child guidance books 

Mead Johnson & Co., Evansville, 
Ind.—consumer advertising for 
Tri-Vi-Sol, Deca-Vi-Sol, Poly-Vi- 
Sol, Colace, Peri-Colace, Lactum, 
Dextri-Maltose 

Pinex Co., Fort Wayne—cough 
syrups 

W. A. Sheaffer Pen Co., Fort 
Madison, Ia.—pens, pencils, ball- 
point pens 

Stewart-Warner Corp., Chicago 
—export advertising 

Tastee-Freez Corp. of America, 
Chicago—soft ice cream chain 
stores 

Topeo Foods, Chicago—Food 
Club canned foods 

Weco Products Co., Chicago— 
new Dr. West products, Ivo prod- 
ucts division and new products 

(see story below) 


floors at 4 W. 58th St. occupied by 
Robert W. Orr & Associates before 
its acquisition by Fuller & Smith 
& Ross (AA, July 8). 


® In Chicago, Wallace Capel, with 
Grant for 11 years, the last five as 
copy chief, will be copy chief of 
the new agency, teaming with 
Harry Goldsmith and Dean Land- 
is, top copy men at the Seeds 
agency. The new agency’s Chica- 
go operation will be quartered in 
the present Russel M. Seeds office 
in the Palmolive Bldg. (also the 
home of Grant Advertising). 


A research director “of out- 


standing national reputation” will 
be announced before Oct. 1, Mr. 
Keyes said, along with key per- 
sonnel to be added in New Yorx, 
Chicago and a Hollywood office 
located at 418 S. Robertson. 


s As the three partners see it, 
their agency will have no head- 
quarters city. “Headquarters will 
be where we hang our hats, or 
where we are needed,” Mr. Keyes 
said—which would indicate con- 
siderable travel between here and 
Chicago for all of them—“and we 
expect to touch base in Hollywood 
often enough to know what is go- 
ing on,” he emphasized. 

“Each office wiil be an integral 
part of the one organization, with 
each principal actively participat- 
ing in the work of each office and 
in close contact with all client ac- 
tivities,” he added. 


® In addition to the healthy line- 
up of accounts that KM&J ex- 
pects to have when it breaks from 
the starting gate next month, 
what other accounts will they be 
seeking? 

The agency is not interested in 
accounts “so large that they dom- 
inate the agency”; nor do they 
want accounts “so small that they 
are not profitable—unless there is 
a definite growth potcntial in 
them.” 

Backgrounds of all three princi- 
pals show that they have handled 
a wide range of products through 
the years. Howard Jones’ experi- 
ence in the food and soap field has 
been extensive—and he is some- 
thing of an authority in the cof- 
fee-marketing field, having han- 
dled the Folger account at three 
different agencies. 

In addition, since joining Grant, 
Mr. Jones has helped to land ac- 
counts like Dr. Pepper, Copper- 
tone, the Army and Air Force ac- 
counts—and, once again, Folger’s 
coffee (which moved to Cunning- 
ham & Walsh three years ago). 

The drug and tobacco fields 
have been dominant in Freeman 
Keyes’ agency career, while Ed- 
ward Madden, while new business 
man at McCann, was instrumental 
in bringing in accounts like Ameri- 
can Molasses, Curtiss-Wrighi, Na- 
tional Cash Register and Swift & 
Co. (dairy division). 


= Mr. Madden told AA that no 
successor had been named as exec 
vp of International Latex, nor 


terest in these two men goes back 


wanted? 
“T have believed for some time 


said. 


agency work who has both Lord 


‘Couldn't Hire ‘em—So I Joined ‘em!’ 


Freeman Keyes is a patient man. For the past five years he has 
been actively courting Ed Madden and Howard Jones—and his in- 


What was he seeking? And why were these two men the ones he 


tunity for a new advertising agency patterned along very definite 
lines,”” Mr. Keyes told Apvertistnc AGE. 

“My ideal amounts to a combination of the soundness of the old 
Lord & Thomas and the brilliance and resultfulness of the selling 
strategy of Blackett-Sample-Hummert when it was at its peak,” he 


Add to this “an outstanding marketing concept and sales-minded 
research to meet today’s changing world” and you have the objec- 
tives of the Keyes, Madden & Jones agency, he added. 


= Ed Madden fits the pattern for his marketing head—‘“and brings 
many other qualifications to the assignment.” 

Howard Jones “had been in the thick of the battle at Blackett- 
Sample-Hummert. In fact, he is the only top man now active in 


Hummert background,” Mr. Keyes said. 

When the Keyes, Madden & Jones shingle is tacked up in New 
York, Chicago and Hollywood the first of next month here is the 
official statement of objectives that will be issued: 

“To return the creative emphasis to advertising agency service; 
to provide outstanding leadership in marketing and to integrate 
sound marketing into all creative planning, to provide the best pos- 
sible research to motivate creative thinking.” + 


even further than that. 


that there is a very great oppor- 


& Thomas and Blackett-Sample- 


Freeman Keyes 


A Kentucky _horse-breeding 
farm is the only hobby—besides 
work—which interests Freeman 
Keyes, key man in the new agen- 
cy, Keyes, Madden & Jones. A 
prodigious worker, Mr. Keyes la- 
bors mightily in the ad business— 
days, nights and weekends. He is 
keenly analytical, dispassionate, a 
financial expert—and publicity- 
shy—associates say. 

Mr. Keyes was born in Bryan, 
Tex., in 1902. His father was, and 
still is, head of the English de- 
partment at Texas A&M Univer- 
sity. Following his graduation in 
electrical engineering from Texas 
A&M, he got a master’s degree 
from the University of Southern 
California and went to work as a 
sound engineer for Paramount 
Pictures. From there he went to 
the National Broadcasting Co., 
where he became interested in the 
recording of radio programs for 
local use by national sponsors. 


# In 1933 he branched out into 
this business on his own account 
and sold the idea to the Pinex Co., 
Fort Wayne, and the W. A. Sheaf- 
fer Pen Co., Fort Madison, Ia. Be- 
tween then and 1937 he was associ- 
ated with J. Walter Thompson Co., 
Philip O. Palmer Co. and Baggaley, 
Horton & Hoyt. 

In 1937 Mr. Keyes bought the 
then-ailing Russel M. Seeds Co. 
The Seeds agency was founded in 
Indianapolis in 1901 and had ac- 
quired a number of auto accounts 
and had billings of $1,000,000 by 
1919. When the auto industry 
shifted to Detroit, however, the 
agency started to skid. Mr. Seeds, 
the founder, died in 1934. 

The agency was kept going by 
Pinex Co., maker of cough drops, 
which boosted its billings from 
$1,500 in 1930 to $250,000 in 1940, 
and it was the Pinex president 
who persuaded Mr. Keyes, then vp 
of Baggaley, Horton & Hoyt, to 
buy the agency. 


= Mr. Keyes moved the agency 
headquarters from Indianapolis to 
Chicago and, during the first 
years of ownership, built up its 
radio billings considerably. He 
was mainly responsible for the 
creation and production of such 
radio programs as “Red Skelton,” 
“People Are Funny,” “Uncle Wal- 
ter’s Doghouse,” “Plantation Par- 
ty,” “College Humor,” “Hollywood 
in Person,” “Showboat,” “Flagg & 
Quirt,” “Wings of Destiny,” “The 
Tommy Dorsey Show” and others. 

When television started on its 
way up, Mr. Keyes turned to that 
medium with equal enthusiasm 
and at one time spent much of his 
time in Hollywood handling per- 
sonally the direction of the Red 
Skelton tv shows, which were 
subsequently taken over by CBS. 


would any be named for some 
time; Mr. Grant was out of town 
and could not be reached regard- 
ing a possible successor to the 
creative post being vacated by Mr. 
Jones. Both Mr. Madden and Mr. 
Jones said emphatically that they 
were not taking any International 
Latex business or Grant Adver- 
tising accounts into their new set- 
up. + 


Edward D. Madden 


Edward D. Madden made much 
of his advertising reputation 
through 12 years at McCann-Erick- 
son, where he was in charge of the 
Standard Oil of New Jersey ac- 
count group, then as now Mc- 
Cann’s largest. 

Originally, he was brought to 
McCann by Standard, which had 
been impressed by his knowledge- 
ability and aggressiveness when 
he was a salesman for Ketter- 
linus Lithographic Mfg. Co. 

As account supervisor on 
Standard, Mr. Madden made an 
indelible impression on McCann 
men, present and past. Some still 
regard him as the Compleat Ac- 
count Executive. Others remem- 
ber his aggressive, heel-socking 
strut (there is a possibly apoc- 
ryphal story about the two 
McCann men looking at Gen. 
George Patton in Sicily and re- 
marking that “there goes Madden 
with pearl-handled pistols”). But 
all seem to agree on one thing: 
Midden had that sine qua non of 
account work—the ability to fight 
furiously, and successfully, for the 
people in his group. 


= “We were damn near impreg- 
nable,” said one in retrospect. 
“You always knew Ed would fight 
for you through any jam, in the 
agency or outside. Naturally, he 
got wonderful loyalty. And—boy 
—did he ever work us.” 

Not unnaturally, and not whol- 
ly in jest, the code phrase for 
Madden was Simon Legree. No 
one was asked to work harder 
than he did ... early morning 
meetings (7-8:30) were fairly 
common, and Madden was in the 
office or on the town with clients 
well past midnight. 

Shifted to new business in 1942, 
he put 30 new accounts and $15,- 
000,000 in billings into the shop in 
three years, including Westing- 
house institutional and the Chrys- 
ler sales division. 


= He left McCann to join the 
American Newspaper Advertising 
Network in 1946 as vp and gener- 
al manager. He hit ANAN with 
the same energy and acumen that 
had carried him so far in the 
agency business, but the newspa- 
per net was a different ball park. 

ANAN was really an abortive 
effort, With a good many holes in 
important markets, and with 
newspaper representatives drag- 
ging their heels, ANAN never 
really got off the ground. 

From ANAN he went to NBC 
in 1950 as vp for television sales, 
and from NBC to Motion Pictures 
for Television in 1953, and then to 
International Latex. 


Howard A. Jones 


Howard Jones, like Freeman 
Keyes, is a race horse fancier and 
owns—at last count—63 thorough- 
breds. And he also shares with 
Mr. Keyes a consuming desire for 
hard work. His is a familiar face 
to the night watchmen—and the 
cleaning women—at the Palm- 
olive Bldg., where he is likely to 
be found any week night, and on 
Saturdays and Sundays during 
the winter months. (During warm- 
er weather his horses get some of 
his weekend attention.) 

The creative hub of Keyes, 
Madden & Jones, an amiable, ar- 
ticulate and trigger-witted crea- 
tive man, has worked with—and 
helped train—many top creative 
agency people during his long 
agency experience. 

This experience makes it in- 
evitable that people will continue 
to learn from Howard Jones. But 
he is not planning a “training pro- 
gram” for copywriters and other 
creative people in his new post. 

“There are plenty of talented 
people around, and many of them 
are not even in the agency or ad- 
vertising fields,” he says. “But 
they are around and we intend to 
add people like that to our crea- 
tive staff.” 


® Howard Jones’ first agency ex- 
perience was with Albert Frank 
& Co., Chicago, where he was in 
charge of commercial business. 
Prior to that he was an editor in 
the catalog department of Butler 
Bros., Chicago, with U. S. Gypsum 
for a while, and from 1924-26 he 
tripled in brass as a clothes pack- 
er, model (“I was a perfect 36”) 
and co-op ad writer for B. Kup- 
penheimer & Co. 

Following his two years with 
Frank (cooled by the depression, 
which cut off a great deal of fi- 
nancial advertising), Mr. Jones 
moved on to Ruthrauff & Ryan in 
1931 and remained there as a 
copywriter and account executive 
until 1934. 


# 1934 found Mr. Jones with 
Blackett-Sample~-Hummert, where 
he was an account executive on 
J. A. Folger & Co.’s coffee—an ac- 
count which followed him to his 
next two agency jobs. 

Don Francisco persuaded Jones 
to join Albert Lasker’s team at 
Lord & Thomas in January, 1939. 
“I had always thought I never 
wanted to work for Lasker,” he 
said. “But after I got there I was 
fascinated by him.” 

After Lord & Thomas closed its 
doors he moved to Grant Adver- 
tising, where for the past 15 years 
he has been exec vp and head of 
the central creative staff. 


Weco Picks Seeds to 
Handle Its New Ivo 
Division; Grant Out 


Cuicaco, Sept. 5—Weco Prod- 
ucts Co., Chicago, has named Rus- 
sel M. Seeds Co., Chicago, to handle 
advertising for its new Ivo divi- 
sion, acquired Aug. 1. Grant Ad- 
vertising, Chicago, previously 
handled the account. 

This makes a second spot for 


Seeds in Weco’s agency lineup. 
For the past several months Seeds 
has been doing some testing work 
on two new Weco products. Just 
what these products are Weco de- 
clines to say. 

Weco’s other agencies are Bis- 
berne Advertising, Chicago (ethi- 
cal); Henri, Hurst & McDonald 
(Instacleen, a new denture prod- 
uct), and J. Walter Thompson Co., 
which handles all the rest of the 
account. # 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & 


lower case 40 


per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


£3 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING JUNE 30, 1957 


39,430 


HELP WANTED 
If THIS SOUNDS LIKE YOU— 
GET YOUR LETTER OFF TODAY! 
Marketing Research is your meat and 
potatoes. 


You're young—but you know where 
you're going. Your past performance 
proves that you're ready to move up— 
into a professional climate where Market- 
ing Research is a year-round challenge. 


You've had at least 2 years of experience 
in design and analysis of research proj- 
ects. You understand qualitative research. 


You want to work in Los Angeles—at a 
salary commensurate with your ability. 
You have an idea that this exciting op- 
portunity is with one of the world’s 
largest advertising agencies. You're right. 


Write to: 
Box 9844, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 
ART DIRECTORS! ARTISTS! 
COPY WRITERS! 
Get yourselves listed with APA.* A new 
confidential Nation-wide service for ca- 
reer minded agency men and women! Let 
APA help you find the position you're 
looking for. No fee to pay! (Not a job 
agency). For information, write in con- 


idence: 
*ADVERTISING PERSONNEL 
OF AMERICA 


Box 7, Skillman, New Jersey 


Eastern Manager to sell advertising in 
one of leading automotive trade publica- 
tions. Good starting salary, expenses, 
bonus, insurance and prefit sharing. 
Headquarters in New York want man not 
over 45 with background of proven suc- 
cess. Automotive experience and ac- 
quaintance with automotive advertisers 
and agencies helpful. Furnish resume of 
experience or contact A. F. Reberts, 
Secu., W. R. C. Smith Publishing Co., 806 
Peachtree St., Atlanta, Ga. TRinity 4-4462. 


HELP WANTED 
MOLENE 


Editors .......... . Public Relations 
Copywriters ... - Advtg Managers 
Artists ...... Media ....... Production ...... Service 


“all is grist which comes te our mill” 
Andover 3 4424-105 W. Adams &t., Chgo. 3 


Are you looking fer a job or a future? 

If it’s just a job you want—stop reading 
now. If it’s a future—I'd like to hear 
from you. This expanding national con- 
sumer finance organization’s newly cre- 
ated advertising department needs a 
young, energetic rson who can think 
for himself. The future is in the appli- 
cant’s hands. You should be familiar with 
all media. All Company benefits. Send 
resume and photo to: 

Box 9859 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
200 So. State St., HA. 7-1991 Chicage 


PRODUCTION MAN experienced in 
newspaper, magazine and trade ad pro- 
duction wanted by large Southern agen- 
cy. Good pay, working conditions. Ex- 
cellent opportunity for advancement. 
Send salary requirements and complete 
resume. Our employees know of this ad. 
Box 9860, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilin.'\s 


Advertising Marketing Director wanted. 
Ace-high man with proven ability in 
sales of grocery store items. Salary suf- 
ficient to attract the best. We mfg. full 
line of pet foods, canned, frozen, dry. 
Quality unexcelled. National distribution 
since 1907. Answers confidential. Burton 
Hill, Pres. Hill Packing Co., Topeka, Kan- 
sas 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising Age, September 9, 1957 


REPRESENTATIVES WANTED 


EXECUTIVE SECRETARY-ASSISTANT 
Fifteen years experience working with 
some of Chicago's finest creative adver- 
tising executives. 
x 9838, ADVERTIING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Young woman with accounting, manage- 
ment, and executive secretarial experi- 
ence desires challenging job in midtown 
New York area. Resume upon request. 
Box 9853, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
FREE LANCE ART 
Lettering 


Furniture Layouts 
cartoons spots illustrations 
Box 9835, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
Creative Art Director with 4-A Agencies 
15 yrs. Experienced on National accounts. 
Handle production and direct photogra- 
phy. On present job 11% yrs. Seek new 


deal. 
Box 9854, ADVERTISING AGE 
200 E. Tlinois St., Chicago 11, Illinois 


ART DIRECTOR - LAYOUT ARTIST 
Eleven years of proven ability. Have well 
rounded knowledge of production and 
art preparation. Well b depart- 
ment head. Excellent references. Chicago 
area. 

Box 9861, ADVERTISING AGE 
__ 200 E. Illinois St., Chicago 11, Illinois 
MR. PUBLISHER, do you need an expe- 
rienced Ad Space Rep. in the N.Y. area? 
Thorough knowledge of newspaper & 
magazine adv., trade & consumer. 
Box 9862, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING MANAGER 
10 yrs. exp.-seven on exec. Ivl. Empl. as 
ad mgr. manuf. detergents, rodenticides, 
insecticides. Strong on radio & TV time 
and prod ... also b/w space, graphic 
arts. Capable hard sell copy and rg. lay- 
out. Versed on mdsing & follow-up to 
drug, groc., feed, hdwe., and beverage 
outlets. Salary $13,500. 
Box 9863, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE 
Calligraphy 
Marcia J. Pannill 
2559 Collingwood Dr., Dallas, Texas 
ACCOUNT EXECUTIVE 
Past? B.S. degree, N.U. Chicago agency 
copy-contact on industrials. Present? 
Brand manager, 3 industrials. fFuture? 
With your Chicago agency as account 
executive or copy-contact! 
Box 9864, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Lettering Layout 


PRODUCTION MAN 
Fed up with L.I. commute? 

Know printing, buying, traffic control. 
Ready to grow with mid Long Island's 
fastest growing, national agency. Salary 
lus profit share, plus work near home. 

ill consider any man or gal any age 
who knows and really wants “in.” Mail 
resume fast to: 

Box 9830, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


WHO 18 GLADER'S DON HARRIST 


When you write him in confidence about 
our job aspirations, you should know he 
tos this advertising background: copy; 
copy-contact; copy supervisor; A.E.; ac- 
count supervisor—all with major agencies 
Sales and advertising manager, division 
of General Foods. Handled major food 
account for 2 agencies. Mostly foods, but 
also building materials, cosmetics, indus- 
trial, ete 


GLADER CORPORATION 


110 So. Dearborn CE-6-5353 Chicago 


measure 
yourself 


... and let us know if you 
think you'd fit this picture. 

We are a growing, 
upper-medium sized agency, 
comfortably located in the 
Mid-West (not Chicago). The 
experience of our people proves 
we're the kind of agency that 
rewards productivity ...a 
business in which good men 
can build solid careers. 

We have an opening for 
a man of that caliber. Initially, 
his prime responsibility would 
be as account executive for 
industrial accounts. But the 
man we want will have qualities 
of maturity and leadership to 
move up quickly to group head 
status . . . eventually 
supervising work for clients 
who manufacture machine tools, 
automatic controls, automotive 
products, electrical equipment, 
diesel engines and similar lines. 

We'd like you to relate 
these requirements to your own 
experience in handling industrial 
accounts. Be sure to include the 
my of responsibility you've 
had in overall marketing 
programs. All applications will 
be acknowledged, of course. 
Write in complete confidence. 
Box 740, Advertising Age, 

200 E. Illinois St., Chicago 
11, tHlinois. 
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PLASTICS WRITER 


experienced advertising and 

romotion copy, publicity and 
eature writing, employed 9 to 
5, available for free lance part- 
time assignments. Well-ac- 
quainted with plastics industry, 
materials and end products. 
New York City. Box 736, Ad- 
vertising Age, 480 Lexington 
Ave., New York 17, N. Y. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


107 NW. LASALLE, CHICAGO = 1LLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ADV. — SALES PROMOTION 


million dollar budgets) seeks challenging 
position. 
Box 9865, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


AVAILABLE: ALL BENEFITS OF 8&8 
YEARS TOP LEVEL EXPERIENCE CAR- 
NERED IN MAJOR BLUE CHIP ORGAN- 
IZATIONS. Positions Held: MKT. MDSE 
MGR ....4A ADV. AGENCY: SENIOR 
MKT ANALYST. ..NATL. CONSUMER 
MFGR. MDSE. EXEC ... MAJOR N. Y., 


Fn el RM St SO 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs 
in litho, letterpress, publ. and potas. 
Worked in agcy. engrav. print and publ. 
Box 9867, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

PART TIME COPY 
Thoroughly experienced-consumer, indus- 
trial products, all media. Want permanent 
connection with agency 2 or 3 days a 
week. Phone LO. 1-4610 Chicago. 


ADVERTISING-MERCHANDISING MGR. 
Outstanding record three leading mfgrs. 
consumer, industrial, agricultural prod- 
ucts as Adv.-Sales Promotion Mgr., Mer- 
chandising-Sales Training Mgr. East, 
south, midwest prefered. P.O. Box 3092, 
Chicago 54, Ill. 


INDUSTRIAL ADVERTISING 
Sales Promotion or Public Relations 
Presently A.M. steel mill equip. mfgr. 
32 yrs., Navy vet., 5 yrs. exp., gree. 
Prefer Pittsburgh area. A-l references 
Box 9868, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING MANAGER — 
ACCOUNT EXECUTIVE 

9 years experience advertising, promo- 
tion, merchandising diversified products. 
Heavy package goods, food, fashion. Age 
34, B.S. Prolific idea man, strong planner, 
copy, contact, liaison. Now employed as 
A/E. Seek manufacturer or solid agency 
N.Y.C. area. 

Box 9869, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


CIRCULATCON MANAGER—Also expe- 
rienced in general management of pub- 
lications, national and international, with 
emphasis on subscription and advertising 
sales promotion, budget forecasting - and 
control. East coast preferred. 
Box 9871, ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y. 


EXPERIENCED SPACE SALESMAN 
33 years old with B.S. degree in Indus- 
trial Journalism from midwest agricul- 
tural college, 4 years experience success- 
fully selling advertising gpace in E. 
North-Central states is seeking position 
with progressive publisher. Would prefer 
to sell space for general farm publica- 
tion where first-hand farm knowledge 
would pay big dividends for employer. 
Am free to travel anywhere and not 
afraid of hard work or tough accounts. 
Agency position or public relations work 
would be considered. 

Bos 9870, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 


PRODUCTION MANAGER 
ADVERTISING AGENCY 


Staff expansion program of medium sized 
midwestern agency offers unusual oppor- 
tunity for capable man to relieve present 
production manager for growing respon- 
sibility as client service executive. Agency 
experience not necessary, but broad 
mechanical production experience desir- 
able on both ads and collateral. Agency 
has good growth record, excellent reputa- 
tion, profit-sharing and other group bene- 
fits. Prefer man of 25 to 35—salary open. 
Send full details of experience and earn- 
ings first letter, also snapshot or photo. 


Box 727 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


on the West Coast for its ef 


IF YOU NEED A LOS ANGELES OFFICE 
—te serve West Coast requirements. Our 14-year-old advertising agency is well-regarded 


offer you substantial savings as against the 


will be available te meet with interested 


It is headed by three highly capable senior executives with top records, local and national, 
as key men with best-rated agencies and corporations in diversified fields. Qualified to 
handle all creative and production phases of advertising, sales pr tf merchandisi 

public relations, publicity campaigns for you in America’s fastest-growing major market. 
Excellent Hollywood-L.A. contacts. Heavy experience in film, TV, radio production and tie- 
ups. Currently—and for the past 10 years—creating, producing and placing West Coast 
advertising for a major national account (NY). Plus Coast-originating accounts. We can 


t, ethical standards and results for clients. 


P of intaini your own Coast office. 


Top bank and community references. Inquiries held in strict confidence. WIRE OR WRITE 
BOX 1735, ADVERTISING AGE, 480 Lexington Ave., New York 17, N.Y. 


One principal will be in New York Sept, 9-14; Chicago Sept. 16-21 on other business and 
principals. 


ADVERTISING/PRODUCTION MANAGER 
Strong creative & administrative B/G in 
agency, publication and Graphic Arts. 
Experienced in client contact; planning 
industrial & retail promotion as top ex- 
ecutive in creative graphic arts service. 
Wishes to relocate—interview anywhere. 

ERWIN ROBERTS, JR. 
1707 Miller Rd., Arden, Wilmington 3, Del. 
SYcamore 8-7222 


SPACE SALESMAN 
TO WORK IN SAN FRANCISCO 
Space salesman, San Francisco, to cover 
—_ Area and Northwest for Los Angeles 
publishers’ representative handling tech- 
nical publications. Good salary to start 
and unlimited future. Replies confiden- 
tial. BOX 737, ADVERTISING AGE, 200 E. 
lilinols St., Chicago 11, Illinois. 


If you feel you are this 


career basis. 


He is experienced enough 


who wins interesting spot. 
Illinois St., Chicago 11, Illinois. 


TO: The Best Young P.R. Man in the Country 


man, we have the best P.R. opportuni 

we've heard of, and would like to talk with you. , 
As major, national publishers, we have just created a new position 
offering the challenging job of organizing from scratch, initiating 
and carrying out a major-league public relations program on a 


The man we seek is 28-32, an “idea man” from the word go, and 
well-connected with national marketing and advertising trade 
magazines. He knows his way around with metropolitan newspapers 
and excels in making new contacts. 
to devel 
p.r. campaign, a top-flight publicity writer, and adept at community 
relations techniques. College degree required. 

Firm is nationally known with offices in major US. and European 
cities. Opening is in home office in the West, with nearby skiing, 


, ete. 
Our Promotion ent know of this opening and 
are looking forw to wanting with the highly qualified person 


Send detailed résumé to: Box 732, ADVERTISING AGE, 200 E. 


Op a full-scale, image-building 


TIRED OF THE HUSTLE AND BUSTLE 
of the big city? Longing for the com- 
forting and relaxing atmosphere of a 
quiet, progressive mid-west commu- 
nity? 

Then you'll really enjoy the beautiful 
Rock River Valley! Expansion in our 
staff creates an opening for proven 
space salesman in mid-west area. This 
job involves 50% travel from home 
office. Salary, profit-sharing, group 
insurance, and other fringe benefits. 
Send complete résumé to — E. E. 
Ruther, Watt Publishing Co., Mount 
Morris, Ill. 


PUBLICATION REP WANTED 
to expand new consumer publication in 
radio-TV-hi-fi fieid. Exclusive territories 
plus top commission. Write stating expe- 
rience to: VANE A. JONES CO. 
3949 N. KEYSTONE 
INDIANAPOLIS 18, INDIANA 


REPRESENTATIVES AVAILABLE 
Older, but active, space salesman offers 
limited representation at net, flat $100. 
per month to permit Sec. Sec. Wide ex- 
perience Mid-West trade and class. fields. 

Bex 9872, ADVERTSING AGE 

200 E. Illinois St., Chicago 11, Illinois 
SOUTHERN REPRESENTATIVE ORGAN- 
IZATION I8 INTRESTED IN REPRE- 
SENTING ONE ADDITIONAL WELL ES- 
TABLISHED PUBLICATION FOR THE 
SELLING OF ADVERTISING IN THE 
SOUTH. WRITE: 

BOX 9858, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. ¥. 


BUSINESS OPPORTUNITIES 


TEST RURAL SUBURBIA IN SANDERS 
10 GENESEE VALLEY PUBLICATIONS 
Geneseo, N.Y¥.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 


TRADE PUBLICATIONS 
Want to sell? Want to buy? Write me 
fully in confidence. No “peddling”—wide, 
resp ibl tact has. K. Feinberg, 
Broker, Box 1036, Newark, N.J. 


MISCELLANEOUS 
For Sale: Todd electric Protectograph, 
adding machine and check signer; units 
can be used in combination or of at big 


Floor model. Can be purchased at 
savings from individual owner. RAndol 
6-6181. Chicago. 


PUBLISHERS REPRESENTATIVE 
WANTED—MIDWEST TERRITORY 


Immediate action a as pub- 
lisher will be in icago 3 days 
only. Book is leading regional dairy 
magazine, published 35 years. 
Phone: Mr. McCune, Conrad-Hilton 
Hotel, Chicago, Sept. 10, 11 or 12. 


Fine opportunity for youngish man 
who has already won his spurs in 
writing industrial copy. Position is 
on advertising staff of leading man- 
ufacturer in medium-sized city in 
eastern Pennsylvania, close to both 
New York and Philadelphia. Besides 
copy skill, position calls for contact, 
planning, and ability to work hard 
on top-flight team under friendly 
direction. Surroundings are pleasant 
and the writer can look forward to 
continued progress. Good salary to 
start. Must have college degree, solid 
experience in writing industrial copy, 
highest references. Replies held in 
strict confidence. Tell us about your- 
self but do not send samples. Box 
739, Advertising Age, 480 Lexington 
Ave., New York 17, N. Y. 


promotion activities. 


could advance to vice-president. 


faster in the future. 


held in strict confidence. 


SALES MANAGER—ADVERTISING DIRECTOR 


One of our clients, a Chicago publisher of three top business 
magazines, offers a top-level position as director of all sales and 


The man they seek must be experienced in selling and publishing 
of business papers. He should be a good administrator, organizer and 
adept at handling people. He should be creative and able to supervise 
an extensive promotion and advertising program on all 3 magazines. 
He is now an excellent salesman and ready to function as a sales 
manager, supervising a staff of nine salesmen, including planning and 
liaison with editors. He will be a member of the top policy board and 


To such a man our client offers a well-established company ap- 
proaching its 75th year. A young, well recognized top management, a 
Progressive, growing organization with intentions of growing even 


Our client's organization knows of this ad. Write us stating your 
experience in line with the qualifications presented above. Address 
your reply to the personal attention of Torkel Gundel, Torkel Gundel 
& Associates, 110 S. Dearborn St., Chicago 3, Ill. All replies will be 


SEASONED MARKETING 
EXECUTIVE AVAILABLE 


12 years solid experience in market- 
ing nationally known line of highly 
competitive grocery products. Knows 
packaging, display, sales, promotion, 
advertising, market research. Capable 
executive; able writer, speaker. Age 
45. A real find for the right company. 
Write Box 741, Advertising Age, 200 
East lilinois St., Chicago 11, IMlinois. 


ADVERTISING 
MANAGER 


Seeks new position as result of 
change in management. Ten 
highly successful years in pres- 
ent job. Thorough planner, top- 
notch creator, incisive writer, 
able administrator. Versatile 
enough to adapt to any produce 
or service. 


Box 742, ADVERTISING AGE 
200 E. ilinois St., Chicago 11, illinois 
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Nielsen TV 
Two Weeks Ending Aug. 10, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 
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Techni-Cratt Sets 1957 sored by someone engaged in a 


Graphic Arts Competition production position in the graphic 


arts, and sponsors win duplicate 
Techni-Craft Printing Corp. | prizes of winners. The competition 
New York, will hold its second an- | closes Sept. 30, and entry forms 
nual Graphic Arts Competition of | ‘may be secured from Techni- 
Fine Art this fall, with cash prizes | craft, 250 W. 54th St., New York. 
and awards for winning artists) Winners in last year’s competi- 
and their sponsors. Entries of non- 


| tion are William Giacalone, design- 
commercial art expression may be |er of displays, greeting cards and 
submitted by personnel of any! 


/magazine covers, first; Vito Fio- 
company in the New York area|renza, Fairfax Inc., second, and 
using the graphic arts in the course | Mickey Goldstein, Donahue & Coe, fir 
of business. Entries must be spon-| third. at 


H 


Program 
Heavyweight Championship Fight (Buick, NBC) ........0--.-cocscsssssssssssrssssssess 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
All Star Football Game (Pabst, ABC) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Alfred Hitchcock Presents (Bristol-Myers, CBS)  .......-.:.ccccsereesrererrereenennen 
Playhouse 90 (Participating, CBS) ... aoe 
20th Century-Fox Hour (Revlon, CBS)  ..........-ccccsesensssensnnnennernnnnsenneennens 
$64,600 Question (Revion, CBS) ..... 
What's My Line (Sperry-Rand, Helene Curtis, CBS) 
GE Theater (General Electric, CBS) 


JOE H. LANGHAMMER has 
Powell Advertising, Detroit, as vp 
in charge of creative and market- 
= ing services and an account super- 


joined 


ov@ano ws Wn 


visor. He formerly was a market- PROGRAM POPULARITY? 


ing and merchandising executive = .~ Watch for these outst sotos 
, i Rank ogram nt 
of RE Pees + 1 Heavyweight Championship Fight, (Buick, NBC) 47.5 features in the big OCTOBER - 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 34.8 . ee ° : 
oe Weiss Has Carling’s Stag 3 All Star Football Game (Pabst, ABC) ............ 32.4 issue of Advertising Requirements, 
I tory reporting the merger| 4 Alfred Hitchcock Presents (Bristol-Myers, CBS) 28.9 es . 
of Erwin, Wasey & Co. and Ruth- 5 _Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ......cccoccovssssvsovssssnenssseeee 28.8 Workbook of Advertising & Sales Promotion 
rauff & Ryan (AA, Sept. 2), Ap-| 6 What's My Line (Sperry-Rand, Helene Curtis, CBS) ........-csessesserseennsesnens 28.8 
VERTISING Ace said that Erwin,| 7 Playhouse 90 (Participating, CBS) seal — Presenting the New Edsel 
Wasey had added Carling Brewing| 8 20th Century-Fox Hour (Revlon, CBS) ..........-.--csssssnsnsennennsnesrsnnsnsvennnenes 28.1 For hundreds of dealers from coast-to-coast, the in- 
re Co.’s Stag beer this year. Erwin,| 9 $64,000 Question (Revion, CBS) ..... sosesnnennneesennoseensnneseesssnnesseenecensny 27.3 troduction of the new Edsel automobile means a 
i Wasey did add the Stag account, | !0 GE Theater (General Electric, CBS) .........:ccccccsesecssrnsnnserenensencesnensnerstennenenns 26.4 major investment in signs and identificaticn mate- 
but in July, Carling announced the rials, Here’s the story behind the biggest identifica- 
j account would move to Edward H. Nielsen Average Audience** tion campaign of the decade. 
Weiss & Co., Oct. 1. sites 
‘ | Rank Program (000) 
a 6. Baldwin Named to Ad Post 1 Heavyweight Championship Fight (Buick, NBC) .......ccccscosmsnnnneen 14,992 New Maturity for Direct Mail Advertising 
Richard S. Baldwin, publications! 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............0000 12,654 Direct mail is taking on new maturity. And with the 
manager of Barden Corp., Dan-| 3 Alfred Hitchcock Presents (Bristol-Myers, CBS) ...........svssssssssssnmseneennees 9672 qrowkh of tee median, epecteliste eo becoming te 
i? bury, Conn., manufacturer of pre-| 4 $64,000 Question (Revion, CBS) ve 9672 creasingly important. The October AR will present a s. 
: cision ball bearings, has been ap-| 5 What's My Line (Sperry-Rand, Helene Curtis, CBS) .........0cs-sssesssuessessnennees 9,591 pect Hepa cu Gite davdeumenh, tenad on 6 om : 
5 pointed to the new position of! 6 GE Theater (General Electric, CBS) ..............ccccssscssssssssssssunvessesneesens 9,229 vey of 4,000 AR readers. = 
director of advertising and public) 7 I've Got A Secret (Winston cigarets, CBS) 0.0.0... 9,027 ss 
relations. He will continue as head! 8 $64,000 Challenge (Revion, P. Lorillard, CBS) 8,826 
of the company’s technical publi-| 9 Richard Diamond (General Foods, CBS) ........ i Te Re DR ER 1, 8,665 Using to P 
cations program. 10 20th Century-Fox Hour (Revlon, CBS) ...........cccccssesesseeernneneenes ditrtteneile 8,221 Netorp sping! madae toad , peepee int 
age promotion of special deals, introductory deals 
PROGRAM POPULARITY? end premium offers. A package designer shows 
PASTE-UPS MADE EASY! |... ‘iia "na ye penal ol pp Char Der ica Ointt t 
LINO-MAT detects “eockeyed” and | | Heavyweight Championship Fight (Buick, NBC) o......cccssssnsennennn 4g iis hina 
is-aligned copy i tquoreseves | 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........cc:cccccessessseseseneeneeee 32.5 
ee : _Phases of od production. 3 What's My Line (Sperry-Rand, Helene Curtis, CBS) ...0...ccccccccccecenrnne 259 Preparing Art for Litho 
arg Sind | 4 Alfred Hitchcock Presents (BristolMyers, CBS) .ccccnsicnnnnnuemnnnnem 33| sitbenpeptianhs aallith wid A Wiiaines entices 
O-MAT, Lake Geneva, Wis.) 5 $64,000 Question (Revlon, CBS)... i . 246 mean tho came thing when they uso the same 
- 6 GE Theater (General Electric, CBS) .....ccccsnooceesssneeennsnnnntnnsnnnstsinnnnnneenen 237 words. Tho net sent ean be peer end. cidliy putt 
7 $64,000 Challenge, (Revion, P. Lorillard, CBS) ......c.cvosemssssnneeenneneneenns 23.1 aug fue, tans des deme pein ideas tor 
COPYWRITER 8 I've Got A Secret (Winston cigarets, CBS) .........ccccccccseesseeeseeessessenseenesnennenne 23.0 making sure you get what you want. 
a 432008 - ' Teumey outnn see 9 Richard Diamond (General Foods, CBS) ....cccccccccccccccsccsscserssesseseesereeeeeneeenee 22.1 
with strong print B/G in electronic and/or || 10 20th Century-Fox Hour (Revlon, CBS) .........ccccccueccsccsssssssssnseeesseeeenes 21.6 
electrical industrial products. If qualified, * Homes reached by all or any port of program, except for homes viewing only one to Borrow an Idea from St. Louis 
contact =e seanarn. 1208 en eleien, In St. Louis’ dian a 
Executive Advertising Consultant ** Homes reached during average minute of the program. presenting their stories with 29 unusual exhibits, 
CADILLAC ASSOCIATES, INC. + Percented ratings are based on tv homes within reach of station facilities and by featuring effective use of space, sound, color, ani- 
220 S. State St. e Chicago e WA 2-4800 
each program. mation and audience participation. Here are many 
interesting ideas for alert exhibitors. 
How to Punch 864 Holes in Close Register 
a . 
Syndicated panes by Americ's vor sundae th 0 sane be ah ne 
Tonle Pubhe Dede wae oe Sampietosiens on . maintenance of a tight time schedule. How they got 
CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. pet job completed is explained in an AR case his- 


To An Agency 


Plus .. . New Look for TV Commercials . . . how Tide- 
water Oil established its trademark dramatically through 
a series of unusual tv spots. . . Effective Picture Crop- 


This space 


reserved for Thos. F. 
McGrath & Associates, the 
photo-engravers who pro- 
duce some of America’s fin- 
est engravings. (Color and 
black and white — day and 
night service.) They're lo- 
cated at 160 E. Illinois St., 
Chicago—Phone DElaware 


: SEEKING 
me | NEW YORK 
AFFILIATE 


ping ...a picture editor shows how cropping can add 
to the effectiveness of photographs . . . What’s In The 
Future for Type? . . . modern printin technology re- 
quires a change in thinking by typograp gt designers .. . 
Picking a Christmas Business Gift . . . new ideas for 
admen seeking “different” Christmas gifts. 

Plus . . . all the regular monthly departments that make 
AR almost indispensable to any adman concerned with 
advertising production, promotion or merchandising. 


Mail Today For Trial Order 
iepsinnn 


Advertising Requirements . 
200 E. Illinois St., Chicago 11, Ill. 


We're exploring merger possibilities. 
An agency outside New York may 
wish to study the advantages of (1) 
having a competent staff and top 
notch executives in this city, (2) the 
strength of substantial billings and 
a list of reputable clients, (3) the 
prestige of modern mid-town of- 
fices, (4) excellent local contacts. 
Information exchanged in strict con- 
fidence. 
Sox 738, ADVERTISING AGE 


480 Lexington Ave., New York 17, N.Y. 7-5142. He ele ayy BB wpe, = only $3, stenting with 
My Nome Title 
The Midwest's 
BIR CH outstanding placement Firm 
een =service for Adv.-Art & haat i 
ersonne allied fields. Home or 
Per J appointment on OFirm Addres 
STTATICHMM 59 E. MADISON . SUITE 1417 rar z Stote 
3 CHICAGO 2, HLL. ty —— sate _____ 
Inc. Central 65670 | © $3 enclosed 0 Bill firm 0 Bill me 
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Client Practices Vary on Payment 
of Commissions on TV Packages 


(Continued from Page 1) 
gives the agency responsible for 
production, 15% of the total 15% 
time and talent commission—with 
the remainder of the commission 
money prorated among the other 
sponsoring agencies in proportion 
to the amount of commercial time 
their products have.” 

Eight advertisers said they use 
this method. One advertiser re- 
ported a payment of 25% to the 
agency responsible for production, 
or the agency of record as it is 
sometimes called. Still another 
paid 50% to the agency respon- 
sible for production. 


s The methods which a few spon- 
sors said they use in dividing com- 
mission among sharing agencies, 
as reported by the ANA: 

e 1. A 50-50 split. But in one such 
case reported, the advertiser point- 
ed out that there were two shows 
involved, with one agency respon- 
sible for producing one show and 
the other agency responsible for 
producing the other. 

e 2. The producing agency gets 
30% of talent and production com- 
mission, with the remainder, plus 
commission on time, prorated 
among all agencies involved in 
the show. 

e 3. The producing agencies get 
15% of the commissions earned 
by products on the show that are 
assigned to other agencies. 

e 4. The commission on the total 
production cost goes to the pro- 
ducing agency, the commission on 
time is prorated on the basis of 
time allocated to each product. 
The commissions on production of 
commercials go to the respective 
agencies which produce them. 

e 5. In the case of some adver- 
tisers who were using film shows, 
the commissions were split “on 
the basis of consumed time of 


tal cost of the program, without 
any production compensation.” 


= One question was included “to 
determine how often cowcatcher 
and hitch-hike announcements are 
charged at anything less than a 
pro rata proportion.” The methods 
of charging varied considerably. 
One company said it decides such 
a problem arbitrarily when it 
comes up. Several reported they 
use a pro rata basis. 

The questionnaire also sought 
to determine if there is a tendency 
for advertisers “to favor in their 
tv charges new products or prod- 
ucts in a development stage.” 

The method of arriving at this 
was to ask the companies how 
they handle the charges when 
several products are advertised on 
a single show through a single 
agency. 

The largest number said they 
divide the charges strictly accord- 
ing to the time used. The ANA 
report did not indicate that the 
committee found any signs that 
new products were getting special 
treatment. 


s There will be no surprise in the 
revelation that most of the com- 
panies said the agencies respon- 
sible for production are really not 
producing the shows in question. 
Only ten cases of agency-produced 
shows were reported. The rest of 
the respondents said they were 
backing network productions or 
independently produced telecasts. 

But 55 companies noted they 
pay the advertising agency an 
agency commission on the cost of 
production handled by outside pro- 
ducers—whether network or in- 
dependent; 13 said they don’t do 
this. Nine reporting companies 
mentioned prize shows, and two 
of them said they did not pay 
commissions on prize money han- 


commercials in relation to the to- 


ded out to contestants. + 


Jerrold Starts 
First Pay-TV 
System Via Cable 


(Continued from Page 1) 


specialized electronic amplification 
equipment. The cable and equip- 
ment has been installed on local 
telephone poles. 

Owners and operators of the 
closed-circuit system—which is 
called Telemovie System—is Vi- 
deo Independent Theaters Inc., a 
prominent motion picture exhibi- 
tor chain in the Southwest. This 
city was selected as the first for 
the Jerrold system to be installed 
because Video Independent owns 
all four theaters here—two con- 
ventional and two drive-in thea- 
ters. 


® Subscribers to the system are 
charged $9.50 monthly for a pack- 
age of 13 first-run motion pictures 
plus an equal number of re-run 
movies on a second Telemovie 
channel. Jerrold estimated that 
300 subscribers saw the opening 
show tonight. There are 8,000 tv 
homes in the city of 30,000 per- 
sons. 

The movies will be shown every 
day between 2 p.m. and midnight. 
The feature movie will be changed 
three times weekly. 

No provision has been made as 
yet to accept advertising on the 
new system, a Jerrold spokesman 
told ApvertTisinc Ace. He pointed 
out, however, that any advertising 
in this city would be sold by Vi- 
deo Independent—owners of the 


system. 

Meanwhile, Jerrold disclosed 
that it has made formal applica- 
tion with the city of San Francisco 
for wiring the city for closed cir- 
cuit tv. The system will be the 
same as installed in Bartlesville 
with the one exception that Jer- 
rold will own and operate it rather 
than a chain of theater operators. 

“The backbone of the service in 
San Francisco,” said Milton Jer- 
rold Shapp, president of Jerrold, 
“must be new motion pictures, 
plus a balanced program of sport- 
ing events and other special fea- 
tures. 

“It is our intention to run con- 
tinuous performances without in- 
terrupting the program with ad- 
vertising. A flat monthly fee will 
be the only programming charge 
for subscribers. 
not be charged for programs in- 
dividually,” he said. 


® The Jerrold system is a coaxial 
cable distribution system which 
enables a motion-picture exhibitor 
to project a film originating in his 
own theater or in a specially con- 
structed studio booth onto the tv 
screen in the subscriber’s home. 

The system is a direct evolution 
from the community antenna sys- 
tem principle which Jerrold pi- 
oneered. In these community an- 
tenna systems, which extend tele- 
vision reception to fringe-area 
communities, television signals are 
picked up by giant television ar- 
rays and are delivered to the sub- 
scriber’s home over a coaxial cable 
distribution system. 

An isolation switch attached to 
the back of the tv receiver con- 
nects the subscriber’s set to the 
system. By flipping this switch, 


the subscriber chooses between 


Subscribers will | 


i 
« 


INTO YOUR HOME 


hf 
N EDUCATION IN YOUR 


BOOSTER—Chicago’s educational tv 
station, WTTW, gets a pronotional 
assist from Polk Bros., super- 
retailer, which ran this page in the 
Tribune, Aug. 29. WTTW, two 
years in operation, has just upped 
its power from 55,000 watts to 
275,000 watts, and added programs. 


commercial tv programs or Jer- 
rold’s programs. 

As in the case with the commu- 
nity antenna systems, this system 
does not require any modification 
to the circuitry of the subscriber’s 
tv receiver. Equipment designed 
by Jerrold will deliver three, five, 
seven or more tv channels. The 
sets will deliver color as well as 
b&w. 

Video Independent announced 
that the first month of showing 
will be free, with the first bill of 
the regular monthly fee of $9.50 to 
be sent out on Oct. 1. Payment for 
service will be in advance. 


® In addition to “Pajama Game” 
the first-run program includes 
“Night Passage,” “The Great 
Man,” “Band of Angels,” “Joe Da- 
kota,” “Dino,” “Jeanne Eagels,” 
“Untamed Youth,” “Run of the 
Arrow,” “A Face in the Crowd,” 
“The Midnight Story,” “The D.I.,” 
“The Prince and the Showgirl,” 
and “Tropper Hook.” 

Unlike other broadcast televi- 
sion and closed-circuit tv systems, 
the Jerrold system did not require 
authorization of the Federal Com- 
munications Commission. The FCC 
controls tv signals broadcast 
through the airwaves. The Jer- 
rold system runs entirely through 
cables and does not enter the air. # 


Venango Newspapers Names 
William Toy, Arthur Dawson 

Venango Newspapers Inc., Oil 
City, Pa., agent for the Oil City 
Derrick and 
News-Herald, has 
appointed Wil- 
liam E. Toy ad- 
vertising director 
and Arthur D. 
Dawson promo- 
tion manager. 

Mr. Toy for- 
merly was na- 
tional advertising 
manager of the 
Herald and Re- 
public, Yakima, 
Wash. Mr. Dawson has been with 
Venango since 1933. 


William E. Toy 


Calimatde to Fisherman Press 

George J. Calimafde, lawyer and 
tax consultant, has been named 
assistant to the president and gen- 
eral manager of the Oxford, O., 
division of the Fisherman Press 
Inc. 


Meehan Joins Bronx Board 

Joseph C. Meehan, formerly di- 
rector of public relations of Geyer 
Advertising, New York, has been 
named executive secretary of the 
Bronx Board of Trade. 


(Continued from Page 1) 
controlled group’s presentation to 
the Senate committee, we think 
it advisable to state now that had 
we testified, we would have reaf- 
firmed the viewpoint we have tra- 
ditionally maintained, and _ that 


s jother users of second class (news- 


papers and general magazines) 
have always concurred with—that 
inclusion, in second class, of pub- 
lications which do not have to 
meet the basic requirement of a 


®|‘legitimate list of paid subscrib- 


ers’ would wipe out the primary 


\ipurpose of the second class entry 


as established in the law. That 
purpose is to provide periodicals 
which can indicate (through a list 
of paid subscribers) that they are 
wanted, by the recipients, with 
an efficient and economical meth- 
od of delivering them. 

“Congress in its wisdom recog- 
nized many years ago,” the report 
says, “the requirement of a le- 
gitimate list of paid subscribers 
as the key to controlling and lim- 
iting the second class privilege to 
those newspapers and magazines 
that the American people want. 
History has proved the wisdom of 
this decision. 


s “The controlled group’s testi- 
mony,” the report says, with ref- 
erence to testimony given by 
members of National Business 
Publications before the committee 
(AA, Aug. 26), “makes much of 
how they are discriminated against 
in handling and service by the 
Post Office. Yet Postmaster Gen- 
eral Summerfield has stated, in a 
letter addressed to the chairman 
of our legislative committee (Jo- 
seph A. Gerardi, exec vp, Mc- 
Graw-Hill Publishing Co.): ‘For 
many years the department has 
treated the controlled publications 
in the nature of a sub-category of 
second class, They are accepted 
and handled in the mails, and 
postage is computed and paid on 
them, in the same manner as on 
second class.’ 

“If this is so,” the ABP report 
says, “then it would appear that 
second class handling and service 
are not the ultimate goal of the 
controlled group. The past record 
would seem to indicate that sec- 
ond class rates are their real aim.” 


# In reviewing its activities on 
postal legislation this year, the 
ABP report also reiterates the 
staud taken by ABP through its 
former chairman, T. B. Haire, 
president of Haire Publishing Co., 
when he appeared before the com- 
mittee March 28: 


e “We must use the mails; we 
have no alternative method of dis- 
tribution.” 


e “ABP members on the average 
already are paying more per piece 
than the Post Office says it costs 
to carry one piece of second class 
mail.” 


e “We would not oppose a ‘rea- 
|sonable’ second class increase. We 
feel that any yearly increase of 
over 10% is unreasonable, and 
that any increases should not be 
imposed over any longer period 
than three years.” 


e “We believe that a policy should 
be declared that the Post Office is 
essentially a public service and 
that the cost of public service fea- 
tures should be realistically and 
fairly defined. We also believe that 
Congress should determine what 
part of the cost of maintaining this 
public service should be paid by 
the users of the mails and what 
part. should be paid out of the gen- 
eral funds.” 


® The current ABP report says 
that “this reasonable approach has 
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Controlled Circulation Papers Seek 
dnd Class Rate Advantage, Says ABP 


been the keynote of our appear- 
ances before congressional com- 
mittees on postal affairs over 50 
years.” 

The ABP report also notes that 
the House of Representatives 
passed H.R. 5836 in late July, 
with an amendment to limit the 
“subsidy” to any one publication 
to $100,000. “This does not affect 
our smaller circulation publica- 
tions,” ABP says, “but is a threat 
to our traditional concept of a free 
press, as it would remove the rate 
making power from Congress and 
allow the Post Office to fix ar- 
bitrarily the postage to be paid.” 

The postal bill then moved to 
the Senate post office and civil 
service committee for hearings. 

“In early August,” ABP says, 
“the committee added without 
hearings the wording of S. 2615 as 
a rider of a House bill (H.R. 7910) 
relating to undeliverable copies. 
This rider was drafted in highly 
technical language and made ab- 
solutely no reference to controlled 
circulation publications.” 


® According to ABP’s interpreta- 
tion of this rider, it contained rate 
reduction provisions, which, when 
brought to light caused it to be 
stricken from the bill. 

After representatives of NBP 
were heard by the committee— 
and emphasized they wanted the 
same treatment as paid magazines 
—ABP representatives were sched- 
uled to testify, but the committee 
suspended hearings. 

The committee reportedly may 
re-open hearings in November or 
December, but no decision has been 
made on this. + 


ABC Radio Drops 
Nielsen, Will 
Switch to Pulse 


New York, Sept. 6—As ex- 
pected, Robert E. Eastman, presi- 
dent of ABC Radio, has canceled 
his network’s subscription to the 
Nielsen Radio Index and has de- 
cided to rely on an expanded Pulse 
rating service (AA, July 29). The 
Nielsen cancelation is effective 
as of January when the current 
contract expires. 

Of late there has been even 
more than the usual amount of 
talk about the need for a really 
up-to-date measurement of ra- 
dio’s out-of-home and in-home 
audience, but the two sales leaders 
in the industry—CBS and NBC— 
already have renewed the Nielsen 
service. 


® Mutual discontinued the Niel- 
sen service some time ago—before 
the ownership change. The new 
management has been listening to 
presentations from Nielsen and 
Pulse but has not decided what 
kind of research to buy. 

Mr. Eastman said he has a 
“thorough respect for the A. C. 
Nielsen Co. and the valuable serv- 
ices provided by them for many 
of our nation’s leading manufac- 
turers.” But, he added, “our pro- 
duct is too valuable to have it 
appraised by a method which is 
far more limiting than those ap- 
plied to other major media ... 
The application of research which 
measures just reach, and not all 
of that, does not properly evalu- 
ate our product.” # 


‘This Week’ Taps Cathcart 

Tom Cathcart, formerly vp, has 
been named exec vp of This Week 
Magazine, New York. W. Parkman 
Rankin, formerly a member of the 
executive staff, has been named a 
vp, while Alan Bolte, a vp since 


1954, has assumed new duties in 
administration. 
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Advertising Age, September 9, 1957 


R&R Still ‘Interested’ 
in Chambers Merger 
Despite Airline Loss 


(Continued from Page 1) 
“Though we've got our hands full 
at the moment with the Ruthrauff 
& Ryan—Erwin, Wasey merger, 
the deal with Chambers & Wiswell 
is not dead. We’re still much in- 
terested.” 


# Contacted in Boston, George E. 
Gardner, president of Northeast, 
said the airline account was moved 
out of Chambers & Wiswell be- 
cause “no Boston agency has the 
breadth or facilities we could get 
out of a New York agency. Since 
we expanded into a larger market 
with the Miami route, we didn’t 
think we were getting quite the 
same snap we could get out of a 
New York agency.” 

Mr. Gardner expressed deep ap- 
preciation for the marked ability 
with which Chambers & Wiswell 
has handled its account. The agen- 
cy has had the account since 1954 
and off-and-on for a period of 25 
years. He said the change was 
necessary to service its expanding 
operations along its Boston to Mi- 
ami route. 


s Mr. Gardner said nine agencies 
pitched the account before J. Wal- 
ter Thompson Co. was selected. 
He said the selection was based 
mainly upon the agency’s trans- 
portation and airline background 
and the fact that Charles Rhein- 
strom, formerly a vp of American 
Airlines, is with Thompson. Mr. 
Rheinstrom was with American 
Airlines for 18 years, and before 
resigning in 1946 was vp in charge 
of traffic and sales. Before joining 
J. Walter Thompson in 1950, Mr. 
Rheinstrom was with Erwin, Wa- 
sey. Thompson has made him ac- 
count superviser on Northeast. 
Mr. Rheinstrom is a vp and di- 
rector of the agency. 


® Among the other agencies 
which pitched the Northeast ac- 
count were John C. Dowd Inc., 
Fred Gardner Co., Grant Adver- 
tising, Ellington & Co., Kenyon 
& Eckhardt, Charles W. Hoyt Co. 
and Hazard Advertising Co. 

Mr. Gardner indicated that 
Northeast is currently billing at 
the rate of $1,200,000 annually, 
but that this figure might reach 
$2,500,000 shortly. Gross business 
during June, July and August, he 
said, was up 50% over the same 
period a year earlier, and this may 
shortly be reflected in the ad 
budgets. 


® Northeast was granted a Miami 
route by the Civil Aeronautics 
Board in November, 1956. It has 
steadily been incorporating more 
stopover cities into the lucrative 
Florida run. On Sept. 15, it begins 
service between Boston, Wash- 
ington and Miami and additional 
plans call for the inauguration 
about Nov. 1 of a non-stop Boston- 
Miami flight. Late last month it 
began a non-stop flight between 
New York and Tampa. Mr. Gard- 
ner said that the new routings all 
depend on the delivery of air- 
craft. 


EWRR DISTILLER CONFLICT 
SOLUTION SEEN BY OCT. 1 

Cuicaco, Sept. 6—The only 
“bug” that remains to be ironed 
out in the merger last week of 
Erwin, Wasey & Co. and Ruth- 
rauff & Ryan (AA, Sept. 2) is the 
conflicting liquor products of 
Brown-Forman Distillers Corp. 
(R&R) and McKesson & Robbins 
(Erwin, Wasey). 

William D. Watson, an R&R vp 
and account supervisor on Brown- 
Forman, told AA that the problem 
currently is under study by the 
two companies and the agency, 
Erwin, Wasey, Ruthrauff & Ryan, 
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Tie-UP—D-X Sunray Oil Co. ad in 
11 Midwest farm papers in October 
will feature guest editors of the 
Farm Information Center ads. 
These guest editors will be agri- 
cultural directors of the 13 radio 
stations being used by D-X in its 
Farm Information Center broad- 
casts. 


and it will be resolved before the 
merger becomes effective Oct. 1. 

“The agency will not handle 
conflicting products,” Mr. Watson 
said. “Whatever happens, how- 
ever, will be a joint decision of 
the agency and the two compa- 
nies.” 


® The conflicting products are 
Old Forester and Early Times 
(B-F) and Chapin & Gore and 
Old Jim Gore (McKesson & Rob- 
bins). The B-F products billed be- 
tween $4,500,000 and $5,000,000 
last year, the company said. Me- 
dia Records shows that McKesson 
& Robbins invested $450,000 in 
measured media last year for its 
two whisky products. 

Relations between B-F and 
McKesson & Robbins have been 
competitive but friendly, AA was 
told. The big drug company has 
been a full distributor for B-F 
products for some ten years. B-F 
has been an R&R client for 23 
years, and Erwin, Wasey has been 
a McKesson & Robbins agency for 
six years. 

Peyton H. Hoge, B-F director of 
advertising, told AA that his com- 
pany is happy with R&R, and that 
B-F has given no thought to 
changing agencies. 

“We know that the merger of 
the two agencies has resulted in 
conflicting products but we feel 
that this problem should be solved 
by the agency,” Mr. Hoge said. 


= Meanwhile, officials of EWRR 
here announced that the Erwin, 
Wasey office will be closed some 
time in the near future and per- 
sonnel will move one block north 
to the R&R offices. R&R has three 
floors in the building at 360 N. 
Michigan Ave., and there is 
enough room to accommodate the 
Erwin, Wasey staff and facilities, 
R&R said. # 


Motta Joins Theater Group 

Charles Motta, formerly wine 
advertising manager of Beverage 
Media, has joined the space sales 
staff of National Theater & Con- 
cert Magazines, New York. He 
previously was business manager 
for the wine accounts of Liquor 
Publications Inc. and also was a 
screen comedian for a decade with 
the Mack Sennett comedies. 


John Tobin Joins La Roche 

John C. Tobin has joined C. J. 
LaRoche & Co., New York, as a 
marketing department executive. 
Formerly on the housewares buy- 
ing staffs of Gimbels and John 
Wanamaker, he has run his own 
organization since 1953 as a house- 
wares manufacturers representa- 
tive. 


Last Minute News Flashes 


McDonald Offers Reports on Canadian Listeners 


Toronto, Sept. 6—McDonald Research Ltd. will issue in late No- 
vember the first of its new reports on radio and television listening 
in Canada. Audience composition and cumulative audience measure- 
ments will be included. The initial report will cover a minimum of 
18 broadcasting centers. 25 will be incorporated in the second. The 


;| company’s ultimate aim is 30 city areas with 62% of the population and 


75% of the retail trade. The November report will contain full ratings 
by half-hour periods for the week of Oct. 2-8, which is World Series 
week. 


‘| Blumenthal Moves to Donahue & Coe from Grey 


New York, Sept. 6—Dan Blumenthal, formerly copy group head 
at Grey Advertising, has joined Donahue & Coe as copy supervisor on 
general consumer accounts. 


NuGrape Names Tucker Wayne; Other Late News 
e National NuGrape Co., Atlanta, has appointed Tucker Wayne & 
Co. to handle advertising for its NuGrape and Suncrest soft drinks. The 
company plans “a considerable increase” in its °57-’58 ad budget. 
Liller, Neal & Battle Advertising is the previous agency. 


e William H. Fineshriber Jr., formerly sales vp of Television Programs 
of America, tv film producer-distributor, has been named director of 
international operations at Screen Gems, New York, tv film distributor- 
producer. Mr. Fineshriber previously had been general manager of 
NBC Radio, general manager of both NBC networks and exec vp of 
Mutual Broadcasting System. 


e John H. Childs, senior account executive on the Texaco account, 
has been named a vp of Cunningham & Walsh, New York. Before join- 
ing the agency in 1954, Mr. Childs was with Lever Bros. 


e Joseph E. Bayne has been named general sales manager of the 
Lincoln & Mercury division of Ford Motor Co., Dearborn, Mich., re- 
cently reactivated under the direction of James J. Nance. Most recent- 
ly Mr. Bayne was a member of the company’s dealer policy board. 
From 1947 to 1956 he was general sales manager of the former Lincoln 
Mercury division. 


e Christian Hamann has been appointed general manager of McCann- 
Erickson’s Colombian operations, with headquarters in Bogota. He 
replaces George Bremser Jr., who has been transferred to New York. 
Mr. Hamann was formerly a vp in the Venezuelan office. Also, McCann 
has named Stefan Riess, manager of the Cali office, and Joaquin 
Samper, manager of the Bogota office, assistant general managers. 


e According to New York papers, Horace C. Stoneham, president of 
the soon-to-be San Francisco Giants, has announced that the baseball 
club has signed a pay-tv contract with Skiatron Corp. The contract 
reportedly calls for a $1,000,000 down payment and another $1,000,000 
to be paid in December. In addition, the Giants expect to get $350,000 
from broadcast rights to next season’s schedule. Mr. Stoneham owns 
1,000 shares of Skiatron common stock. 


e Campbell Soup Co., Camden, N. J., will introduce its three new 
soups, turkey noodle, minestrone and chicken vegetable (AA, Sept. 2), 
via a print campaign offering consumers their money back on their 
first three-can purchase. Refunds will follow mailing to Campbell of 
iabels from the new soups. 


e Schenley Industries’ pharmaceutical affiliate, Scheniey Labora- 
tories Inc., New York, has changed its corporate name to SchenLabs 
Pharmaceuticals Inc., effective Sept. 6. The new name embodies the 


trade name of Schenley pharmaceutical products for physicians and 
druggists. 


e Edward C. Mergenthaler, formerly display director of McCann- 
Erickson’s sales promotion department, has joined the display division 
of Gibralter Corrugated Paper Co., Jersey City, N. J. 


e Guild, Bascom & Bonfigli, San Francisco, has appointed Mary 
Ferriter as a media director and Eugene A. Thompson as a copy- 
writer. Miss Ferriter was formerly media manager at Botsford, Con- 
stantine & Gardner; Mr. Thompson was formerly a copwriter with 
C. J. LaRoche & Co., New York. 


e Joseph A. Moran, formerly advertising supervisor of IBM World 
Trade Corp., has been appointed advertising manager of the interna- 
tional operations division of Lehn & Fink Products Corp., New York. 


e Cameron Day has resigned as senior associate editor of Printer’s Ink 
to join the New York Journal-American as advertising news columnist. 
The column begins next week. Roland MacBride has resigned as as- 
sistant editor of PI to join Modern Packaging. 


e Republic Flow Meters Co., Chicago, a recently acquired subsidiary 
of Rockwell Mfg. Co., has named Marsteller, Rickard, Gebhardt & 
Reed, Chicago, to handle its advertising, sales promotion and industrial 
pr, effective Jan. 1. Republic makes electronic and pneumatic instru- 
ments used in process control equipment. Stoetzel & Associates, Chi- 
cago, is the previous agency of record. Marsteller already handles the 
bulk of the Rockwell account. 


36 Orr Staffers Move to 
F&SER; Sullivan to C8W 

Some 36 former employes of 
Robert W. Orr & Associates, New 


and 80 employes last June. With 
the Jergens loss, some 20 or more 
employes were dismissed, includ- 
ing the agency’s exec vp, Don 


| 


York, now are working for Fuller 
& Smith & Ross as members of 
the agency’s Robert W. Orr & As- 
sociates division. Eldon Sullivan, 
longtime Jergens account man, is 
now at Fuller & Smith, but will 
be moving over to Cunningham & 
Walsh to work on the Andrew 
Jergens Co. account, which moved 
from Orr to C&W. It is not known 
how many others will make the 
move with him. Official transfer 
date of Jergens billings to Cun- 
ningham & Walsh is Nov. 30. 

The Orr agency had between 70 


West, now director of merchan- 
dising at Donahue & Coe. Of the 36 
new F&S&R staffers, three are in 
Washington, presumably on the 
National Guard account. 


Monogram Opens in Chicago 

Monogram Art Studio, New 
York, has opened a Chicago office 
in the Wrigley Bldg. and has placed 
Charles A. Churan Jr. in charge. 
Mr. Churan was formerly an ac- 
count executive with Reach, Mc- 
Clinton & Co. and J. Walter 
Thompson Co. 
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Packers Act Loophole 
No Help; Armour Hit 
by Agriculture Dept. 


WasHiIncton, Sept. 5—The De- 
partment of Agriculture joined the 
ranks of government agencies 
which regulate advertising by is- 
suing a complaint today charging 
that Armour & Co. violates the 
Packers & Stockyards Act by using 
the word “churned” in ads for Clo- 
verbloom 99 margarine. 

A similar complaint had been is- 
sued against Armour two years ago 
by the Federal Trade Commission, 
but it was dismissed after Armour 
contended that its marketing ac- 
tivities, including its advertising, 
are under the exclusive jurisdiction 
of the Department of Agriculture. 

The department’s attack on Clo- 
verbloom advertising represents 
the. first time it has proceeded 
against promotion activities of a 
meat packing firm in the 37 years 
that it has been responsible for the 
enforcement of the Packers & 
Stockyards Act. 

However, it is only in the past 
two years that companies like 
Armour have claimed immunity 
from the FTC, and have placed re- 
sponsibility for patrolling advertis- 
ing solely on the Agriculture De- 
partment. 


s The Agriculture Department’s 
complaint recites several uses of 
the word “churned” or “churning” 
in Cloverbloom ads. This, the de- 
partment says, suggests to prospec- 
tive purchasers that the product is 
butter or similar to butter. 

Department officials said some 
time ago Armour voluntarily elim- 
inated various words and phrases 
from its advertising which might 
be construed to infer that marga- 
rine is a dairy product. But the 
company insisted on retaining 
“churn” on the ground that the 
margarine actually is churned and 
contends that it should be per- 
mitted to use words that properly 
describe the production process. 

Armour’s success in escaping 
FTC regulation of Cloverbloom 99 
advertising was a powerful argu- 
ment cited before a congressional 
committee this spring by food 
groups which have been pressing 
for legislation to put marketing 
activities of packers back under 
FTC jurisdiction. Witnesses had 
pointed out that several major 
manufacturers of margarine had 
already been hit with highly re- 
strictive FTC cease and desist or- 
ders, while Armour was able to use 
the Packers & Stockyards Act loop- 
hole to escape. 


s While Congress adjourned with- 
out acting on modification of the 
Packers & Stockyards Act, repeal- 
ers have been reported by the Sen- 
ate judiciary committee and House 
agriculture committee. 

Meanwhile, in recent weeks the 
Department of Agriculture has 
filed two other complaints against 
meat packer trade practices, pre- 
sumably in an effort to show it in- 
tends to proceed vigorously with 
the enforcement of the law. 

The department’s announcement 
of the complaint against Armour 
said the case is being handled by 
the livestock division of the agri- 
culture marketing service. + 


Bureau Cites Kroger 

Kroger Co., St. Louis, has been 
cited by U.S. newspapers as an 
outstanding retail advertiser. The 
commendation was given by the 
Bureau of Advertising, American 
Newspaper Publishers Assn. Kro- 
ger’s St. Louis division is handled 
by Campbell-Mithun, Minneapolis. 


Vernon Joins Brown as A.E. 
William A. Vernon, formerly 


with the Chicago office of Imple- 
ment & Tractor, has joined E. H. 
Brown Advertising Agency, Chi- 
cago, as an account executive. 
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Japan’s Ad Business Booms, but Lack 
of Admen Plagues Field, Says Nozawa 


(Continued from Page 3) 
mands a high degree of professional 
knowledge and ability of the peo- 
ple who are in back of any success- 
ful advertising campaign. We find 
it is necessary to search out people 
with special talents and abilities— 
or at least with latent qualities that 
can be developed with further 
training and education.” 


s Another thing hampering Ja- 
panese agencies, he emphasized, is 
the heavy demand for advertising 
and merchandising research. One 
thing Japan has realized, he said, 
is that conclusions reached in New 
York City, for example, which 
may be very valid there, are not 
necessarily valid for Japan. 

“The Japanese man in the street 
has his own criteria and reacts to 
different stimuli,” he noted. So, in 
searching out these criteria and 
stimuli, Mr. Nozawa said, the Ja- 
panese ad industry is still feeling 


its way, unable to use US. find- 
ings as any sort of a guide. 

And on top of these difficulties, 
he noted, the Japanese ad industry 
still has much to do by way of sell- 
ing itself. 

“We are still tied up to a degree 
by the unwillingness of some com- 
mercial and industrial circles in 
Japan to entrust full control of a 
campaign to an appropriate agency. 
This conservatism, and the linger- 
ing traces of a tendency to regard 
advertising in general as a neces- 
sary evil, is rapidly being overcome 
by extensive educational programs 
directed toward top management. 

“We do not try to conceal the 
fact that we have a long way to 
go,” Mr. Nozawa emphasized, “but 
neither do we try to hide the fact 
that we have come a long way in 
the past decade.” 


= In another talk before the AAAN 
meeting, Virgil A. Warren, inter- 
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national chairman of the network, 
noted that Mr. Nozawa’s agency, 
Dentsu, is the first network mem- 
ber from outside the U.S. or Cana- 
da. He said AAAN will doubtless 
announce new overseas members 
soon, as negotiations are now being 
carried on with agencies in Austra- 
lia, England, France, Germany and 
Lebanon. 

Seven new U.S. agencies have 
recently joined the network. They 
are Central Advertising Agency 
Inc., Lima, O.; Thomas F. Conroy 
Inc., San Antonio; Vance Fawcett 
Associates, Honolulu; Keller-Cres- 
cent Co., Evansville, Ind.; Lloyd 
Mansfield Co., Buffalo; Meermans 
Inc., Cleveland, and Charles Tom- 
bras & Associates, Knoxville, Tenn. 
This brings to 42 the number of 
agencies belonging to AAAN. 

Newly elected international 
chairman of AAAN is Alex T. 
Franz of Alex T. Franz Inc., Chi- 
cago. He succeeds Virgil A. Warren, 
of Virgil A. Warren Advertising, 
Spokane, who is now a member 
of the board. Other new board 
members representing local re- 
gions are T. G. Armstrong of Arm- 
strong Co., San Diego; John B. Gib- 
bons, Gibbons Advertising, Tulsa; 
John Greenlee, of Cline Advertis- 
ing Service Inc., Boise, Ida.; David 
V. Selders of Selders-Jones-Cov- 
ington Inc., Kansas City; Gordon 
Marks, of Gordon Marks Co., Jack- 
son, Miss., and Lewis Wessinger, 
Foltz-Wessinger Inc., Lancaster, 
Pa. + 


Seidler to ‘American Abroad’ 

Francis Seidler has been ap- 
pointed advertising director of 
The American Abroad, English- 
language monthly making its debut 
in Europe in October (AA, July 8). 
Mr. Seidler, who will make his 
headquarters in Paris, was former- 
ly European advertising manager 
of Newsweek. 


Illinois’ 
2nd Big Market 


PIMITEOU” 


* Old indion word for Peoriorea 
meaning “lond of plenty” 


pity 


METRO. AREAS 


RETAIL SALES 


Peoria Journal Stor 1. Chicago 
© saturates metro. area with 99.7% daily ratio-to-homes Rig) mug |) 5 0) | 287,600 |. 390,937 
© delivers deily circulation of 100,000-plus 3. Davenport- . $55 sie thal 7 ae 
© influences 13-county billion dollar market — Island- 273,100 516,413 318,232 
ine 
4. Rockford 180,200 387,477 250,292 


Lae 
Peoria Jourrm® \ tar 
aS 


S.R.0.S. Est. 1/1/57 


affiliated with WTVH 
Ward-Griffith Co., National Reps. 
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AUTOMATIC WASHER 
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24 MONTHS TO PAY @ EASY BANK TERMS 
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“It Pays to be thrifty... 
it Pays to Shop at.. 


SHOP IN AIR-CONDITIONED 
COMFORT @ EASY PARKING 
AT YOUR SELF SERVICE 
APPLIANCE SUPER MARKET 


3510 


CPEs BOE. THRe THORS 


MAIN -ST. ® PHONE JA 2.7156 
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PUZZLER CUTIE—This ad from the Hartford Times of Aug. 15 is a real 
puzzler. At the right (ringed) small type under the tv set and 
freezer illustrations says: “Not exactly as shown.” At left, it is 
difficult if not impossible to figure what is being sold at what price. 
The washer is labeled “Model DA 31,” but floating around in the 
space under the price is “Model DA 35’”’—and the copy makes it im- 
possible to tell whether quoted price and illustrated model have 
anything at all to do with each other. 


| Chicago Show Names Green VP 


Chicago Show Printing Co. has 
appointed Marvin T. Green a vp. 
Mr. Green, who at one time operat- 
ed his own Chicago agency, joined 
the company as advertising man- 
ager 13 years ago and has been 
general sales manager for the past 
five years. 


Guenther, Brown to Fold 

Guenther, Brown, Berne, Calkin 
& Withenberg, Cincinnati, has an- 
nounced it will go out of business 
Oct. 1, despite completion of its 
“best ever” year. Agency mem- 
bers said they have received “good 
offers” to become associated with 
other agencies. 
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SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 
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The daily Free Press is Detroit’s fastest-growing paper—and now 
enjoys the highest circulation in its 126-year history! 


Fastest Growing 


And during recent months Detroit’s only morning paper has made e 
greater advertising gains (retail, general, total) than the two a 
evening papers. | ‘ 


For modern marketing in America’s Motor Empire the advertiser’s & 
BASIC BUY is the friendly Free Press! | 


The Detroit Free Press 


3 46] i 6/7 DAILY,up 15,432 froma year ago / 507 128 SUNDAY, up 7,007 


REPRESENTATIVES: NATIONAL—STORY, BROOKS & FINLEY; RETAIL—KENT HANSON, NEW YORK 
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